




















ITCGulal 


Key 





1947 


JUNE 


Saale 








New York Office Chicago Office Los Angeles Office 
15 Maiden Lane 55 Gast (Washington St. YAS Scuth Hill Bt. 


O-B Ostby & Barton Company 


COLD ww SILVER-RINGS Manufacturing Gewelers 
18 Richmond Htreet, Providence 2, RI. 


To Our Customers. 


You will be interested, T’m sure, in the results of a check- 
up just made on some of the numbers now in our present line 
which were also in the line in 1941. 











These items show an average price increase of only 19.5% in 
1947 _ overt 1941. 





This is particularly interesting considering the increased 
costs of materials, labor and overhead which have entered 
the picture in this period. You’1ll agree that the Ostby & 
Barton increase is exceedingly low after you study the 
following facts based on 4 recent report of the Federal 
Reserve Board: 


In non-durable goods, there has been an 80.2% increase 
in unit wage costs during the past © years; an in- 
crease Of 113.9% in prices of raw materials, an in- 
crease Of 100.4% in wages and materials; and a T4h 
increase in prices of finished goods. 


I’m sure you will pardon our pride if we use these figures 
to remind you that Ostby g Barton have lived up to standards 
set more than a half century ago -.-- °* that Ostby & Barton 
have never tried to take advantage of their customers OF the 
public by increasing prices to a point where they would tend 
either to produce excessive profits oF cause dangerous 
inflation. 


Thank you for the cooperation that has helped Ostby & Barton 
to hold the price line. 


lu. 


W. Irving W f 
President 
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designed and executed on special commission in our own 

shops. The crowns, shown here approximately half size, 
were hand crafted from solid sheets of specially tempered 
14K gold. Each forms a complete circle, with ingenious 
clasps at the back to permit extending in a flat position 
for convenience in transporting and for safe keeping when 
not 1n use. 


The two crowns are embellished with diamonds and 
genuine rubies and emeralds in tiffany settings. Because 
of the flexible properties of the design, the stones are hung 
pendant-like to prevent loosening of the mountings. 


Another fine av § 


of the unusual SPECIAL ORDER WORK produced 
in our plant. We offer a complete service including 
jewelry repairing, diamond setting, lapidary work, 
pearl restringing, engraving and designing, by crafts- 
men highly skilled in all phases of the jeweler’s art. 
Your inquiries are always welcome. 






The Home of KON-ITE 


A. SAUER & COMPANY 7 


KON-ITE BUILDING + CINCINNATI 2, OHIO 
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Merchandising and Promotion 


A WINDOW FOR THE COMING MONTH .. . 

OPEN DISPLAYS GIVE CLOSEUPS TO SHOPPERS 

EDIT YOUR WINDOWS FOR HEADLINERS 
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TOURISTS SPUR TRADE OF LOCALLY- MADE JEWELRY 
SIX STEPS IN SELLING . . : 
KNOW CUSTOMERS BY THEIR FIRST NAMES — 
NATIONAL ADVERTISING BUILDS PRESTIGE LOCALLY 
HE PULLS 'EM IN WITH RADIO , 
DIPLOMACY—NOT DURESS 

THE AD-VISER . , 

ODDS 'N ENDS SELL QUICKLY AS LUXURIES 
COMPLETE STORY BUILDS STERLING VOLUME 
MOVIES GUIDE TASTE TO BETTER LIVING 

BETTER RESULTS THAN HE BARGAINED FOR 
GIFTWARES TO THE FORE ' 


Store Modernization 


MODERNIZING THE JEWELRY STORE ‘ 
SPECIALIZED DEPARTMENTS GET CUSTOMER ACCEPTANCE 
ILLUMINATION KEYNOTES ATMOSPHERE OF STORE 


The Trade at Large 


NACJ PROGRAM IS SHAPING UP 
DIAMOND CUTTING IS AN EXACTING CRAFT 
COMMISSION OR STRAIGHT SALARY? . . 
DIAMOND EVALUATOR PROTECTS CUSTOMERS 
THE BUYER MUST BEWARE . . : 
SAVE MONEY ON YOUR PRINTING ‘BILLS 
DIRECTORY OF TRADE SCHOOLS _— 


Technical 


LITTLE KNOWN GEMSTONES 
REPLACING A PALLET JEWEL . . 
WORKSHOP QUESTIONS AND ANSWERS 
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SPEAKING OF THE JEWELRY TRADE 


ROM personal experience we're 
convinced that time means noth- 
ing, absolutely nothing! to an infant. 
But Hirschfield’s, Kansas City, Mo., 
is convinced that time is of the es- 
sence where the small fry is con- 
cerned, and quite a promotion cam- 
paign has been built around the 
theme. 
Mothers of newly-arrived babies, 
for instance, are presented with a 
#2.50 “gift bond” toward a ne: 








wrist watch with a sweep second 
hand. The idea is that greater ac- 
curacy will be possible in timing 
baby’s feeding schedule, sleeping, 
ete. (The less said about the aver- 
age infant’s relying upon whim, 
rather than time, the better). 

Also, Hirschfield’s features a com- 
plete selection of clocks for the 
nursery. Cuckoo clocks are offered 
as being particularly attractive to 
the little tykes. 


© © 


|EWLY engaged couples in 
Kansas City, Kans., may find 
it very difficult to keep their be- 
trothal a secret ere long. Young’s. 
a local jewelry firm, makes it a point 
to mention the names and addresses 
of all newly-engaged couples on its 
special Friday evening radio pro- 
gram. 
In addition, the firm sends a con- 
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gratulatory letter to each couple and, 
to the young man involved, a letter 
and certificate worth $10 toward the 
purchase of either the engagement 
or wedding ring. 

Young’s invites all couples about 
to become engaged to submit their 
names and addresses for mention on 
the program and, feminine desire 
for notoriety being what it is, a 
large number agree. 


© © 
addition to using billboards 
for institutional advertising, 


Michael’s, Los Angeles, Cal., uses 
newspaper display space to repro- 
duce photographs of the billboards. 

The copy is brief and emphasizes 
the store’s name and slogan, “shop 
with confidence.” Although small 
(214 inches double column) the ads 
stand out by virtue of their novelty. 


© © 


. OME jewelers in Baltimore, Md., 
are probably more than a trifle 
peeved at their town’s Evening Sun. 
Having nothing better to do, ap- 
parently, an enterprising member of 
the newspaper's staff decided to 
check up on the clocks about town 
using, as a norm, the time indicated 
by Western Union synchronized 
clocks. 

Except for four stopped clocks. 
Baltimore’s public timepieces seemed 
to be in splendid shape. They varied 
by only a minute or two. But the 
stopped clocks! That’s where the 
shame came in. Each of the four 
immobile timepieces hung brazenly 
before jewelers’ shops! 
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SOMEBODY seems to be getting 
even with Radio in Oklahoma 
City, Okla., and, although it’s high 
time, it seems to be at the expense 
of the sanity of telephone subscrib- 
ers and local merchants. Particu- 
larly a jeweler. 

Some wag (or lunatic) has been 
calling up householders and asking 
a simple question such as: “Where 
was the late President Roosevelt's , 
home?’ When the answering party 
gave the obvious, correct answer, 
the breezy voice at the other end 
would say: “Right! .Now hurry 
down to Blank’s jewelry store and 
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receive your prize—a $150 wrist 
watch.” Naturally, when a large 
number of people started piling in, 
demanding their “prizes,” personnel 
at Blank’s had a hard time ex- 
plaining. 

Jewelers weren't the only mer- 
chants victimized, cither—although 
they were in the majority. Occa- 
sionally, the “winning” telephone 
subscriber would be informed that 
he had won a refrigerator, a radio, 
or even a new 1947 automobile. 

The Oklahoma City Better Busi- 
ness Bureau, shrugging its shoulders, 
admitted there wasn't anything they 
could do about it. However, they 
urged the public to remember that 
in cases of this sort the answer to 
the question “How much is two and 
is not, necessarily, “four.” 
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two 
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“IT'S JUST LIKE CHRISTMAS DURING 
PARKER ‘5I' RED LETTER DAYS” 
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VISIT THE PARKER DISPLAYS AT THE JEWELRY CONVENTIONS 
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‘YERTAIN gemstones, if exposed 

+ to high-powered X-rays, will 
change color but will gradually re- 
vert to their original hue if heated 
or exposed to sufficiently strong 
light. This fact, scientifically prov- 
en, was considered in an article in 
JC-K for March, (p. 248.) 
_ Somehow, the radio people heard 
‘about it and, as is their wont, made 
a sensational cops-and-robbers 
drama out of the phenomenon—get- 
ting their facts all wrong in the 
process and, incidentally making 
jewelers look like terrible dopes. 

On a recent broadcast of “Mr. 
Keen, Tracer of Lost Persons” the 
plot revolved around a lady “gem 
expert” who was in a hurry to buy 
a sapphire for a customer. So (and 
this is where the radio people started 
to go haywire) she answered a news- 
paper advertisement and, when 
shown a beautiful ‘‘canary yellow” 
stone, bought it straight off. 
(Wouldn’t an “expert” be highly 
suspicious of such an unusual 
stone?) She snapped it up for a 
trifling $5,000 (intending io sell it 
for thrice that amount, apparently ) 
put it in a box and took it home. 

When this lady “expert” got home 
and examined the sapphire in the 
presence of her husband, an im- 
porter, and the would-be purchaser, 
it was learned that the stone was 
practically colorless, not worth a 


fifth of what it had cost. Hubby 


walked out in a huff at her stupidity 
in blowing five grand on such a piece 
of valueless stone, whereupon Mr. 
Keen was called in to find him. 
After the usual chases through 
alleys, shots, threats, tough char- 
acters and intermediate announce- 
ments plugging a headache remedy, 
the criminals were brought to jus- 
tice and it was learned that the 
sapphire had been treated with 
X-rays and had faded while in the 
box without having been heated or 
exposed to light. At the end of 
29:30 minutes the whole business 
wound up with a happy ending 
(although the “expert” lady’s hus- 
band was dead, presumably his life 
had been insured). 

It isn’t the idea of X-raying gems 
that appalls us in this case—it’s the 
misapplication of the theory. (1) 
Why didn’t the lady “expert” sub- 
ject the stone to a strong light or 
heat before paying for it? Or (2) 
since she didn’t, why did the stone 
revert to its original color? 

Stop revolving, Signor Marconi— 
Radio is too far gone for you to 
worry about it. 


© © 


T isn’t news, any more, when a 
jeweler is called upon to cut a 


ring from someone’s finger — seems 


to happen every day. 
But Marvin Jewelers, South 
Bend, Ind., were called upon recent- 






































“| wanna get the clock fixed—it didn't go off." 
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ly to remove—not a ring—but a scis- 
sors from the digits of a young lady 
manicurist who had apparently be- 
come too wrapped up in her work. 

With one finger hopelessly forced 
through the hole of her scissors, 
Miss Lorraine Haas was first rushed 
to a hospital where attendants work- 
ed for two hours with ice and oil 
and still couldn’t remove the scis- 
sors. Then someone suggested a 
jeweler and Miss Haas was rushed 
to Marvin’s. In no time flat one of 
the firm’s experts filed through 
from both sides, and the scissors 
fell off. 


o © 


OMEN’S magazines take 

pleasure, it seems, in telling 
milady how to make use of practi- 
cally everything: one encounters ar- 
ticles on converting old slip-covers 
into dresses for little Imogine, mak- 
ing salads out of old fruit skins, and 
whatnot. The zenith (or perhaps 
it’s the nadir) of this technique 
comes with an article in Woman’s 
Day which purports to tell the 
housewife how to make jewelry out 
of her old hardware. 

Offhand, our first temptation is 
to tell housewives how to repair 
their furniture with old jewelry. 
But we'll resist that. 

Instead, we shall view with alarm 
this magnificently illustrated article 
which suggests that milady use old 
clock gears as earrings, old toilet 
chains for necklaces, old electrical 
outlets as belt clasps, and so on. 

Particularly sinister, we think, 
are the belt ideas advanced in the 
Woman’s Day article. Constructed 
of hasps, screen-door hooks, pad- 
locks and hinges, they display, we 
think, vestiges of a horrid medieval 
device known as the ceinture de 
chastite. Things like that—well— 
they disturb us. 

We piously hope that this “make 
jewelry from old gimcracks” busi- 
ness will not even grow to the sta- 
ture of a passing fad. But if it 
does, perhaps the best counter-irri- 
tant will be for jewelers to borrow 
an example of the medieval device 
mentioned above and display it be- 
side a sample “hardware” belt. If 
this doesn’t ridicule the trend suffi- 
ciently, we recommend serious 
thought to the other notion advanced 
above, viz: how to repair your house 
with jewelry. 
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Wide mesh net in a pastel color or white to contrast well 
with a colored background, provides a novel and effective 
"air-conditioned" background for displaying the jewelry. 


dow For the Goming Month 
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Costume jewelry offers a good item for summer display, promoted 


as a fashion accessory for warm weather costumes. Miss Dixon 


offers here a simple “‘cool-looking” display for this merchandise. 


HAT ugly duckling of a few years ago, generally 
Treterrea to then as “junk jewelry,’ has now bios- 
somed into a very charming and respectable member of 
the jewelry family as “Costume” jewelry. Improved 
design and manufacturing techniques now allow it to 
fill a place of its own, selling on the merits of its smart- 
ness and individuality rather than on its imitation of 
more precious metals and stones. 

Undoubtedly, of course, some women wear costume 
jewelry in place of genuine pieces which they cannot 
afford, but costume jewelry today has a much wider 
appeal than this. It offers an opportunity to indulge 
all sorts of whims in motif and design which no woman 
would consider purchasing in precious jewelry which 
she would expect to wear for many years. With its fan- 
ciful designs and imaginative materials, costume jewelry 
has become as much a fashion accessory as a hat or a 
pair of gloves—and the manner of its display is there- 
fore quite different from that in which diamond jewelry 
is shown. 

Costume jewelry is a particularly good bet for pro- 
motion during the summer, since diamonds and playsuits 
just don't seem to go together. However, there is cos- 
tume jewelry for wear even with bathing suits! For the 
July window-of-the-month, therefore, we suggest an 
airy, cool-looking display planned for costume pieces. 
Display scrim which is a wide mesh net, heavily 
starched, gives the display an “air-conditioned” look! 


A piece of scrim about forty-eight inches long by eighteen - 


inches wide is rolled and pinned to background and floor 
to form a scroll-like panel to which a variety of pieces 
of jewelry may be attached—pinned right into the mesh. 
Another piece of scrim, cut in an irregular curved pat- 
tern, is laid on the floor and forms an edging for the 
circular fabric-covered pad on which additional pieces 
are shown. Artificial flower sprays are.stuffed into the 
rolled up end of the scrim on the floor with several 
graceful sprays emerging from either end of the roll. 
The copy card is placed against the scroll. If possible, 
the display should be lighted from the side so that the 
jewelry and the net may cast interesting shadows on the 
hackground. 

Almost any plain background would be suitable for 
this display. The net should be selected in a color to con- 
trast well with the background—for the accompanying 
photograph, a white background was used with bright 
pink net, a deep blue fabric pad and flowers in yellow 
and blue. Green net against a yellow background with 
pink and yellow flowers would be cool and cheerful 
looking also—or white net against a deeper color back- 
ground (green or blue with pastel flowers )—and so forth ' 
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by VIRGINIA DIXON 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 
Material Source 
| yd. Display Scrim James A. Cole Co. 
235 Fourth Ave. 
New York 
or any display supply house 
| bch. Gypsophila Geo. B. Hart, Inc. 
"Pastel" 47 Ely St. 
Rochester 4, N. Y. 
or florist or display supply house 
I—12" circular pad Recover velvet or other display pad you 
covered in fabric may have 
Copy card Show card writer 





The display scrim is extremely wide—about 54 in. 
and comes in a variety of gay colors. It is sold by the 
yard. It is particularly nice for summer displays and 
can be used in many other ways: cut in patterns for 
background or floor or for edging the plate glass of the 
window, or rolled to form columns. 

The flowers may be almost any typé you like. For the 
photograph, gypsophila, sprayed in pastel tones, avail- 
able through most display houses, was used. This is 
dainty and colorful and has the advantage of being good 
“background ’—that is, it doesn’t distract attention from 
the merchandise as more dramatic posies are apt to do. 

Displays of costume jewelry may quite rightfully con- 
tain more merchandise than similar displays of precious 
jewelry, since it is desirable to get across the idea that 
a considerable variety of styles and colors are available 
for selection. But indiscriminate crowding is not neces- 
sary and defeats its own purpose. Too many items from 
which to make a choice frequently confuse the eye to 
the point where no one piece seems desirable! 

The fashion angle should be stressed in every possible 
way: by showing fashion photographs and sketches, by 
using lengths of dress fabrics and tying up the mer- 
chandise with fashion copy from the current magazines. 
Make specific suggestions as to the correct pieces to be 
worn with various types and colors of costumes. If you 
can succeed in making your costume jewelry department 
a sort of fashion center rather than just a selling counter, 
you will achieve the distinction you need against the 
competition of department stores and dress shops for 
what can be a very lucrative business! 

Costume jewelry can also frequently be suggested for 
gifts—few women ever feel that they can have too many 
pieces! For displays of bridge prizes, shower gifts and 
remembrances for the “smaller” holidays, costume 
jewelry is an excellent suggestion. The “important’’ 
gifts, of course. are always your more precious items. 
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Never forget this... 













HERE are 6,153,370 girls in this country between 
the ages of 15 and 19. 


More than 79% plan to buy their silver before they 
are married (according to a recent magazine sur- 





vey). 
Quite a market, don’t you think? 1847 Rogers Bros. 
is going after this market in three important ways... 


First, with the Ozzie and Harriet radio show...a 
bright, lively program that appeals to teen-agers. 





Second, with the country’s biggest four-color sil- 
ver campaign in Life and Ladies’ Home Journal... 
magazines that reach one out of three girls between 
the ages of 15 and 19. 

And third, with “America’s First Silverplate,” a 
full-color movie that tells girls in schools through- 
out the country why 1847 Rogers Bros. is America’s 








Finest Silverplate. 
We're laying the groundwork for you by creating 
an unprecedented demand for 1847 Rogers Bros. 


The best way for you to help yourself to more 
business is to do this: 


Identify your store as headquarters in your 
town for 1847 Rogers Bros.— America’s best- 
loved, largest-selling, and most widely adver- 
tised silverplate. 


Make sure that girls think of your store as the place 

to select the three great 1847 Rogers Bros. patterns— 

Eternally Yours, First Love, and Adoration. 
Remember that this great teen-age market is 


vours for bigger profits now and in the future. 


The International Silver Company, Meriden, Conn. 






1847 ROGERS BROS. CUyeiai Gini chioyle 
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HAROLD KNUTSON, Chairman of the House 
Ways and Means Committee, will speak on govern- 
ment taxation and spending at Tuesday session. 


NACJ Program 
Is Shaping Up 


EWELERS who will attend the National Associa- 

tion of Credit Jewelers’ Annual Convention and 
National Jewelry Fair at the Stevens and Congress 
hotels, in Chicago, July 28, 29, 30 and 31, will have 
the privilege of hearing three nationally known speakers. 
While the entire program for the convention has not yet 
been fully arranged, it has been announced that the key 
speaker at the first day’s session will be Eric Johnston, 
former president of the United States Chamber of Com- 
merce and one of the world’s outstanding public rela- 
tions experts. He is the present head of the Motion 
Picture Association of America, Inc. 

The speaker on Tuesday, July 29, will be the Hon. 
Harold Knutson. As chairman of the House Ways and 
Means Committee, Representative Knutson is the out- 
standing man of the nation when it comes to providing 
the necessary finances for the operation of the govern- 
ment. In addition, he is chairman of the Joint Com- 
mittee on Internal Revenue Taxation, a member of the 
Republican House Steering Committee and a member 
of the Committee on Committees which controls the vari- 
ous committees of the House of Representatives. Never 
before has the jewelry industry been privileged to hear 
at one of its association meetings a man of greater promi- 
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Nationally-known speakers will 
headline sessions at the annual 
eonvention of NACJ in Chieago. 
Jewelry and fashion show will 


present new fall style trends. 








ERIC JOHNSTON, outstanding 
public relations expert, will be 
featured speaker on Monday. 


nence in governmental affairs than the Minnesota Con- 
gressman who will speak on the subject of “Taxing and 
Spending.” 

Representative Knutson is the author of H. R. 1, the 
income tax reduction bill which was passed by the House 
late in March by a vote of 273-137. He has been spear- 
heading the fight to put into effect income tax reduction 
on a broad scale and to cut government spending. 

In addition to having three outstanding speakers, all 
nationally and internationally known, the convention 
will emphasize educational features. Dr. Frederick H. 
Pough, curator of Geology and Mineralogy of the Amer- 
ican Museum of Natural History, will conduct classes 
daily on the scientific classification of precious and semi- 
precious stones. The students will be from NACJ mem- 
bers’ stores in Chicago and members of the NACJ will 
be permitted to attend the classes as spectators. 

There will be privately conducted clinics on merchan- 


dising, store modernization, window display and various 
(Please turn to page 247) 
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SILVERWARE . 





Typical of the open-case displays 
at Helzberg's is this one of sil- 
ver hollowware, one of three such 


wre Seder fy whe fom 7 ; | \ p | \\ 
Give Close-Ups” 
to Gilt Shoppers 





Modified form of self-service at Helzberg’s, Kansas City. 
Mo.. promotes customer urge to browse, thereby creating 


more store traffie and more sales through impulse buying. 




















MOMETHING otf a novel experiment in “opening 
te up wall case display” has been carried out at 
Helzberg's, jewelry store at 3132 Troost Avenue, Kan- 
sas City, Missouri, as a means of adapting the super- 
market type of self-service selling to jewelry store 
promotion. 

“Of course, complete self-service is out of the ques- 
tion,” says I. E. Fried, the store manager, “both be- 
cause of the possibilities of pilfering, and the fact that 
every customer wants a lot of information and personal 
service before he will make up his mind to almost any 
item of jewelry store merchandise. However, we have 
found that a modified form of self-service is entirely 
practical, and will go a long way toward increasing 
sales and building up the customer's appreciation of 
the store. Our experience has been that most customers 
feel that the jewelry store is a bit too closed-off and 
merchandise too inaccessible for them to want to come 
in and shop unless they definitely have made up their 
minds to a purchase. Self-service display methods, on 


potas ths teat 





Gift items, crystal stemware, 
and dinnerware are displayed 
in similar open cases on the 
opposite side of store. Smaller, 
more valuable items are kept 
in glass-enclosed cases. 


by ROBERT LATIMER 


the other hand, increase the urge to browse through a 
store, and thus we can benefit in more traffic, more im- 
pulse sales, and a better understanding of our stocks.” 

Helzberg’s version of this form of selling has con- 
sisted of completely opening up the wall cases which 
line either side of the store, and displaying “out in the 
open” many items which were formerly shown only be- 
hind glass doors. Customers are deliberately encouraged 
to handle the merchandise in these cases, and no sales- 
men is sent to bother them until the shopper asks for 
service. 

Three cases on the left side are typical. These, cover- 
ing 50 feet of wall space, are devoted to sterling hollow- 
ware, clocks and fine open stock or dinner set china, 
with three levels of glass shelving at convenient heights 
for displaying the items where the customer can most 
easily reach them. The cases are done in walnut, are 
two feet deep from front to back, and are lined with 
mirrors in standard jewelry store style. They are 
quickly convertible from one class of goods to another, 
by means of sand-blasted, etched glass signs reading 
“Silverware,” “China,” “Glass,” ete., which drop into 
slots along the canopy over the merchandise. Light 
from a fluorescent lamp outlines the sign and illuminates 
the display cases at the same time. 

On the opposite side of the store are other cases 
similarly open, and containing crystal stemware, gift- 
wares, more sterling and plated silver, small radios, bar 


accessories and other suggestions. However, on the left 
(Please turn to page 228) 
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General illumination in this store is furnished by 
fluorescent lights in trough in center of ceiling. 
Counters are spotlighted by diffused incandescent 
fixtures and wall cases by concealed lights in case. 





Coneluding this series on store modernization, 
JC-K’s store planning consultant diseusses 


lighting. floor coverings. and color treatment. 
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Right: Here is a good example of 
display niche lighting with mer- 
chandise framed in light against 
the dark display stands. Square 
apaque glass fixtures diffuse the 
incandescent light over counters. 


Below: Effective lighting in the 
store front is a “must.” Incan- 
descent lights utilizing standard 
type reflectors will do best job. 


HE next phase in the planning of your store is the 
electrical wiring and lighting arrangements. Proper 
wiring and proper lighting is as important a part of 
the successfully planned store as the store front or sales 
area. Without the right type of lighting, the most elab- 
‘ orately planned store loses its entire effect. Improper or 
insufficient wiring will result in overloading of circuit 
lines, blowing of fuses, interference and delay in the 
normal operation of all departments of the jewelry store. 
Too much emphasis, therefore, cannot be given to proper 
and minute planning for electric wiring and lighting. 
Definite standards of required lighting have been 
established by such organizations as the General Elec- 
tric Co., American Optical Co., and many other out- 


standing concerns and associations, interested in good 
(Please turn to page 229) 








Here, fluorescent lights con- 
cealed above wall cases give 
bright interior by reflecting 
from the light-colored walls. 
Overhead incandescent diffused 
spots illuminate the counters. 












by MURRAY M. PEARLSTEIN 
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March birthstone display used 
by Richter's presented Aquo- 
marine against a pastel blue 
and green background, water- 
lilies tying in with the theme. 


Above—Diamonds were featured in window which 
showed ribboned bundle of stamped, addressed 
letters, one visible in a frame. Right — Win- 
dow display for Red Cross drive was made of 
materials supplied by the local ARC Chapter. 
In center, a letter from an appreciative Gl 
to his folks, praised the Red Cross’s work. 


Kdit Your Windows 


Your windows are like a 


newspaper, open to the gaze 


of the publie; therefore, 
they should be slanted for 


greatest newsworthiness. 


UST as the newspaper editor makes up his pages 

to feature those stories which “pack a punch’— 

so, too, must the jeweler prepare his window displays 

with an eye toward securing the maximum attention of 

the passerby. This fact is well known to Charles Richter 
of the Richter Jewelry Co., Cincinnati, O. 

At Richter’s, windows are created with a definite 

theme in mind, and extraneous details are kept at a 

minimum. In this way, it is felt, the window-shopper's 
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Costume jewelry win- 
dow showed a delicate 
white plaster hand 
poised against a blue 
satin background suc- 
gesting costume jewel-y. 


s| Kor Headliners 


attention is directed without distraction toward the sub- 
ject matter of the display. From increased sales and 
many compliments, the firm has concluded that the single 










theme is a splendid display technique. A diamond window, featuring a girl skater, 

: Treatments, at Richter’s, have been varied. Windows used silky white material to produce water- 
have been devoted entirely to watches, or to diamond fall effect, cascading on sparkling loke. 

- rings, birthstones, or costume jewelry. Also, window 

E: space has been devoted to Red Cross appeals and similar 

. public-spirited displays. 

0 

er 

fe 
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"March of Time" window featured 
reproduction of billboard, many 
"name" watches mounted on pipe- 
cleaners "marching" on the steps. 
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Diamond Gutting 


OR its fourth “picture trip” through a plant making 
merchandise sold by the retail jeweler, JC-K pre- 
sents a visit to Baumgold Bros.’ New York diamond 
cutting establishment and its subsidiary, the Guild of 


|. Diamond "designing" (marking with India ink) takes place before stone is 
cleaved, sawed, cut or polished. 2. Cleaving, a relatively rare operation 
used only with large stones, goes with the crain of the diamond. 3. Sawing 
is accomplished with "blade" bearing mixture of olive oil and diamond dust. 


4. With a battery of sawing machines such as these, 
it is necessary to have only two skilled craftsmen 
in charge of as many as 200 saws. 5. One diamond 
helps shape another and dust and leavings in the 
bin will be reclaimed later and ground into powder. 
























Is An Exacting Graft 


American Diamond Cutters. Here, a series of skilled 
operations turn the rough diamonds into faceted, highly- 
polished gems. Pictures and captions on these pages 
run counter-clockwise. 


8. "'Brilliandeering" is one of the final phases of the polishing opera- 
5 tion, when facets are applied. 9. Weighing cut diamonds is an important 
operation since the stones must be sorted by weight as well as quality. 
10. Ready for market, these diamonds are worth half a million dollars. 


— 


6. “Cutting is the technical term, but “rounding”, 
“girdling” and "bruiting are synonyms. These oper- 
ators prove the old saying “it takes a diamond to 
cut a diamond." 7. These are ‘dops' or spindle heads 
which hold the diamonds while polishing goes on. A 
diamond may be seen in the top of each of these dops. 
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Whieh Gets the Best Results 


-=Salary or Commission? 


ETAIL jewelers are tending, generally, to shy 

away from paying their employees on a commis- 

sion basis, and prefer to pay either straight salary or 

salary plus some sort of bonus which acts as an incen- 

tive. These facts were disclosed as the result of a sur- 

vey conducted by THe JEWELERS CiRCULAR-KEYSTONE, 
among 2,000 retail jewelers from coast-to-coast. 

The general results of this survey, as published last 
month (JC-K for May, page 212), were as follows: 

Although the majority of jewelers appear to be paying 
their sales employees a straight salary, they seem to 
be using that method simply because they have never 
tried any other. Those who have used more than one 
method of compensation in the past, currently prefer 
an incentive plan such as a salary plus bonus; 

The majority of those changing their method of pay- 
ing sales personnel did so either to provide an incen- 
tive to sell, or because quarrels over commissions had 
a deleterious effect on employee morale; 

Jewelers paying a commission (or bonus above 
salaries) tend to guarantee a minimum. Commissions 
average from 1 to 5 per cent, tend to remain uniform 
on the same class of goods and from department to de- 
partment; 

Department heads, by and large, are paid a fixed 
salarv: 


by THOMAS V. DUGGAN 


Commission selling is regarded, by only a slight ma- 
jority, to result in neglect of stock, and 

Only a minority of jewelers reported that commis- 
sion selling resulted in squabbles and friction among 
salespeople. 


The first installment in this series of three articles 
was devoted, last month, to the foregoing general re- 
sults of the survey, gleaned from a study of the objec- 
tive or “yes or no’ questions in the survey blank. 


This article will be concerned with the results of 
some of the subjective questions asked in the survey, 
together with certain additional remarks which some 
jewelers felt called upon to make in support of their 
stand. 


The concluding article, which will appear next month, 
wil} deal with a number of complete employee com- 
pensation plans which have been developed by individual 
retail jewelry firms. 


WHY JEWELERS CHANGED METHODS 


As was indicated last month, more than a quarter 
(27.1 per cent) of the jewelers responding to the JC-K 
questionnaire stated that thev had previously used a 


REASONS WHY JEWELERS DECIDED TO CHANGE THEIR METHOD OF PAYING EMPLOYEES 


eon 


27% ' 23% 
Wanted to Create Changed to 
Incentive Avoid Friction 
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p< eal 
10% 8.8% 


Wanted to Increase Wanted to Improve 
Store Volume Employee Attitude 
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different method of paying their salespeople but had, 
for one reason or another, changed. 

The fact that they changed methods is, of course, im- 
portant from a statistical standpoint. But the reason 
for the change is even more important. Here are the 
reasons given: 

Twenty-seven per cent stated that they wished to 
create an incentive for their employees (these, of course, 
changed from straight salary to salary and bonus) ; 

Twenty-three per cent maintained that their old sys- 
tem had caused friction and squabbles over proper 
division of the commission when one salesperson showed 
the goods and another clerk sold it on the customer's 
return visit. (These, by and large, changed from com- 
mission or salary and commission, to straight salary or 
salary and bonus) ; 

Ten per cent stated that they wanted to increase 
their store’s sales volume; 

8.8 per cent wished to improve the attitude of em- 
ployees toward their work; 

4.8 per cent would rather pay bonuses than raise 
salaries; 

2.4 per cent wanted employees to participate in the 
firm, and 

‘2.4 per cent wanted to imbue employees with greater 
interest in the store’s welfare. 


The philosophy behind many of the changes is not 
too apparent from this bare statistical tabulation, how- 
ever, and since many jewelers saw fit to explain their 
attitude towards a specific method of compensation, it 
would be well to present extracts of their remarks here. 


STRAIGHT SALARY FAVORED BY ONE 


A Florida jeweler, championing payment of a straight 
salary with no bonus or commission, had this to say: 
“We find a straight salary with increases as the party 
makes himself more necessary, the best plan. We always 
start a new clerk with a low salary and increase it 
until it is as high as we pay if the party shows interest 
and makes progress. If, after six months in our em- 
ploy, he does not show an interest—we do not keep 
him. We have six clerks who have been with us from 
four to ten years. They work together in harmony and 
assist each other when necessary. We have found a 
straight salary the only way to keep peace in our 
‘family.’ ” 

A Buffalo, N. Y., jeweler, who had formerly paid 
salary and commission, now paying straight salary and 
undecided as to its effectiveness, came out in favor of 
straight commission, saying: “The writer had worked 
that way [commission] in a clothing store at 4 cents 
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Second in a series of articles presenting the results of 
JC-K’s survey among retail jewelers to determine the most 


suceessful and efficient method of compensating salespeople. 


on each dollar ... more than 40 years ago. They [the 
clothing store] are still on this basis with an increase 
to 5 cents on the dollar. The store now employs over 
100 salespeople and does over three million dollars worth 
of business a year. I think that all salespeople should 
be on a straight commission basis at about 5 cents on 
each dollar and no salary, and have certain rules to 
live up to.” 

Somewhat more liberal viewpoints were expressed 
by the majority of those who appended more detailed 
analyses of their plans, and most of these programs in- 
cluded bonuses as incentives. 


MORE PAY, MORE INTEREST 


A jeweler in Tennessee for instance, stated that he 
gave his employees more money if the business justified 
it, since “they take more interest in their duties and 
are always on the alert to produce more sales. This 
plan has been in force for seven years,’ he added. 


A jeweler in California stated that his system was 
designed to “share with the help the result of all effort.” 
Continuing, he said “I divide a certain percentage of the 
net as of the close of business November 30th. I vary 
the percentage depending on conditions—I started out 
feeling my way at 21% per cent, 5 per cent is normal and 
I have divided as much as 10 per cent. In other words, 
the help share in two ways: in the profits and in the 
growth of the business.” 


A small jewelry store in St. Louis, Mo., admitted 
that “‘straight commission or set bonus plans result in 
jealousy among employees,’ and therefore no sum is 
set in advance but a bonus is paid at year’s end in 
accordance with the employee’s services rendered and 
the profits realized. “Personal consideration of those 
working for us has solved more problems than a set 
bonus,” the owner stated. “I do not state the percent- 
age but have found each one pleased with what they 
received. The person who keeps stock well and willingly 
received more than the others, but the extra amount is 
given at a later date. and it is stated what it is for.” 
In this store, the owner received 46 per cent of the 
profits, the assistant manager received 25 per cent, the 
repair shop manager received 25 per cent, and the re- 
maining 4 per cent was distributed in the form of a 
bonus to the other employees. 


A Philadelphia, Pa., jeweler, who had switched to 
salary and bonus from salary and commission, gave as 
his reason: “To avoid interest in individual results as 
against store results. Since 1940 we fix our salesper- 
son's salary according to ability, length of service and 
(Please turn to page 283) 
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@ Just as it’s common sense to sell blades with 
razors ... it’s a sensible and simple matter to 
include a 50¢ RONSON SERVICER in every 
RONSON lighter sale you make. You gain four 
ways. 1. You add an extra profit to your lighter 
sale. 2. You establish effortless repeat business. 
3. You create additional store traffic. 4. You help 
build that essential to business growth . . . cus- 
tomer satisfaction. Yes, in the RONSON lighters 
(and other flint lighters) of your customers, these 
Ronson products will definitely give finer, more 


PRESS, IT'S LIT! RELEASE, IT’S OUT!” 


Featuring the famous, patented 
Ronson safety-action. 


ONSON 


WORLD'S GREATEST LIGHTER 
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...3 Extra-length RONSON REDSKIN ‘F 
RONSON WICK... Wick Inserter... Cleaning Brush 
and Instruction Book .. . 50¢ (Retail).. 
(items also packaged separately) 








LINTS’... 







See 


How you can add 
Ronson lighter sale 


to each 
you make... 


economical service, for they are the result of 
more than 25 years of engineering research. 








Remember, the sale of these products has been 
running into millions of dollars annually. Now, 
with production increasing, we urge you to get 
your growing share of this business. Stock sufh- 
cient RONSON SERVICERS and let your 
customers know that RONSON REDSKIN 
LIGHTER NECESSITIES are obtainable at 


your store. 





FUN ON THE AIR 
Tune in on Ronson’s “20 Questions”, 
Sat. nights (Sun. nights, Pacific Coast), 
Mutual Network. For time and station, 
see your local newspaper. 


RONSON ART METAL WORKS, INC., NEWARK 2, N. J. 


*Trade Mark Reg. 
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creen Stars Wor 





Leah Rhodes wears self-designed jewelry. 
Her two gold bracelets, one containing a 





















watch, match her earrings and cuff links. Fashion-consecious Hollywood is a continual 
Wedding ring is band of gold hearts with 
center one set with diamonds and rubies. souree of style information and its influenee 


on its vast audienee should not be overlooked. 


EAH RHODES, Warner Bros.’ talented young 

designer who soared to fame with her wardrobe 
for “Saratoga Trunk,” calls herself a walking advertise- 
ment for jewelry. So keen is she for precious metals 
and gems that she not only designs many costumes 
around them, but also they play a conspicuous, dra- 
matic role in her own wardrobe. 

Described by fashion columnists as the outstanding 
young designer in filmland as well as one of the best 
dressed, Miss Rhodes is an advocate of fashions that 
stress simplicity and individuality. When interviewed 
exclusively by the Jeweters’ Circutar-KeystTone, Miss 
Rhodes wore a tailored suit of severely plain lines, high- 
(Please turn to page 234) 



























Janis Paige, Warner Bros.’ star, 
wears heavy gold link bracelet 
and large aquamarine gold ring. 











Miss Rhodes chose pearls — two 
bracelets and earrings for this 
off-shoulder dress worn by War- 
ner Bros.’ star Eleanor Parker. 







Lauren Bacall wears gold bauble necklace 
to complement casual jersey dress with a 
deep round neckline. Gold bracelet with 
whistle is from husband, Humphrey Bogart. 


or You! 


by JUANITA SAYER 


With simple black crepe afternoon dress 
Eleanor Parker wears huge gold earrings 
and matching ring. Miss Rhodes prefers 
heavy brilliance of modern gold jewelry 
designs for wear with smart black gowns. 


Elegance is the keynote of Miss Rhodes’ 
jewelry selection for this one-shoulder 
evening dress worn by Eleanor Parker. 
Bowknot design of diamonds and rubies 
is carried out in her clip and earrings. 











by EVERETT M. SMITH 


Miss Elizabeth 
Brown, eastern 
representative of 
the AGS, exam- 
ines the new 
"Diamond Eval- 
uator” in the 
presence of its 
well-known Bos- 
ton designer, 
John S. Kennard. 


% INCLUSIONS 


Diamond ‘Evaluator 


Protects Customers 


Device developed by John S. Kennard. Boston jeweler, permits 


comparison of gems with stones of an established value. 


OSTON, which claims to have more certified gem- 

ologists among its jewelry trade than any other 
American city, recently chalked up another “first” in 
the realm of diamonds—a new gadget with which a 
layman may judge the value of a “sparkler” he is about 
to purchase with a reasonable degree of accuracy. 

The device, known as a “Diamond Evaluator,’ was 
designed by John S. Kennard, Boston jeweler, and 
former President of the Boston Jewelers Club and the 
American Gem Society. The working model was taken 
to Chicago in April for the annual conclave of the 
country’s leading gemologists. 

It was back in 1903 that Boston first made history 
in the diamond world. An American diamond cutter 
named Henry D. Morse, after much mathematical study, 
managed successfully to create what later became iden- 
tified as the American Cut Diamond—standard through- 
out the world—a cut which produces the most brilliance 
in this gem. 

The new “Evaluator” had its premier showing in 
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Boston at the Algonquin Club, about two weeks in ad- 
vance of its first public showing at the Chicago meeting 
of the American Gem Society. One of the prime pur- 
poses of the device, said Mr. Kennard, is to protect the 
American consumer against an influx of substandard 
diamonds. 

Fifteen mounted ‘master’ diamonds—each of a half 
carat in weight—are displayed on the Evaluator. Al- 
though all of the same size, these gems vary in price 
from a “top” of $600 to a “low” of $60—the wide dif- 
ference in values being based on their standards in three 
categories: color, inclusions, or flaws, and the style of 
cutting. 

By means of the device, a customer may check on a 
gem before he buys it by matching it with these “‘master” 
diamonds. Checking first on the color, he can quickly 
determine whether it is in the “top quality” bracket, 


being as “limpid as water,” or if it ranges downward 
(Please turn to page 236) 
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De Beers Consolidated Mines, itd. and Associated Companies 
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Accent on Beauty 


The ageless beauty and tradition of the diamond as the leading 
gem of fashion are reflected in the unusual four-color diamond 
advertising now appearing in IT ogue and Harper's Bazaar. With 
2,418,618 messages through the year, these dramatic pages 
point to the fashion significance of the diamond, while current 
advertisements in general magazines spotlight the diamond in 
its role as the symbol of love and marriage. Together, these 
two great national advertising series are working to increase 
interest in the diamonds vou sell. De Beers Consolidated Mines, 


Ltd., and Associated Companies. 


























Specialized 
Departments 
Get Customer 


Acceptance 


iB the words of the architects, ‘coolness and formal- 
ity” keynote the new Silton’s Jewelry Store located 
on a busy corner in the heart of downtown Los Angeles. 
These two characteristics, achieved by design, color, 
and arrangement, are of top importance in a retail jew- 
elry firm, say store consultants Burke and Koker, who 
designed the new establishment. 

Formerly located in the center of the next block, Sil- 
ton’s chose a heavily trafficked corner site for their new 
store. This space had been occupied previously by a 
restaurant, and to transform it into a dignified but 
glamorous jewelry salon required a great amount of 
imagination and skillful design engineering. The ad- 
jacent store, formerly occupied by a retail drug firm, 
was also acquired by Silton’s and converted into an ap- 
pliance store. 

Thus the new establishment consists of two separate 
stores: the main salon, which is of formal design, fea- 
tures diamonds, watches, costume jewelry, and silver- 
ware; the appliance store, which is devoted to appli- 
ances, radios, and records, is of a less formal nature. 
Because of the two different merchandising problems in- 
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Facade of jewelry 
section is in green | 
marble; that of ap.” 
pliance store is jn | 
black carrara glass, | 


Rich brown of mahogany aisle cases and wall panels 
contrasts with pale blue of walls and ceilings in 
diamond department. The gold framed wall cases are 
mirrored and each section designated with name signs. 


rations, 


Watch department occupies center section of 
main salon. Wide aisles, 18-foot-high ceil- 
ing give air of spaciousness and of coolness. 
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Fine White Marquise 


Unique Deep-Pink 
Diamond Ring . Diamond 14.95 Cts 
$25,000 net 


at } 
$76.000r¢et 














View of radio department from entrance 
of appliance store. Console model ra- 
dios flank both sides of the wide aisle 
with table models shown in wall cases. 





SAWYER 


volved, these two units have marked differences in de- 
sign. But beauty and simplicity of fixtures and settings 
and the use of high ceilings, broad aisles, and cool 
colors are the underlying themes that coordinate the 
two sections into a unified store. 

There are two entrances to the main salon, one on 
the Broadway side, the other on Eighth Street. Although 
the store does not have a visual or open front, broad, all- 
glass doorways permit a smooth flow of traffic and pro- 
vide a sweeping panorama of the score of sections in 
the jewelry department. The appliance store has an 
entrance and display windows of its own on Broadway. 
Here there is a huge doorway that leads the shopper 
easily into the main salon. Traffic flow is facilitated 
by wide aisles throughout both departments. 





190 


Dual store setup marks new 









Silton establishment in Los 
Angeles. Formal main salon 
features jewelry; appliances 


earried in separate room. 


Record department in appliance sec- 
tion with repair department in rear. 
All types of records and albums to 
meet wide range of tastes make this 
one of most complete stores in city. 







Pleasing formality is achieved in Silton’s main salon 
by use of color, height, and lighting. ‘The predominant 
color is cool blue, which is used on ceilings, walls, and 
in the deep blue velvet display pads. This is contrasted 
by the rich brown mahogany of the aisle cases, which 
is repeated in eight-foot high paneling on the walls, 
and which relieves their severity and height. Floors 
are carpeted in gray asphalt tile with smart contrasts 
of orange. The ceiling is 18-feet high, and into it are 
set incandescent spotlights, which give a lovely sparkle 
to gems in the glass-topped aisle cases. Fluorescent 
lighting illuminates wall cases and is set into troughs 
above the wall paneling to light up the gold name signs 
that designate each department. Above these signs are 

(Please turn to page 2387) 
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it’s the touch of 


genius that counts... 


all had the touch of 


And it’s the touch of genius 
that makes the Circle of Light Diamond a masterpiece. 
No other diamond shines so brilliantly. . . has greater 
size appearance... or greater sales appeal. 


“Circle of Light’’ diamonds are available in sizes from 5 points up. 
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Ferfect éeauly ts seo forn, ls made... himervtca 


of Diamond 


THE GUILD OF AMERICAN DIAMOND CUTTERS 


an affiliate of 


BAUMGOLD BROS., INC. 


62 WEST 47th STREET, NEW YORK CITY, N.Y. 
Melee Plant: 305 East 45th Street, N. Y. C. Los Angeles Office: 220 West 5th Street 


Diamond Tool Research Co. 304 East 45th Street, N. Y. C. “Trade Mark U. S. Pet: App. fer 





The Buyer Must Beware! 


EVERAL articles have been published in recent 

months in various popular magazines explaining 
to the general public some of the problems and pitfalls 
that they may encounter in selling their jewels. 

But what about the jeweler to whom Mrs. Doakes 
offers her jewelry for sale? He has a problem, too, in 
connection with this second hand merchandise. Is he 
to refuse to have anything to do with it (as many stores 
now do, according to these “surveys’), and thereby 
lose the potential—and often substantial—profit from 
handling this type of goods? Or shall he try to learn 
something of the ins and outs of this specialized branch 


VEP/ ME DEAR 
OLD MUDDER 


by WALTER HERZ 


I ask him to show the setting as proof of his statement, 
If he has aquamarines or topazes, brought in from 
Brazil, I ask him for the custom house invoice. 

If a man is offering lady's jewelry some explaining 
will have to be done, and as a rule the explanation will] 
reveal some pertinent facts. Once a middle aged man— 
a negro—offered me a fine cultured pearl necklace with 
a modern diamond clasp and claimed that he had in- 
herited it from his grandmother. I did not believe his 
story because I knew something that he did not know— 
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of the trade so as to take advantage of the possibilities 
which it offers? 

It is for the benefit of the latter that I have written 
this article for THe Jewevers’ CircuLar-KrysTone 
setting forth the “do’s” and “‘don’ts” that I have learned 
from many years of experience as an appraiser and 
buyer of old jewelry. 

First of all, I must beware of becoming the victim 
of dishonest persons or of my own poor judgment or of 
just becoming a plain sucker wasting my time on free 
appraisals. 

Dealing mostly with total strangers, the first con- 
sideration is the question whether or not the seller has 
proper title to the jewelry. Has he the legal right to 
sell the goods, or was it stolen, embezzled or otherwise 
illegally acquired? Whenever someone offers a loose 
stone—diamond or otherwise—it will take some explain- 
ing. If he claims that he had it taken out of the setting 
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that at the time of his grandmother neither cultured 
pearls nor that type of diamond clasp existed. 

At another time a boy and girl—both in their late 
teens or early twenties—submitted a valuable diamond 
brooch for sale. We know that youngsters do not norm- 
ally own gems of that kind, and so I asked them if they 
had inherited the pin. ““No, we found it,” was the an- 
swer. Because of the frankness of this statement I 
assumed that they had probably found it years ago and 
in the meantime had done everything in their power to 
find the rightful owner and only after failing to find 
him had been declared legal owners. However, to be 
safe, I asked them how they acquired title—and was 
answered that they had found the pin two weeks ago, 
had watched their local newspaper for these two weeks 
during which period nobody had advertised the pin as 
lost and that they had then considered their efforts to 
locate the rightful owner as sufficient. Well, I did not 
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. Like a Diamond in the sky. 


From the tiniest satellite to the most magnificent luminary... the 


diamonds your customers buy will be found at WINSTON. 


When in the market for stones of any size or any price, or for 
exquisite mounted jewelry, you are cordially invited to discuss 


your problems with the HARRY WINSTON Organization. 


HARRY WINSTON. 


RARE JEWELS OF THE WORTLD 


SEVEN EAST FIFTY-FIRST STREET*-NEW YORK 
220 WEST FIFTH STREET- LOS ANGELES 


CWNERS AND CUTTERS OF THE 
JONKER VARCAS anol BERATOR DIAMONDS 
THE WINSTON COLLECTIONS MAY.BE SHOWN 


ws veurO CrTY 














There are many pitfalls which face the jeweler who buys old 





_ gold and jewelry from the public. Here are outlined some of the 


more common situations which may get a jeweler into trouble. 


buy the pin from them, but it is possible that these 
youngsters — wise by their experience in my office — 
twisted their story somewhat at the next place and 
found a less alert and less conscientious buyer who took 
the pin off their hands. 

Incidentally, this story also suggests another im- 
portant precaution, because the would-be sellers were 
apparently under 21 years. Therefore, since they were 
not of age, I should not have entered a deal with them 
anyhow without consent of their parents or conclusive 
proof of their age. 

Naturally, a seller who is a stranger must identify 
himself. But identification alone, is not enough. Good 
judgment of human nature is also necessary, for an 
identification paper may be forged or stolen and I have 
few ways to check on that. Furthermore the identifica- 
tion may be correct and yet there may be a catch some- 
where. I recall an instance several years ago where I 
bought a ring from a young man who said he had to 
sell it because he was sick and out of work. He ex- 
plained the fact that someone else’s name was engraved 
in the ring by saying that it had belonged to a friend 
who had needed money and sold it to him. I believed 
the story. But actually the ring had been stolen. When 
the seller was arrested a few days later, the name and 
address he had given me proved to be correct, but the 
seller was still a crook. 


SOME CITIES REQUIRE LICENSE 


Many cities, like Los Angeles where I am located, 
have an ordinance requiring everybody engaged in buy- 
ing second hand goods to secure a police license and 
report and describe all purchases and hold them for 
three weeks. The legitimate dealer will find that this 
works to his advantage, for it protects him against any 
accusations of bad faith should he accidentally buy 
illegally offered property. 

But he must be careful to comply with the law. I re- 
call one instance where a perfectly honest manufacturer 
who was not in the business of buying second hand 
goods, and didn’t have a license, unthinkingly bought 
some $50.00 worth of diamonds which later turned out 
to be part of some burglars’ loot. He was not only 
thrown into jail and held under prohibitively high bail, 
but also his property was seized. He was never able 
to convince the district attorney that he was not a fence 
and in collusion with the underworld. I venture to say 
that he will never buy of a stranger again and my advice 
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to everybody is to be extremely careful with buying of 
unknown sources. If you do not have a license, but 
have an opportunity for a purchase that you don’t want 
to pass up, let someone do it who has one. It is cheaper 
to pay a commission than to prove your innocence later. 


BE WARY OF IMPORTS 


Another thing that must be guarded against is the 
purchase of jewelry which has been brought into this 
country free of duty as personal property. Under the 
law, immigrants and other travelers may bring in certain 
personal property, including jewelry, without paying 
duty, but it must not be sold or offered for sale within 
three years after such entry. It has been my experience 
that very few people know of this law. If the U. S. 
Customs would give this information to those who cross 
the borders with personal property, it would prevent 
many people from breaking the law. It is not only the 
refugees who are ignorant of this law. All of Hitler's 
victims who reached this country don’t begin to approach 
the number of servicemen who came back with millions 
of souvenirs that they are ready to sell at a price. In 
order to clarify their status as well as that of citizens 
returning from the Philippines after their liberation | 
inquired at the U. S. Custom House and received the 
following answer: 

“You are advised that the privilege of free entry of 
personal effects and articles brought in by servicemen 
and service women is contingent upon such articles being 
the actual personal effects of the sender or bona fide 
gifts of the sender. 

“‘While each case will be determined on its own merits, 
an offer for sale shortly after the arrival of the articles 
in this country would indicate that the transaction may 
be of a commercial nature in which case the articles 
would be subject to seizure and the person declaring 
the articles as personal effects or as gifts from a service- 
man or service woman would be subject to a penalty. 


OTHER PROVISIONS 

“Articles of jewelry included in the personal effects 
of former residents of the Philippines if sold within 
three years after the arrival of the owner in this country 
would be dutiable if the total value of the articles 
brought in by such persons is in excess of $300.” 

After having reassured myself that the client has 4 
right to sell his jewel, the next question is “what is it 

(Please turn to page 240) 
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the Black Hills of 
_— - Rapid City 


South Dakota 


Gold earrings turned out by Black Hills Jewelry Mfg. Co, 


Tourist Trade Spurs Sale 


Of Loecally-Made Jewelry 


FORMER Minneapolis diamond salesman—lIvan 

L. Landstrom—has parlayed a sick jewelry busi- 

ness grossing a bare $15,000 in 1940, into a nationally- 

known concern expected to do more than a_ million 
dollars worth of business this year. 

Landstrom attributes his financial feat to two factors: 
the blending of his product with the main attractions 
of the territory where he does business, and to the 
innate curiosity of every human being. 

His retail jewelry store—and his factory—is located 


by DAN VALENTINE 


Tourists in Rapid City, S. D., 
can actually see their souvenir 
jewelry being made. The shop 
has a large plate glass window 
in the side, through which all 
manufacturing may be viewed. 


in Rapid City, S. D., in the Black Hills tourist country, 
right on the fringe of the fabulous Badlands. 

There is no secret to his success. “It’s all very 
simple,’ Landstrom says. “All you have to do is find 
out what the public wants—then give it to them. 

“But,” he adds, “That’s not quite enough. ‘After 
you find out what they want, let them see you make it.” 

The Landstrom Black Hills Jewelry Company special- 
izes in the manufacture of Black Hills gold jewelry— 
a specially-processed jewelry which has been native to 





IR NRIs AE EDORRIOOOO DIG * 


THE JEWELERS’ CIRCULAR-KEYSTONE 








DIAMONDS and DIAMOND JEWELRY 





DIAMONDS CUT IN OUR MODERN FACTORY 














Yiamond t, 
Lamond Bracelets 
tamond Carvings 





H.&J. BLITS 


iamond cutters 





64 west 48th street, n. y. 19 





Established in New York City Since 1914 








F ; "RY 
OR JUNE, 1947 197 


the Black Hills for years. It is made from raw gold, 
mixed with copper and silver, and green gold alloy. 
The finished product, which Landstrom makes into ear- 
rings, brooches, rings and necklaces, has a special frosted 
effect, and comes out in finished form ix multi-colored 
hues. The gold and alloys are melted at high tempera- 
ture and given the unique frosted affect on a special 
“wriggling” machine, designed and patented by Land- 
strom. All the manufacturing is done in the rear of 
Landstrom’s retail store where a large plate-glass win- 
dow enables onlookers to see the actual assembling and 
finishing of the jewelry. 

“People are naturally curious,’ Landstrom points out, 
“and they stand at the windows by the hour. I think 
the window competes with the other show places in the 
Black Hills as an attraction.” 

Landstrom’s retail store, which has just been re- 
modeled to blend in with the factory in the rear, dis- 
plays the usual jeweler’s items along with his Black 
Hills gold products. 

Landstrom, who was a salesman on the road in the 
Northwest for 12 years for Kirschner and Renich, 
Minneapolis diamond merchants, came to Rapid City in petitive basis. 

1943. He bought out a jewelry store owned by Ida “I was continually amazed by the repeated calls for 
Levenson, then doing about $15,000 gross annually. Black Hills gold jewelry,’ Landstrom explains. “It 
Later in the year he bought out another Rapid City seemed like every tourist coming through the Black 
jeweler—Walter Wick—and let his wife, Mary, run Hills made it a point to stop and ask where they could 


the new store, calling it the Black Hills Jewelry get some Black Hills gold. We had a small stock of 
(Please turn to page 241) 


Ivan L. Landstrom, owner of the Black 
Hills Jewelry Manufacturing Company, 


For a time, Lindstrom ran both stores on a com- 


Company. 


Capitalizing on the heavy tourist trade, Ivan L. Landstrom built 


a ‘sick’ retail store into a local jewelry manufacturing industry 


whieh is expected to do a million dollars’ worth of business this year. 


Interior of the 
Black Hills jewelry 
store. Note the 
window in the rear 
which gives a view 
of the manufac- 
turing shop in the 
rear. Customers 
may see the shop 
through either an 
exterior plate glass 
window, or through 
window inside shop. 
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| 6.0 warranty that is their'c assurance ¥ Q corkecld blue 
n oe with the tiled highly polished . . . especially cut girdle that 
mal es Magic Circle diamonds more brilliant . . . more beautiful . . . and yet no 
more: expensive than the rest! This guarantee adds extra prestige to your store as 
well. It instills confidence and good faith in your customers . . . and helps to make 
fot more profitable diamond sales. It is up to you...as an alert diamond 
retailer to capitalize on this great selling vehicle. They are “sales clinchers,” for you 
and your sales help . . . and mean the diamonds are guaranteed by you and the 
half century old reputation of the manufacturer. These printed guarantee forms are 
available to all Magic Circle dealers, at no extra cost. This as well as the other Magic 
Circle merchandising features help you to be even more outstanding as the 
EXCLUSIVE Magic Circle representative in your community. 


ind the Magic Circle Diamond is widely promoted, too. If you aren't already familiar with this most beauti- 


Twice monthly, carefully prepared newspaper advertising ful of all diamonds, write today for a memorandum 


mats go to Magic Circle dealers, free of charge, for their = —_ selection. No charge or obligation, convince yourself. 
local promotions, Dealer helps and merchandising aids are -—_—-_—s just what tremendous diamond sales you are missing 
also available. A full 15 minute radio show starring Frank — . _ if you don't already feature Magic Circle diamonds. , 
— transcribed, as well as a ‘announcements, are. 2s hp your city, In addition, Magic Circle diamonds mity 


“be purchased loose or mounted. 





Little Known Gemstones . 


This horizontally banded agate specimen 
is of the type used for carving cameos. 


P to now we have been speaking of the coarsely 

crystallized varieties of quartz, varieties in which 
the single crystals can be measured in inches or feet 
and which have the properties of uniformity of grain, 
of transparency, and continuity of molecular structure 
over a large area. The mineralogist contrasts these with 
varieties of quartz in which the individual crystals are 
microscopic in dimension. Thése he calls “cryptocrystal- 
line’ and they constitute the other great class of quartz 
jewel stones. The jeweler is familiar with the group, 
he gives them many names like agate, carnelian, chryso- 
prase, onyx, sard, and jasper; to mention a number of 
them. They share one common feature, none is trans- 
parent, most are opaque. 

They can be grouped according to their structure and 
origin; only the former (since it determines their ap- 
pearance) being of importance to the jeweler. The two, 
however, are related, for most of those with a fibrous 
banded structure have formed in open cavities, while 
those with an irregular interlocking granular pattern 
are more opaque (containing more impurities, no doubt) 
and formed in space that was already occupied by other 
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Showing the effects of dyeing on agate, this slab 
was cut in portions and each piece exposed to dif- 
ferent dyes. |. Pink and gray with an aniline dye; 
2. Blue-green and white with chromic acid; 3. Olive 
green and white with hydrochloric acid; 4. A bright 
blue and white with blue prussate of potash and sul- 
phate of iron; 5. Carnelian and white with chloride 
of iron and heat; 6. Shades of brown and white with 
honey and sulphuric acid; 7. Natural, tan and white. 
Specimens from American Museum of Natural History. 


minerals as a replacement. The jeweler will readily 
recognize the varieties with a regular crystal arrange- 
ment, they are the agates and the agate varieties. The 
colored opaque masses, more often used as decorative 
stones, are known under the general name of jasper. 
The other varieties like chert and flint, though cherished 
by the aborigines, are of no concern here. 


CRYPTOCRYSTALLINE VARIETIES—AGATE 


The fibrous and microscopically crystallized, dis- 
tinctly banded material, known as agate, is probably 
the most important of these varieties. Agate is unmis- 
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Expensive in Appearance 


Inexpensive in Price 


Our selections of Gemstone* 
Rings present merchandise of 
outstanding quality...to retail 
at prices that make them highly 


attractive consumer values. 


*Rings in 14 karat gold or platinum 


*Retailing from $25 to $5,000 















Interior of ancient water-power agate cutting 
shop with sandstone wheels at Idar, Germany. 
In some shops the workers lay prone to work. 








takable when one sees the banded masses used in ash 
trays, pen bases and in many antique pins; for sections 
cut across the banding readily reveal its identity. Agate 
forms in open cavities in rock, usually in space that was 
once a gas bubble trapped in a flow of solidifying lava. 
Agate boulders form pebbles as these rocks decompose, 
for the once empty space has now become more resistant 
than the surrounding rock. The agate itself is probably 
an initial stage in the disintegration of its matrix, for 
its silica probably was freed from other minerals and 
thence goes into watery solution in the first stage in the 
weathering of the lava flow. 

The, historically, most important cutting center of 
jewelry stones owes its locale to the existence of such 
an agate in lava occurrence. Many years ago the in- 
habitants of the Nahe Valley in the German Rhineland 
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Brazil became the chief source of agate for 
Idar-Oberstein industry. Here, Idar dealer 
stores supply of agate in yard of his home. 


by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 
American Museum of Natural History 


Typical of the old cutting shops at Idar 
is this one with a waterwheel for power. 





encountered agate pebbles in their stream, and a small 
cutting industry developed in the vicinity of Idar to 
shape and polish the attractive pebbles. Soon the de- 
mand led them to dig into the rocks, following leads of 
more numerous fossil bubbles, known as amygdules, in 
successive lava layers. Amethyst crystals sometimes in- 
crusted the unfilled centers and facet cutting was neces- 
sary to bring out the beauty of these stones. After a 
comparatively brief period, the Idar supplies fell so far 
short of the demand that natives of the town traveled 
through the world searching for new sources of agates 
and other jewelry stones. Idar-Oberstein grew to be 
the leading center of the lapidary industry, and may 
regain its rank in time, though badly set back by the war. 

Southern Brazil became the chief source of agate for 
the Idar cutters, some of whom continued to work with 
the primitive water driven wheels of sandstone, sometimes 
with the workers lying nearly prone. However, more 
modern machines had largely superseded the traditional 
water wheels, and tons of agate were annually cut in 


Idar and its neighboring towns. Brazilian agate boulders 
(Please turn to page 243) 
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No. 4 = Create Desire 


PHILOSOPHER stated the case, “Desire is the 
craving for something not possessed.’ 

An advertising man said, “Salesmanship is the ability 
to persuade people to want what they need.” (Some- 
times what they do not need—but that’s another story! 

——and not true today as often as formerly). 

Most of us always need a lot of things but we won't 
buy them until somebody makes us want them. Some- 
body or something has to create desire. ‘ 

Science tells us that the hardest task is to put a still 
body in motion. 

That's the reason why this fourth step in selling is 
most fundamental; it is the bottle-neck through which 
all the previous steps must pass. 

lor example, in My town a man becomes a fair target 
for vegetables tossed by boys if he wears a straw hat 
after September 15. But last fall the weather was nice 
and I came right up to the dead line with my summer’s 
straw still on my head. 

I needed a new hat but I was “too busy” to feel the 
desire until my shoe shine boy said, “That’s the first 
straw hat I’ve seen today—everybody else has changed 
to felt.” 

That sentence gave me the desire in a hurry; I looked 
around and saw the boy’s tip was true and timely; I 
made a prompt purchase. 

Many times I have needed new cuff links, wrist watch 
band, a better fountain pen or alarm clock—dozens of 
things offered for sale in jewelry stores—but that money 
went for something else because an advertisement or a 
good salesman got hold of me and created a desire for 
what he was selling that was stronger than my other 
needs. 

To sell better, therefore, you need to create desire 
by painting better pictures of the pleasures, or profits. 
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by BRIANT SANDO 


Sales Counsellor 
Louisville, Ky. 


or benefits your prospect will get from buying your 


merchandise. 


FIND THE BUYING MOTIVES 


Remember when you bought your first motor car? 
You could hardly wait until you had learned how to 
drive it, you were so anxious to go places and to be seen 
everywhere in it. You wanted to make all the “dreams” 
come true that you’d read in the ads or heard from 
your motoring friends. 

That’s why in the jewelry business it pays to talk 
about desires rather than needs. A man may need a 














Remember when you bought your first motor car?" 


more accurate watch but he decides to string along with 
the old one while he buys a new set of matched golf 
clubs at a sporting goods store. 

A man may need insurance but he has an overpewer- 
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ing desire for a nice, new, shiny automobile. So he buys 
a car! 

A woman may need shoes, but she will buy jewelry 
or silverware or gadgets if you will only meet her half- 
way in catering to her desires. 

Desire comes easiest through the emotions . . . appeals 
to the heart rather than to the head. Statistics seldom 
win sales; you can “soften up” tough customers easier 
by talking of their pleasures and their benefits. 

As early as possible in each sale, try to uncover the 
prospect’s main buying motive. That’s what controls 

















“Too many people take it for granted 
that prospects are standing around..." 


the sale—so the earlier you find it out the better you 
can build your sales story around it. 

Some of the most common buying motives are: make 
money, save time, look better, feel important, love of 
family, desire for comfort or luxury, keeping up with 
the Joneses. 

Sometimes the buying motive is a lack—an unsatisfied 
longing for something. Other times it may be an appeal 
to the emotions of greed, envy, fear. jealousy, etc. 

Then your selling job is to intensify the lack or long- 
ing, or play upon the emotion that the prospect reveals. 


HOW IT WORKS OUT 


For example, the radio salesman points out the ad- 
vantage of getting all stations clearly, the oil burner 
man recounts the benefits of clean and automatic heat, 
the electric refrigerator man stresses convenience plus 
savings in food. 

If handled properly, the prospect’s mind goes along 
with a good sales talk. He mentally agrees: 

“Yes, I want better radio reception.” 

“No, I don’t like to fire the furnace and carry ashes.”’ 

“Of course, I want lots of ice cubes——and fresh vege- 
tables always.” 

And so on. 

The prospect’s mind usually follows this course: 

1. It sensates. It becomes aroused through any one 
of the five senses—sight, hearing, smell, taste, touch. 

2. It imagines—or forms precepts. 

8. It develops ideas (or laws). 

4. It impels action. 

Too many sales people take it for granted that pros- 
pects are standing around, eager to buy and just waiting 
for someone to take their order and money. 

That may be true in the 5-and-10’s, but not in stores 
where most of the merchandise carried is not in the 
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low-priced brackets. And even in the dime stores, sales- 
manship is always augmented by large and attractive 
assortments, well-arranged displays, and rock-bottom 
prices. All these factors are a part of modern selling! 

In every retail jewelry establishment, the better the 
all-around salesmanship, backed up with the other ele- 
ments mentioned, the surer the sales. 


PEOPLE BUY FOR RESULTS 


You will usually do better by assuming that your pros- 
pect does not want to buy anything. Certainly he does 
not want to spend money for anything, not even for the 
splendid merchandise you are so proud to offer. He only 
wants to enjoy certain results. 

Follow this pathway and talk about results or benefits 
in framing your sales story, for the surest route to dollars 
is via desire. 

Before you start to sell anything to anybody, ask 
vourself : : 

“How will this article benefit this particular person? 
How will it help him?” 

Determine this key point, then organize in your mind 
what you are going to say and how you can present it 
most effectively. 

Do this consciously on every sale until it becomes 
habit. After a while your subconscious mind will remind 
vou to create desire in every prospect—and then you are 
hecoming a “regular’’ salesman. 

In selling silverware, for example, you might open 








"Your prospect does not want to spend 
money for anything .. . she wants results.” 


vour sales talk by saying, ‘Lady, I want to sell you all 
vour silverware.” 

You might do it that way—but I hope you won't! 
For what does the prospect care about your wants or 
desires 

A much better approach is: “Mrs. Smith, how would 
vou like to save money on your silverware and at the 


same time have a beautiful new pattern . . . to which 


(Please turn to page 245) 
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Suburban Jeweler 





Should Know Customers 


By Their First Name 





e6 MF you think you know all the angles to selling,” 

says Allan Ward, Shirlington, Virginia, located 
only four miles south of Washington's famous Pentagor 
building, “just open up a jewelry store in a suburb. It’s 
different, I know.” 

After running a jewelry store in crowded Washingtor 
for some time, Ward and his wife decided to set up shor 
out near “God’s Green Acre.’”’ When they found that 
Shirlington, a million dollar shopping center just 15 
minutes from downtown Washington over a _ smooth 
4-lane highway, had only recently been opened and had 
no jewelry store, their decision was easy. They went 
suburban last November 1—and have been learning 
lot about people and selling jewelry ever since. 

As you watch cars zoom by on the fast highway, this 
question comes up immediately. Why do customers stop 
to buy jewelry here rather than go into town? “Maybe 
it’s my wife that stops them,” Ward smiled toward his 
attractive helpmate. “You see she does all the watch 
repairing, and customers like the quick service.” Then 
he turned to a gay-colored parakeet in a cage at the rear 
of his store. “There's the best little salesman we ever 
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by HAROLD F. HETRICK 


Front of the Ward store, show- 
ing the "pennies-in-jar' con- 
test display which provided a 
mailing list of 1,400 names. 


Mrs. Ward, at the repair bench, 
does all of.the firm's watch re--« 


cage at left provides amusement 
for kiddies while mothers shop, 





had,’ he said, “because he amuses the kids while their 
mothers shop—and we sure get kids here.” 

As soon as building restrictions are eased, the sub- 
urban trend, with planned shopping centers, is bound 
to go on at a rapid pace. And naturally each center 
offers an opportunity for a jewelry store. So Ward’s 
experience should be helpful, but, as Ward says, you 
aren t kidding when you say selling jewelry in the sub- 
urbs is different from city selling and different from 
selling in small towns. 

Here are some of the things that Ward found out 
about se!!ing jewelry in a planned shopping center near 
a large metropolis: “First of all, you’ve got to have some 
outstanding service or line of merchandise to stop the 
customers,’ he stated. For his Shirlington Jewelry 
Store he rated his quick, dependable watch repair ser- 
vice handled by his wife as tops in drawing in the cus- 
tomer off the road. A top-notch watch repairer, she 
learned her trade as a child from her father who had a 
jewelry store near Boston. She got her start as a “go- 
getter’ in her early teens when she used to stand in 


THE JEWELERS’ CIRCULAR-KEYSTONE 





pairing. “Fhe parakeet in the:** 








eee 

























Every girl in the line is important 
... but PRECISION makes 

their act! They work together, 
for an effective net result. 


In the same way Cardinal 
Bonded Diamond Rings com- 
bine fine diamonds, with 
attractively styled settings, 
with the Cardinal bond to 
assure quality, with consistent 





national advertising. 


Each of these things is essential 
... but together they make 

a powerful selling tool for 
Cardinal Bonded Diamond Rings. 








the Cardinal Principles of Fine Diamonds... 
Color, Clarity, Proportion and Brilliancy .. . 


are guaranteed when you buy 
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eonded 
diamond 


rings 
Bauman-Massa Jewelry-Company E. Bastheim & Company J. M. Bennett Co., Inc. 


St. Louis, Missouri Los Angeles, California Minneapolis, Minnesota 
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ad store is located in the Shirlington Business Center, four miles south of Washington. 


Allan Ward has discovered that there is a world of 








“ifferenece between selling jewelry in a large city and selling 


in 2 saburban district with the city only a few minutes away. 


front o. ier father’s store and offer to do repair work 
for ha.i what her father charged. 

No ot.ier store in the new shopping center has a 
similar service, and in the days of postwar watch break- 
downs, tuis service has been most important. The watch 
repair service has also resulted in many multiple or 
suggestive sales as customers often stop to look at a new 
watch or piece of jewelry on display. 

Since almost all of the 5,000 families in the shopping 
radius linve cars, the need to stop the customer before he 
gets inte town is obvious. Once that job is done another 
problem arises—parking. Fortunately, Shirlington, un- 
like some suburban shopping centers, has well planned 
parking facilities with a 100-foot wide main street and 
provision for off-street parking behind the stores in 
the area. 

The second consideration in suburban selling arises 
after vou've managed to get the customer in your store 
the first time. You’ve got to learn to know him before 
he comes back again. This big factor of knowing a 
suburbanite is midway between the usual approach of a 
city or small town store. “You must be able to say 
“Hello. Joe’ and mean it,’’ says Ward. In a well-located 
city store customers are bound to stroll in even though 
they never saw the store and, of course, in a small town 
everyone knows everyone else. But neither is the case 
in the suburb. Unless the owner establishes a friendly 
relationship the prospective customer won’t even bother 
to stop. he will go right into town where it is easier to 
“pick and choose.” 

Ward set out to get everything he could on his cus- 
tomers: Who they were, how much they made, their 
incomes. habits, and other details necessary for a proper 
sales analvsis. But he didn’t do it with questionnaires 
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or other tools of the researcher. He simply announced 
a contest. A large candy jar was filled to overflowing 
with pennies. Placed in the store window, a small 
accompanying sign invited the passerby to guess how 
many pennies were in the jar. The idea took! Entrants 
had to fill out a small card with their name, address, etc. 
Their guesses ran from 500 to 27 million. The right 
answer was 6,927 pennies. As prizes he offered a man’s 
and woman’s 17-jeweled wristwatch, an Eversharp pen- 
cil, and a pen and pencil set. 

On taking toll he found that he had a priceless mail- 
ing list of 1,400 names—all of whom had been in his 
store. He began to get an idea of what the 30,000 
people around this 2314-acre shopping center were 
really like. He talked with many and learned a lot. 
Most important, he learned something about why resi- 
dents in the adjacent area buy at the shopping center in 
preference to going into town. 

A true, unvarnished air of friendliness is essential in 
the suburb. Even the atmosphere of the store can help 
give this cozy air of informality. The Shirlington store 
by its very size—15 x 30 feet—appeals to a woman’ 
sense of neatness and compactness. It looks like a band- 
box with its light gray-blue walls, blonde maple cases— 
two on each side and one in the center—and unusual 
lighting which is designed not to reflect in the cases. On 
each side of a center band of hidden fluorescent light 
are ceiling spots dimmed by glass coverings. 

Another important thing—the suburban jewelry store 
is a woman’s world. Since the men do not get back to 
the suburb until after the stores are closed, almost 100 
per cent of the shopping is done by women. This has 


an effect on store policy. Whether you like it or not, 
(Please turn to page 249) 
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The omnibus "advertised brand" insertion used by Daniel's, 
Tuscon, Arizona, capitalized on well-known trade-marks. 








Builds Prestige Locally 


APITALIZING on the tremendous prestige created 

for their merchandise by national advertisers. 

Daniel’s Jewelry Co., Tuscon, Ariz., recently devoted a 

half-page advertisement in two local newspapers to re- 

productions of the brands of over fifty products sold in 
their store. 

Captioned “It’s the Brand That Counts,” the ad fea- 
tured the well-known marks surrounding a photograph 
of a cowboy branding a young steer. Copy beneath this 
photo stated: “Daniel's enviable repuation has been built 
on famous, nationally advertised brands manufactured 
by firms whose integrity and quality of product have 
been proven.” 

There are two excellent reasons why a retail jeweler 
should promote nationally-advertised merchandise in this 
fashion and, doubtless, C. E. Wallace, manager of the 
Daniel's firm, was motivated by both of them. 
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The first reason, of course, is opportunism—local 
iving in with advertising which appears in consumer 
publications. In a way, this opportunism gives the adver- 
tising a double force, adding to fhe national advertising 
the impetus of local support. 

However, the second reason for tying in with well- 
known brands in local advertising is equally important— 


perhaps even even more important. It is a matter of 





self-preservation. Manufacturers who conduct cam- 
paigns in consumer publications and in the trade press 
are large enough to continue in business year after year, 
whereas the smaller, non-advertising, war-born firms 
producing “un-branded” merchandise are likely to fade 
from the picture in a few vears. By sticking with the 
national advertiser the jeweler is assuring himself of 


a supply of merchandise in the vears to come. 
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Preferred by ~ 
Smart Women 
EVELVWHETE. . .,<, ccrronace 


is sought by jewelers everywhere. She sym- 


bolizes America’s smart women. 





who purchase—or prefer as 
; ; CULTURED PEARLS, 
gitts—Cultured Pearls by Imperial. fo 
Strongly supported by consistent 
national advertising and sales 
creating merchandising aids, 


lewelers carrying Imperial Cul- 





tured Pearls are enjoying unprece- a 
dented turnovers of inventory! The natural beauty and skillful matching of these ex- 

quisite Cultured Pearls keep them in constant demand. Profitwise jewelers who want to 
serve America’s smartest women find that it pays to feature Cultured Pearls by Imperial. 


IMPERIAL PEARL SYNDICATE, INC. 
9 No. Wabash Ave., CHICAGO 607 Fifth Ave., NEW YORK 607 So. Hill St., LOS ANGELES 
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He Palls “Em In With Radio 





“Bring °em in by radio, give ’em courtesy and service to build 


continuing business—that’s our system,”’ says Elias Cohen, managing 


partner of Rose Jewelers in New Orleans, “‘and we’re sticking to it.” 


OSE Jewelers is not a big store, and it’s not located 

in a traffic-heavy shopping area, but they’re doing 

a “‘big store business” which has been constantly expand- 
ing since the store’s inauguration in October of 1946. 

“My Dad and my sister and I have all been in the 
jewelry business for quite some time,’ Elias Cohen 
points out, “and we’re pretty sure we know what it takes 
to operate a continuingly successful jewelry store. I 
guess we literally ‘put our heads together’ and worked 
out a merchandising policy that has paid off time after 
time. 

“We realized that there are advantages and disad- 
vantages to a small store like ours,” points out Mr. 
Cohen, “and it is up to us to stress the advantages in 
our favor. The main advantage on our side is personal- 


by DAVID MARKSTEIN 


In this small store 
Elias Cohen (behind 
counter) brings in 
the customers with 
effectively - used 
radio advertising, 
then keeps them 
coming with cour- 
tesy, friendliness. 





ized attention—and we re living and breathing just that. 
Customers in our store are free to browse about as much 
as they like—they’re never high pressured. We display 
a complete line of merchandise and have price tags on 
nearly everything. When a customer decides on a cer- 
tain piece of jewelry we try to give as much personal 
attention to him as he likes. We've found that those 
extra few minutes spent conversing with the customer 
makes a great deal of difference toward the ultimate 
sale, and what’s more important, in getting ‘em to return 
to our store when they are in need of jewelry.” 
“Radio advertisements, when effectively worded, bring 
customers into the store and at a very modest cost,” 
said Mr. Cohen. “When we were ready for credit ac- 
(Please turn to page 256) 
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by R. A. LYNCH 


Overhead incandescent 
lamps used in the new 
Mennemeyer store cast 
a blue light which is 
extremely effective in 
connection with dia- 
monds and other stones. 
Fluorescent lighting 
in wall cabinets high- 
lights silverware and 
jewelry made of gold. 





Dilumination 






































Keynotes 


Atmosphere of Store 


Most impressive feature of the modernization of Mennemeyer’s. 


St. Louis. Mo., is the lighting scheme which permits from 50 


to 60 foot candles of light to shine on all merehandise. 


ENNEMEYER’S, St. Louis, recently “stream- 

lined” their sixth-floor jewelry store in the 
Arcade building, St. Louis, to meet what owner Oliver 
J. Mennemeyer portrays as “a different kind of market 
in the future.” 

“We’re going strictly into the jewelry business,’ Mr. 
Mennemeyer said, “specializing in fine diamonds, fixed 
top lines of watches, and fine costume jewelry from 
$10 up. This has meant elimination of those marginal 
lines for which we did not have sufhcient space. At the 
same time, it will allow us to concentrate on the three 
basic jewelry lines.” 

The new store is certainly one of the most unusual in 
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midwestern jewelry retailing. It consists of an oblong 
room with a rear wall completely paneled in rich dark 
walnut, with blue plaster sidewalls in which are inset 
large “detective mirrors’—of the type which are a 
mirror on one side, and are translucent on the other. 
Through these, Mr. Mennemeyer or his assistants can 
watch the store interior while doing desk work—a con- 
venience which permits paper work to be carried on out 
of sight while yet permitting a quick greeting of enter- 
ing customers. 

Most unusual feature is the lighting, which gives from 


50 to 60 foot-candles on all merchandise displayed. To 
(Please turn to page 257) 
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identifies the Meller ringstones that you can buy with complete 
confidence and the full assurance that each is the finest of 
its kind available. All of Meller’s resources, its 26 years of 
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machine made Onyx stone, stand behind this pledge. 


“Nilo better stones have ever been made 


CHARLES 


anywhere, at anytime” 


Tae 
ADOLF MELLER 


STREET ¢ PROVIDENCE 4, RHODE ISLAND 


Americas first and foremost manufacturers of Genuine Onyx and Synthetic Ringstones 
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Diplomacy — Not Duress 
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. Gets Best Results in Collections 





COLLECTion 
LETTER 


“re 


(Sr) 


PAY or Eise! 
Soe the 









This method may get collection results but not future business. 


“Pay up or else” letters may bring in those remittance checks 


but they won’t bring in those customers again. A little finesse 


im your colleetion letters will get better results in long run. 


| i us eredit department undoing your sales promo- 
tion work? , 


¢ answering a hasty no, consider this: many jew- 
i e found that while one office—the sales pro- 
epartment—was busy writing letters to bring 
ustomers and make solid customer friends, the 
e»artment a few doors away was just as busy 
many of the same customers being woo-ed by 
manager. How?’ By writing discourteous 
» hum because you're a week overdue in your 
ine notes to the customers who were a little 
“saving promptly. 
‘ne yourself in the customer’s place, would you 
' friendlier toward the jeweler that wrote this 


“ear Mrs. Jones: 

“On Jan. 15, we submitted the regular monthly 
hl to you. As the bill clearly indicated, pay- 
ment was due before Feb. 15. 

“T* is now well into March. Please send the 
maney ycu owe immediately.” 


Wither actually using the words that letter told 


by DAVID MARKSTEIN 


Mrs. Jones she was a bum. It may have been that she 
was. More likely, she was an ordinary housewife who, 
snowed under by January bills from her heavy Christ- 
mas spending, had perforce to pay many of them late. 
When she received that letter, the chances are good that 
she did make out her remittance check promptly and 
send it in. The chances are likewise good that she didn't 
waste much time switching her business—her good will 
to another jeweler. 

By making an enemy of the customer, the collection 
department, while bringing in immediate money, often 
loses many times the amount it collects in important, 
profitable, continuing future business. It’s not neces- 
sary. The right kind of letter can appeal even more 
strongly to the customer for immediate payment of 
funds, while at the same time keeping him on the 
friendly side. making sure that his future business goes 
your way. Unless he is such a poor credit risk that you 


don’t want any further dealings with him, it is a lot 
(Please turn to page 258) 
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and they will be loyal 


for all Future Family Purchases . . . 


: The added confidence offered in Bluebird 
Perfection, with its registered guarantee 
| certificate is the plus of their first 
important jewelry purchase. The 
| plus that will make them think 
of your store first for all the 
jewelry purchases as the 
years roll by. Write for 
information regard- 
ing an exclusive 
Bluebird 
Franchise. 
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The Ad-Viser 


by IRVING SETTEL 


Fourth in a series of articles designed 


to help the retail jeweler plan and direct 
his own advertising campaign. Effective 


ad eopy is considered in this installment. 


OPY” means all of the reading matter of an 

advertisement. Its purpose is to stimulate sales 
by attracting the reader’s attention and leading him to 
the advertiser's objective. A good piece of copy will 
result in sales. There is no other measurement. | 

Many retail jewelers insist upon writing their own 
copy for newspaper advertisements. Even when adver- 
tising departments are maintained, supervision may be 
desirable or necessary. Consequently, a few of the more 
important rules of the writing of effective advertising 
copy will not be amiss here. 

1. Address your copy to the readers. The ultimate 
consumer is the most important critic of the advertise- 
ment. He will read the copy and may or may not act 
upon its suggestions. Remember that he is human. He 
possesses emotions, feelings and preferences. Adjust 
vour copy appeal to his wants and desires. Talk in terms 
of what you believe your potential customer wants to 
get out of the product. Instead of saying, ‘“We have 
the lowest prices in town,” do say, ‘“Here’s a store that’s 
easy on your pocketbook.” Tell the reader how he will 
benefit from the purchase, how his wife will derive sat- 
isfaction from a beautiful ring, etc. Don’t talk about 
your needs, for the reader is interested only in satisfy- 
ing his own. 

2. Know the claims and advantages of your com- 
petitors’ products. Always watch your competitors’ ad- 
vertisements and window displays. Listen to his radio 
announcements. If you feel that he is outselling you, 
change your copy accordingly. Always compare and 
improve your own copy content and ideas. 
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Copy in this ad tells a complete 
story in effective ‘‘letter'’ style 
that's sure to be seen by reader. 


3. Make your copy “Clear, Simple and Specific.” The 
davs of elaborate and lengthy stories are over in retail 
advertising. Modern readers are always in a hurry. 
‘T'hey don’t like to waste time reading “unnecessary” 
material. ‘They prefer, instead, to get the message 
quickly and clearly . . . and a good copy writer wants 
to please his readers. Clever phrases and catchwords 
are all right .. . if they do not detract from the thought. 
This does not mean that you should write “down.” 
Never assume that the reader is unintelligent. It does 
mean, however, that you should write simply, with simple 
words and simple thoughts in well constructed 
sentences that convey a message quickly. 


TYPES OF COPY 


Institutional Copy. Institutional copy is designed to 
create good will for the advertiser. It usually describes 
the advertisers’ ideals, policies, etc., in order to build 
up prestige of his store. It is not aimed at immediate 
sales but instead at long range attitudes. Because it 
does not create immediate sales, most stores use it rather 
infrequently. 

Promotional Copy. This type of copy is aimed at im- 
mediate sales. Here, an advertiser will attempt to 
bring a customer into his store to make a purchase. 
This type of copy, of course, makes up the bulk of 
present day retail advertising. This is also called ‘“‘sell- 
ing copy” and it talks about the advantages of a good 
watch, the price, the benefits derived from the use of 


a product, etc. In this type of copy, you can make or 
(Please turn to page 268) 
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Morning Star is headed for stardom on 
American tables everywhere .. . 
because it’s new .. . exciting... 
different from any other silverware 
pattern ever produced. We are proud 
to welcome to our line the newest 
pattern by Community*. . . creator of 
Coronation*, Lady Hamilton* and 
Milady*. 


Full page, full color, magazine adver- 
tisements will introduce Morning Star 
to over 71,000,000 readers. Your 
customers will see . .. read about... 
ask you for this bright new star among 
silverware patterns—Morning Star— 
created by America’s favorite silver- 


ware manufacturer . . . Community! 


AVAILABLE IN SETS OF 
6’s, 8's AND 12’s 








Order 





Now for 
Sept. | "Buy from Becken— 
Delivery and get the best’ 


*Trade-mark 
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1. A new creation in quality hollowware is this repro- 
duction of an I8th Century tea and coffee service just 
introduced by Oneida Community, named the Ascot. Five- 
piece set $150 retail, plus tax; the tray or waiter $50. 









2. This gold-filled watchband, made up of diamond-shaped 
links, may be retailed for $10. One of many styles from 
Distinctive Mfg. Co., Inc., 239 Fourth Ave., New York. 










3. Initial ring for men or women in 14K yellow gold, the 
"Capital," retails for $67.50 in men's sizes and $47.50 
for women. Capital Mfg. Co., 15 W. 47th St., New York. 






4. This chatelaine featuring bathing girl freightened by 
Pan is from line of hand-finished sterling pieces includ- 
ing cuff links, stick pins, earrings and buttons, by De 
Courtens of Calif., 5200 Santa Monica Blvd., Hollywood. 


5. Sterling bracelet charm which carries favorite movie 
star's picture and autograph, $1.95 Keystone. Distributed 
by Clyde A. Krasne Co., 714 S. Hill St., Los Angeles. 


6. First postwar pattern in Community flatware by Oneida, 
Ltd., is the "Morning Star." Design is in high relief, 
further accentuated by piercing in the spoons and forks. 
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AS ON HER WRIST...A a 


There’s a tradition behind every GARLAND 
Diamond and Watch . . . a tradition of fine crafts- 
manship and quality that goes back to 1865, when 
The Ball Company was founded. Today, more than ever, 
GarLAND Diamonds and Watches measure up to our 
3-generation-old reputation for fine jewelry. 
On her finger, as on her wrist—a GARLAND, 
the symbol of elegance and taste. 


the BALL company 


Originators of GARLAND® Diamonds and Watches 


WHOLESALE JEWELERS *« DIAMOND IMPORTERS 
THE GARLAND BUILDING 
58 EAST WASHINGTON STREET * CHICAGO 2 


“GARLAND” is the registered trademark of The Ball Company, Reg. U. S. Pat. Off. 
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Meuree New 


1. Masonic and Eastern Star rings, available singly or in 
matched pairs for Masons and feminine members of their 
families, come in 10K or 14K mountings. Available through 
wholesalers. Mercury Ring Corp., 562 5th Ave., New York. 


2. Rima “Beau Brummel" watch for men features a 1|7-jewel 
movement, rolled gold plate case to match checker bracelet, 
raised gilt dial markers and domed crystal. Retails for 
$69.75, inc. tax. Rima Watch Co.. 608 5th Ave., New York. 


3. Sextet of delicately hand-engraved sterling demi-tasse 
spoons feature floral bouquet in center of bowl and scal- 
loped petal edges. Packaged in black velvet setting. Retails 
for $36, plus tax. Catamore Jewelry Company, Providence. 


4. Hand-carved watchbands with a Western motif. Buckles 
are hand-engraved sterling, gold-plated sterling and gold- 
overlaid sterling. Matching belts available. By Pacific 
Watch Attachments, 253 S. Broadway, Los Angeles, Calif. 


5. The new "Yankee Pride’ Twistercraft expansion watch 
band is highly flexible, 1/20 12K gold filled top with 
stainless steel back retails at about $10.95 plus tax. 
Stainless steel retails at about $9.95 plus tax. Sold 
through wholesalers by Acco Mfg. Co., Central Falls, R. |. 


6. Octagon bangle bracelet of 14K gold is engine-turned 
in any desired width in white, yellow or pink gold. Initials, 
charms, may be mounted on any or all sides. $260 
Keystone. Kalman's Mfg. Jewelers, 125 Canal St., New York. 
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the cutest trick of the year! 


Double-Use “CARRY-ALL” CASE 
For the New VELVA Line! 





















x It’s the Smartest Package Ever Offered... 


x It makes ...1. An exciting evening bag... 2. A 
handsome jewel case ...in gorgeous ivory and 
aqua chiffon velvet. 

x It sells the new Velva line at new low prices. 

* Velva Simulated Pearls are backed by consistent y 
4-color, full-page advertising in Vogue, Charm, q 
Glamour and Mademoiselle, featuring Hol- SS > 
lywood Stars who say “Wear Velva!” y — , »” 


x Velva is presented monthly on 67 broadcasts 
over 529 radio stations. 


Write for names of distributors and free mats. 
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Fine Diamond Jewelry 
occasionally purchased 
at Sacrificed prices. 


WHITELAW BROTHERS 
Diamond Importers & Cutters 
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CLOSE-UPS FOR GIFT SHOPPERS 
(From page 173) 


hand side, which is considerably longer than the right 
bank of cases due to an office filling up the rear right 
corner, two cases are glass enclosed. These, nearest the 
door, contain the more expensive or smaller items which 
might be a temptation to pilferers, and therefore, q 
salesman must be called to examine any of them. Articles 
shown here include such merchandise as silver gifts of 
small size, electric shavers, and pen and pencil sets, 
men’s jewelry items, etc. Each case contains built-in 
storage space below the open sections, for replacement 
stock and for cleaning materials. 

A clever innovation in the development of the open 
cases is square projecting counters at right angles which 
separate each of the open variety. These consist of 
square cabinets with a 3x3 foot flat upper surface at 
waist level, dividing the open cases neatly. Additional 
stock for the open display is kept in the cabinets, and 
featured merchandise for the week is always shown on 
top, to further encourage handling and self service. In 
April, for example, one of the projecting cabinet tops 
showed personal radios; another, sterling hollowware; 
and another, gift lines—all projecting out into the aisle 
where they are a natural incentive for customers to 
handle them. “These cabinets break up the horizontal 
appearance of the open cases and give us a chance to 
promote specials where they will be most noticed,” Mr. 
Fried said. 


CUSTOMERS TOLD TO "LOOK IT OVER" 


Operating policy of the open display is to invite every 
customer or visitor to the store to “look over the mer- 
chandise in the cases.” Where many women, for ex- 
ample, would like to look at fine sterling hollowware 
but hesitate to call a salesman to open up a case through 
fear of being embarrassed by finding prices beyond 
their reach, this idea works out perfectly. Such shop- 
pers will spend a happy half hour or more in picking 
up merchandise, examining its details, and forming a 
real appreciation for it in the process—and often finding 
that something they might have hesitated to ask a sales- 
man to show them is priced within the figure they 
planned to spend. Standard instructions to salespeople 
are to invite every customer to ramble about and inspect 
the beautiful things on display; and also to suggest 
browsing along the self-service cases to any friend who 
may be accompanying a customer that needs personal 
service. 

The gift possibilities are tremendous, according to 
Mr. Fried. “Many women come in now and ask for a 
specific china pattern, or silver tray or other item which 
they have handled on previous visits,” he said. “Other 
customers buy on the spot an item which appeals to 
them, or remembering it, return when the next need for 
making a gift purchase arises.” 


Naturally, there are a few drawbacks to open display 


|of this type. For one thing in this constant handling 


of merchandise on display, customers leave thumb and 





fingermarks on highly polished sterling and crystal 


which requires a daily inspection and repolishing where 
‘high-gloss finishes are concerned. Also once in a while 
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the store must contend with pilferage, but since most 
of the items shown in the open cases are large in bulk, 
it is dificult for a pilferer to conceal them especially 
with sales people only a few feet away inside the center 
display island. 

Occasionally, too, there is breakage: stemware or china 
being dislodged from the shelving falls to the floor. 
However, so few such instances have come up in 15 
months of this type of merchandising that losses are a 
negligible factor, and the advantages of the system far 
outweigh the drawbacks, in the opinion of the manage- 
ment. 

“We've made a lot more friends and a lot of additional 
sales that we might otherwise have missed,” Mr. Fried 


summed up. 





MODERNIZING THE JEWELRY STORE 
(From page 175) 


and proper lighting, not only as a medium to better dis- 
plays, better emphasis on merchandise, but also to save 
the eyesight of human beings—employees and customers 
as well. Because these standards have been determined, 
they should be used as the basis for your lighting plans. 

The show windows require a minimum of 100 foot can- 
dlepower ; in the sales area over the show cases—a mini- 
mum of 75 foot candlepower; for general illumination 
in this area, 50 foot candlepower. In the offices a mini- 
mum of 35 foot candlepower is necessary. 

For the show windows of the store front, do not use 


fluorescent lighting. Incandescent lighting, utilizing 
standard type reflectors, will do.the best job. Lights 
in the windows should be so arranged so that anywhere 
from 25 to 50 per cent of the lights can be turned on at 
any given time. Provide ample switches and circuits. 
See that plug-in receptacles are provided for animated 
displays, signs, etc., which are used in your window’ 
displays. A time clock should be installed for the win- 
dow lights. 


VESTIBULE LIGHTING 


If the vestibule of the store front is more than six 
feet in width and length, lighting should be provided 
to illuminate the vestibule. These lights should be con- 
trolled by a separate switch. 

Determine from your sign contractor, the number of 
circuits required for the sign, then provide the neces- 
sary feed, switches and time clock for same. 

In the sales area, use incandescent units over the 
show cases and sales tables of the jewelry and silver- 
ware departments. If your plan calls for show cases 
in the giftware and glassware sections, similar lighting 
should be used. These lights should be augmented by 
either additional incandescent or fluorescent lighting in 
order to obtain good general lighting throughout the 
sales area. 

All lights in the sales area should be recessed in 
the ceiling wherever possible; the need for show case 
reflectors is unnecessary. In the wall cases, fluorescent 
strip lighting will prove very satisfactory. Many fine 
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lighting effects in wall cases and displays, which do a 
great deal to enhance the merchandise displayed, can be 
achieved, depending upon the style and design of the 
store equipment. 

An ample supply of base receptacles (plug-in outlets ) 
is very essential for efficient operation and maintenance 
of the store. Too many jewelers have overlooked this 
seemingly unimportant item when building their store. 
They discover, after the job is done, that in order to 
properly show a customer the operation of an electrical 
item, they have to either improvise an outlet which 
usually overloads the circuit with the resulting blowing 
of a fuse or are required to take the customer and the 
item to another part of the store where a base recep- 
tacle is available. Don’t underestimate the necessity of 
an ample supply of convenience outlets. 


OFFICE LIGHTING IMPORTANT 


In the offices, aside from the general lighting which 
can be either incandescent or fluorescent, provision 
should be made for desk lamps, the cash register, and 
other electric machines used in the offices, plus con- 
venience outlets. Also provide a night light focussed 
on the safes or vault door. For the repair department 
section of the office, outlets for light and machinery used 
by the watchmaker, should be provided. 

For the rear portion of the store, adequate lighting 
is necessary to enable free and visible access to all 
departments located in this area. If you have a repair 
section in this portion of the store, determine the number 
of lights and machines that will be required and then to 


be safe, provide two or more additional convenience gy. 
lets. Switch arrangements should be planned for op. 
venience of operation. | 

A very important faccior in the wiring requirements jg 
the main service. This is the feed line from the power 
company to your store. After establishing the total wat- 
tage requirements, add at least 15 per cent. This wil] 
establish the amount of service required. The total wat- 
tage should include all light outlets, outlets for light ma- 
chinery, signs etc. Make absolutely sure that the ser- 
vice feed is large enough to take. care of your lighting 
and small power requirements plus the service for your 
air conditioning equipment. The amount of service 
needed for the air conditioning equipment, depends en- 
tirely upon the size of the units to be installed. 

Air conditioning and heating of your store is next in 
line in the planning operation. These two features are 
mentioned together because with the recent improve- 
ments made in this field, it is now possible to eliminate 
radiators from the store. This is a boon to retail stores 
of all types for the space normally lost in the sales area 
because of radiators can now be utilized to full advan- 
tage. 

The size of the air conditioning and heating equip- 
ment required to properly cool and heat your store is 
the work of the engineers employed by the manufac- 
turers or distributors of this equipment. It is suggested 
that in planning for this work, that you call in the 
representatives of the concerns in your city handling 
this equipment and obtain from them their recommenda- 
tions. 
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Many jewelers are now including their show windows 
in their air conditioning plans. We all know how hot 
these windows can get and the resulting damage to 
watches, clocks, etc. Therefore if it is at all within 
your means to include this area in your air conditioning 
plan, do so. It will pay in very fine results. 

The duct work and grills and particularly the re- 
turn air grill should be so planned as to give maximum 
eficiency but not to interfere in any way with the lay- 
out of the store equipment and the entire sales area. 

Heating is obtained by a heating coil or gas fired 
heater which is hooked up with the fans of the air con- 
ditioning units, so that in cool or cold weather, hot 
air is blown through the grills. 

The next step in the planning is the floor covering. 
Before discussing materials, etc., it is of utmost im- 
portance, regardless of the type of floor covering used, 
that the underfloor be perfectly level and smooth. The 
writer has seen too many beautiful floor covering jobs, 
ruined because of a poor underfloor. 


CHECK THE UNDERFLOOR 


A good underfloor will add additional years to the life 
of the floor covering—it will minimize your maintenance 
costs and will avoid accidents and costly replacements. 
If: your present floor is uneven or in poor condition, pro- 
vide for the installation of an underfloor which is laid 
like cement. There are many brands of good underfloor 
materials on the market which can be successfully used 
for your purpose. This type of underfloor usually elimi- 
nates a costly construction job of leveling and repairing 
the old floor and acts as a better base for the finished 
floor covering. 

As to materials, asphalt tile, linoleum and rubber 
tile are still the best types to use. Very smart and com- 
plimentary designs can be obtained with the use of any 
of these materials. The design of the floor covering 
should be in keeping with the entire treatment of the 
store. The color treatment of the floor should be an 
integral part of the general color scheme and should 
never be conspicuous to the point of detracting from the 
merchandise displayed. 

In large stores, where a separate silverware room 
is possible, carpet is suggested for this area, or a dif- 


ferent design in either of the aforementioned materials 


than that used in the jewelry section, and the same pro- 
cedure should be followed for the other sections. 


PAINTING AND DECORATING 


The final step in the planning of your store is the 
painting and decorating. The ceilings of the show win- 
dows should be painted a pure white. The vestibule ceil- 
ing, if on the same level as that of the sales area, should 
be painted the same color as the store ceiling. Should 


the vestibule ceiling be of a different height, then it - 


should be painted a color that will contrast well with 
the color of the materials enclosing the bulkheads and 
valances of the show windows. 

In treating the sales area, a multi-color scheme is in 
order. That is, the walls over the wall cases in the 
jewelry section can be of one color, or each side of a 
different color. The ceiling of the sales area if on one 
level, should be of another color. The colors best suited 
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for ceilings are, very pale blue, gray or pastel pink, 
Color for the walls should be chosen for contrast wit) 
the color of the woodwork, etc. Do not use greens 9, 
yellows in any part of the jewelry section. 

For the silverware department; a wall paper is jp 
order, particularly if this section is large enough to 
resemble or actually be a separate room. Paint also cap 
be used here but the color should be different than that 
used in the jewelry section. 

For the giftware, china, glassware, and appliance sgec- 
tions, a variety of colors in pastel shades may be used, 
Greens and yellows may be used in this area. Each 
wall above the wall units should be of a different color. 
The selection of colors for this area should be based on 
contrast with the balance of the sales area and with 
thought towards the complete treatment of the entire 
store interior. 

In the offices and rear portions of the store, a light 
green has been approved as the best color for such areas, 
This color is restful and easy on the eyes of employees 
who work at desks or machines. The ceiling for this area 
can be white or off-white. 


COLOR AN INDIVIDUAL PROBLEM 


It is virtually impossible to set down a group of. colors 
which will prove satisfactory for all jewelry stores, 
Color arrangement and selection must be made for the 
individual store. Please bear in mind that the entire 
store is to be planned for customer appeal—for “Sell- 
ing.” In other words, it must attract, appeal to and 
please your customers. Therefore, your own personal 
taste in colors should and must be secondary. 

We have completed all the phases of planning your 

jewelry store. All of this has been general. Certain 
passages will possibly fit right into your own particular 
problem, others won’t. In all it can readily be seen that 
proper planning, designing and supervision of the con- 
struction of your store, is definitely a job for a specialist. 
Unfortunately for a great many retailers, too many of 
them believe that they can take the place of the store 
designer or store architect, with disastrous results. It 
is indeed peculiar to the design and architecture pro- 
fession, that anyone who can use a pencil, feels that 
he is qualified to be a designer or architect. But the 
price paid to learn that he is not qualified, is very great. 
Do not attempt to take the store specialist’s place—it 
is too risky and costly and you will have to live with the 
errors you will make for a long time, as you spend almost 
ene-third of your every day in the store. This is more 
so in these times of limited supplies and labor. 
The experienced and qualified store designer will not 
only prepare the proper plans and specifications cover- 
ing all the phases of your store building project, but 
will also act as your agent throughout. In obtaining 
bids, awarding contracts, supervising the construction 
and obtaining materials. The store designer or store 
architect knows, understands and speaks the same lan- 
guage as do the various contractors employed on such 
a project. His service will pay for itself many times 
over in the savings of time, money and the elimination 
of the hundreds of details and the grief that is part 
of a building or remodeling job, thus leaving you free 
to do your part, as the retail merchant. 





Allow ample time for your planning and the ordering 
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and accumulation of the materials required. The more 
time you allow for this part of your building program, 
the less time will be needed for the actual construction. 
Do not wait until a month or two before you intend 
building, to start your planning, as it takes at least 
sixty to ninety days to accumulate the materials and 
to manufacture the various items you will need, let alone 
the time required for the preparation of the plans and 
specifications. 

In selecting a store designer or architect, and emphasis 
is laid on the word store, make sure that the person you 
select is qualified not only by training but by actual ex- 
perience and knowledge of today’s many problems of 
retail store merchandising and operation. Beautiful pic- 
tures do not make an efficient operating retail unit. 
Bear in mind—your store must be a “Tool for Selling” 
not an exhibition of a white elephant. 





COMMISSION OR STRAIGHT SALARY? 
(From page 182) 


volume of sales. Buyers likewise. A fixed percentage 
of our net profit is paid annually to all employees, selling 
and non-selling, on a ratio basis. By this we hope to 
have encouraged teamwork, common interest, loyalty 
and avoid jealousies. It has not been 100 per cent satis- 
factory, but we are not inclined at this time to go back 
to the direct commission basis.” 

Innumerable other detailed replies, outlining facts 
similar to those cited above, were in favor of some sort 


of incentive plan. 


PREVENTING COMMISSION SQUABBLES 


As reported in the first article of this series, last 
month, 40 per cent of the jewelers replying to the 
JC-K survey admitted that commissions (or bonuses on 
sales) caused squabbles among salesclerks. Accompany- 
ing this question was the query: ‘Have you devised any 
solution to this problem?” A sizable number of jewelers 
answered. 

By far the majority of the jewelers answering (about 
58 per cent) agreed that the best solution was to avoid 
commissions like the plague. A little more than half 
of these directly stated “switch to straight salary” and 
the rest said that they had found no solution short of 
switching to straight salary. 

Other solutions to the problem posed by one sales- 
man’s showing an item and the sale being made by 
another when the customer pays a return visit, were 


_ varied. 


Ten per cent of the jewelers answering stated that 
they credited the sale (and the commission or bonus) 
to the salesman completing the sale. Seven per cent 
claimed that the sale was credited to the salesman who 
originally displayed the merchandise. A spirit of coop- 
eration and fair play was cited as a good solution to 
the problem by eight per cent of those answering this 
section of the questionnaire; pooling commissions and 
distributing them at regular intervals was favored by 
six per cent; slicing up the commission pool in the form 
of a Christmas bonus was advanced by five per cent; 
splitting the commission between both salesmen was 
favored by 2 per cent; providing salesmen with cards 
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served as the way out of the difficulty for 2 per cent, 
and a negligible number of jewelers suggested either 
paying an hourly rate or firing any quarrelsome sales- 


people. 


CONCLUSION 


From the tenor of the written-in statements appearing 
on the survey blanks, it is clear that the commission 
basis is not favored by jewelers. It is equally clear that 
some sort of incentive method, designed to treat sales- 
people fairly and provide them with a reward com- 
mensurate with their efforts, is definitely favored by a 
large number of retail jewelry merchants. 

Specific plans, based upon employee participation and 
sales volume, have been devised by a number of progres- 
sive firms. Detailed analyses of the more practical and 
efficient employee compensation plans will form the 
basis of the concluding article in this series, in our next 


issue. 
(To be Concluded) 





SCREEN STARS WORK FOR YOU! 
(From page 184) 


lighted by strikingly simple gold jewelry. “Just to 
show you how crazy I am about jewelry, I usually wear 
two watches, this plain gold one on my lapel, which is 
really a piece of jewelry, the other on my wrist, which 
is strictly for telling time. Both serve a purpose, and I 
am so fond of them, I could not part with either one of 
them.” 

One of Miss Rhodes’ wrists gleamed with slender 


gold bracelets, and she wore tailored gold earrings, 
which she repeated in her up-swept hairdo, where they 
served as clips. Focal point of her jewelry wardrobe 
is her unusual wedding ring, which consists of a band 
of tiny gold hearts set with rubies and diamonds, 

Both in studio assignments and in her personal ward- 
robe, Miss Rhodes is said to use jewelry more often 
and in more ways than any of Hollywood's stylists, 
While her costume designs are still in the drawingboard 
stage, she painstakingly works out detailed sketches 
of the jewelry to be worn with them, which she considers 
a most integral part of every film player's and every 
woman’s wardrobe. Among the stars whom she costumes 
for the screen are Ingrid Bergman, Hedy LaMarr, 
Eleanor Parker, Michele Morgan, Teresa Wright, Lili 
Palmer, Viveca Lindfors, and Martha Vickers. She also 
fashions many of their personal wardrobes as well, and 
they rely upon her for aid in selecting appropriate jew- 
elry to be worn in private life. 

Because she believes that jewelry is the shining star 
of a woman’s raiment, Miss Rhodes eschews any frill, 
gaudy fabric, accessory, or detail that would diminish 
the effect of her gems or her beauty. For this reason 
glittering sequins, particularly at the neckline, wide 
ruffles, and bold prints are usually taboo if outstanding 
gems are to be worn. Warner Bros. have banned such 
distracting elements as polka dots and dangling earrings, 
which might divert attention from the player and the 
action. 

With Miss Rhodes simplicity in both apparel and gems 
is essential. The garish and the extreme are two quali- 
ties she detests. Her favorite neckline for formal gowns 
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‘s the breathtakingly austere decolletage, which she de- 
scribes as a perfect background for jewelry. Her fa- 
vorite fabrics for formal and semi-formal wear are velvet 
and satin, because they have so much life and are so 
effective on the screen. With these rich fabrics and 
strapless bodices, she recommends one stunning piece of 
jewelry, such as a huge pendant suspended from a 
slender chain. With a white evening gown or a simple 
black after-five dress she suggests a diamond necklace 
set in platinum. “This is a wonderful setting for any 
woman, I feel, because it looks fragile, delicate, and 
expensive. And what woman doesn’t want to look that 


THE BOOK YOU’VE 
Wauted! 
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only 
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way? 

“No woman is fashionably dressed if she does not 
complement her outfit—whether it be slacks, bathing 
suit, or formal—with the right jewelry,” Miss Rhodes 
contends. Gold is excellent with any costume, but she 
believes it is particularly fetching with sportswear. Big, 
important gold pieces with slacks and sport suits add a 
sophisticated note. Gold buckles, massive gold earrings, 
bracelets, and barrettes all serve to heighten the appeal 
of sports costumes and tailored suits and dresses. 


JEWELRY MUST HAVE PURPOSE 


Functionalism is also underscored by Miss Rhodes, 
who insists that every piece of jewelry a woman wears 


Ag 


must be chosen to serve a definite purpose—preferably as j W a L B kK § 9 0 C 4 2 T 


several, she adds. For this reason versatile gems rate 


high with her: she searches eagerly for earrings that Pu e F & R ae C . 8 & 0 = LA 


will double as hair ornaments, jeweled pins that serve 
beautifully as buttons, brooches that can be fastened At last... an authoritative new vest pocket encyclopedia, 


by Robert M. Shipley, jeweler and world gem authority. 


Here’s an invaluable, handy-sized text-book that contains 
accurate, scientific information about diamonds, gem 


to a chain and worn pendant fashion, jeweled clips that 
can decorate the hair as well as the bodice of a gown. 


I shudder when I see a pin just plunked on a dress stones and a thousand and one other things every jeweler 
or suit indiscriminately, with little evidence that the should know. Designed particularly for ready reference 
wearer is trying to set it or herself off to best advantage. by jewelry retailers, their salesmen and buyers, it’s a book 
M abba q ‘ : “ you'll refer to constantly in your daily work. Tables on 

y pet peeve is fower pins that women just stick on properties of gems, styles of cuttings and mountings, 
their chests, perhaps simply to advertise that they pos- —_ of gem ae ———-_ <—penee oe — 
. >» . , of silverware. Data about the manufacture and care o 
sess jewelry, was Miss Rhodes’ complaint. Instead watches, clocks, jewelry, findings. 
she advises interesting groupings of small pins, prefer- 
A DAILY VISUAL AID IN SELLING... 


ably of graduated sizes. To spice up the neckline of a 

tailored suit or a turtleneck sweater, she clips a small 

pin to the collar and repeats this an inch below the Over 300 pages...43 pages of illustrations...27 subjects 
; Sketches and photos of emblems, jewelers’ instruments, charts 

throat and on the lapel or breast pocket tab. Asymmetric of diamond weights and stone gauges. A condensed encyclo- 

groupings of jeweled pins achieve heightened interest pedia with a dictionary of more than 1000 terms peculiar to 

for both the gems and the costume, she points out. the jewelry profession. Quick and accurate information featur- 


Like most of Hollywood’s top designers, Miss Rhodes ss saline it tai cic dee ea aa ee 
loves to work with gems because of their ability to trans- FOR RETAILERS... MANUFACTURERS..STUDENTS 


Also includes all gemological reference tables to be found in 


OF ESPECIAL VALUE TO THE BEGINNER 


form a costume quickly and almost effortlessly. An old Seatac 

wardrch b = 1 atali : ace any other pocket reference, plus condensed directions for 
ww Se etely revitalized by sparking it testing all important stones. Just off the press, all information 

up with costume pieces. “Take for example a simple based on findings and procedures of leading authorities in 


every field. Written and edited by Robert M. Shipley, founder 
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lik , oo piles = beret. Remove the old nea of Gemological Institute of America and American Gem 

: e flowers and veils. Festoon it with a big flower pin. Society. Price — $2.75, postage paid. Send for your copy today! 
esult: a beautiful new frame for the face and one that 

is bound to stimulate conversation,” is Miss Rhodes pre- GEMOLOGICAL INSTITUTE OF AMERICA 

scription 541 S. Alexandria St. Los Angeles, California 
Thi ; . Reference Jewelers Board of Trade, any Better Business Bureau, or J. C=K. 

his designer possesses what she calls a mania for | -—~—--—-—= sae seem wee eee e eee eee eece 

cufflinks and matching studs for women’s shirtmaker GEMOLOGICAL INSTITUTE OF AMERICA 

dresses and blouses, and they are playing an increasingly SOP SER aera Sow Sv on meer 

important role in tl Enclosed please find $ , for which send me 
portant role in the screen wardrobes she creates. She copies of your new “Jewelers Pocket Reference Book”, 

uses them in a wide variety of metals and gems—either at $2.75 each. 

in plain gold, silver, or platinum, or set with rubies, NAME 

pearls, onyx, diamonds, sapphires, or emeralds, with STREET AND NO 

the same metal or stone picked up in the ear clips or city ZONE STATE 








| FOR JUNE, 1947 235 






















































SAPPHIRES 


Aovaniteite * Engineered for Precision 
Light Pink * Uniformly Faceted 
White * Flawlessly Polished 


Rose 

Ge SHAPES IN STOCK 
Kunzite FOR PROMPT DELIVERY— 
venom Cushion and Octagon . . . Para- 
Blue mount and Brilliant-cut: 12/10; 
re 10/8; 8/6... 

Buff Top: 16/12; 14/12; 12/10... 
Ovals and Rounds in all sizes . . . 
Baguette, Triangular shapes or 
special sizes and shapes made to 
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order. 
Tourmaline ° 
Aquamarine Used in quantity by manufacturers 
Blue who know quality. 
Frinite Green - 


Yellow Green 
Prices compare most favorably 


Blue -Zircon with Pre-war levels. 


PRECISE STONES INC. 


320 EAST 39th ST. NEW YORK 16 
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rings. Her fondness for cufflinks inspired her to invent 
a new type cuff, which is elasticized so that it can be 
slipped on and off the wrist easily and which is usually 
in a washable fabric like pique. A quick pick-me-up for 
tired wardrobes, it can be worn over practically any kind 
of sleeves and with suits, dresses, or sweaters. One of 
Warner Bros.’ leading actresses saw the novel cuffs and 
decided that she wanted some with diamond cufflinks 
to wear with a long-sleeved, decollete evening gown, 
Others have followed suit, and the demand for the 
Rhodes’ innovation threatens to develop into quite a 
vogue. 

Her fondness for tailored things probably explains 
Miss Rhodes’ affinity for order-type pins, which are 
similar to the keys and pins worn by members of fra- 
ternal organizations. “Of course, we do not copy them 
exactly for the screen. But they are the kind of pin 
I’d like to see more women wear. I think they are a 
welcome relief from the conventional hearts and flowers 
brooches. They are beautiful in their simplicity and 
can be worn so many ways—as pendants, buttons, pins, 
or earrings. They are excellent lapel ornaments and 
pocket tabs for tailored suits.” She likes to use them 
in plain gold, silver, or platinum with stylized mono- 
grams or set with tiny gems. 

With the strapless decolletage being promoted so heay- 
ily for cocktail and evening dresses, this smart young 
stylist, who has set quite a few fashion trends herself, 
prophesies a revival of the jeweled or all metal bib 
and collar. These heavy display pieces have been seen 
frequently on the screen and may prove one of the most 
prominent jewelry fashions of the year, Miss Rhodes 
believes. They have been featured by the Paris cou- 
toure and worn by American women who are high-fashion 
minded. They offer a stunning accompaniment for 
sweaters and collarless suits. 

Like most of Hollywood’s designers for the stars, 
Miss Rhodes applauds the strides that have been made 
by American jewelers in creating jewelry that is in 
keeping with the trends in dress. And like all of the 
studio designers, she strives to fashion clothes that offer 
a perfect backdrop for the sparkle of beautiful gems 
and the gleam of precious metals. 





DIAMOND "EVALUATOR" PROTECTS CUSTOMERS 
(From page 186) 


through slight variations in color to a definite brownish- 
yellow of “low quality.” 

Second step is the checking of the so-called “‘inclu- 
sions” or slight flaws or imperfections in the gem. A 
magnification of 10 times is considered as “standard” 
by the American Gem Society, and the top quality 
“master” diamond is described as “flawless.” 

Finally, the prospective purchaser is able to check the 
“cutting” of the gem by both American and European 
style standards. 

Joining with Mr. Kennard in the display of the 
Evaluator both in Boston and at Chicago was Miss 
Elizabeth Brown, eastern representative of the American 
Gem Society. Miss Brown is currently conducting 4 
G. I. training course for the New England Guild of 
the Society. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





















CUSTOMERS LIKE SPECIALIZED DEPARTMENTS 
(From page 190) 


ornamental white flower pots of Grecian design, from 
which graceful sprays of philodendron cascade down 
to relieve the bareness of walls. Formality in the main 
salon is heightened by the gold-framed wall cases which 
are outlined by the mahogany paneling. These eye- 
arresting display cases, which line both walls of the 
establishment, have sliding glass doors and are mir- 


rored. 


SALON IS DEPARTMENTALIZED 


The main salon is highly departmentalized: each type 
of jewelry is confined to a section of its own, which is 
made evident not only by the displays but also by the 
gold name signs. This type of design makes for better 
control of the salesforce as well as enabling patrons to 
spot the merchandise they want from the entrances 
without wandering aimlessly or asking needless ques- 
tions. This layout also provides concrete, related dis- 
plays which are far more impressive than merchandise 
scattered throughout such a large establishment, the 
architects point out. : 

To the rear of the main salon is the service desk, 
a large section created entirely from mahogany. Con- 
venient to the sales area, it is far enough away so that 
it is no obstacle to the beauty and formality of the 
salon. It is also a good traffic builder because patrons 
are drawn through the sales area each time they pay 
their bills. To the side of this section is a sweeping 
staircase which leads to the mezzanine, where credit 
and an optometrist’s office are located. 


RADIOS ARE NEXT DOOR 


In the front section of the adjacent store radios are 
featured, the record department occupying the rear. 
Here, too, the color scheme is pastel blues, which are 
seen in the carpeting, walls, and ceilings. The first eight 
feet of the two walls in the radio department is paneled 
in blonde wood, which is highlighted by long, narrow 
extruded wall cases. These have sliding glass doors and 
are excellent for displaying table model radios and small 
appliances. Console model radios flank both sides of 
the extremely wide center aisle from the street entrance 
to the record department. 

The record department is one of the most complete in 
the city. Popular, children’s, foreign, classical, semi- 
classical records and albums are displayed on shelves 
that line two walls and part of the rear wall. The aisle 
cases are in blonde wood, repeating the theme of the 
radio salon, the shelves in pale blue outlined in dusty 
pink. Shelves are arranged so that patrons have easy 
access to both albums and records, which can be tried 
out on the record players displayed on tables and in 
the aisles. To the extreme rear is the repair depart- 
ment. 

Modernization and the addition of such highly spe- 
cialized departments and diversified ‘lines have added up 
to overwhelming customer acceptance for this California 
jewelry firm. 
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OLD CREST PRESENTS 


AN OUTSTANDING VALUE... 
14K GOLD BARRETTE 


WITH POLISHED STEEL BACK 


TO RETAIL FOR $395 





f 22 INCHES $24.00 DOZEN. 


| Two Sizes ) : INCHES $30.00 DOZEN. 


We believe this is a value that will make 
history in the jewelry world...the 14K gold 
is HEAVY—for deep engraving...the polished 
steel clasp-back is precision made to last a 
lifetime. It’s a benchmade piece of jewelry for 
hatless summer days ahead for your customers. 
Send your order NOW—they’re going fast. 





GOLDBERG-KIRSCHMAN COMPANY, INC. 
501 Madison Ave., New York 22, New York 
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Can You Help Me? 


My Display Problem Is: 








by VIRGINIA DIXON 


Readers’ questions about window and inside-store display 
will be answered in this department each month by Miss Vir- 
ginia Dizon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry field. Miss 
Dizon is already well known to JC-K readers as the author of 

many stand-out articles on jewelry store display. 


OULD like very much to have your opinion in 

regard to the proper height from the street, of 
window flooring for a jewelry store? Our present win- 
dows are 2’ 4” from street level and we feel that this 
is not high enough. We do not care to go into a complete 
remodelling job at this time, but wonder if you could 
suggest some way that we might have this floor raised 
to a proper height.—M. B. | 

Answer—My recommendation for the height of win- 
dow flooring for jewelry display is between thirty-six 
and forty inches from street level. 

Rectangular blocks could be made to fit exactly into 
the space of your window, raising it the necessary 
amount. For convenience in cleaning, the blocks should 
not be too large, but would have to be accurately 
matched so that floor has a good level appearance. These 
blocks could be fabric covered (so that they could be 





1ecovered from time to time, changing your window color 
scheme) or they could be finished in a satin paint finis} 
or woodwork. The fabric would be the most flattering 
to the merchandise, I believe. 

Or your cabinet maker could construct a higher false 
flooring right in the window, having the plate glass 
painted black up to the new level. In this case, you 
would need a fabric covered pad to cover your new 
flooring. 


UST what is a staple gun and how is one used in 

window display installation? If they are really as 
indispensable as their mention in your articles would 
indicate, where can they be obtained ?—W. C. 


Answer—A staple gun is such an indispensable part 
of a displayman’s equipment that it never occurred to 
me that they were not readily identifiable to everyone! 
A staple gun is a simple and comparatively moderate 
priced tool which operates much the same as the office 
paper stapler except that the wire staples (larger and 
heavier of course than the office kind) are driven in 
straight and hold paper, fabric, sometimes even quite 
heavy cardboard and other materials tightly to a win- 
dow background or fixture . . . much quicker, simpler 
and less damaging to the background than tacks or nails, 
They are also very useful in covering cardboard or com- 
position board pads or panels for window flooring or 
display spots ... cleaner and neater than glue and less 
conspicuous than thumb-tacks! The guns are sometimes 
called automatic tackers which describes their action 














No. 36903—Sterling Silver Cigarette 
holder—$7.00, Keystone. 


10 So. Wabash Avenue 








Vy POPULAR GIFTS IN STERLING 


The sterling silver cigarette holder and ash tray illustrated have 
proven to be among the most popular and fast selling new items 


in the market today. These are only two of the many new items we 
are showing in sterling silver. 


You will always be able to show new attractive 
merchandise if you make Benj. Allen & Co. 
your source of supply. 


When you send your order for cigarette hold- 
ers and ash trays ask for a copy of our latest 
Allen Monthly illustrating hundreds of new fast 
selling items of jewelry merchandise. 


BENJ. ALLEN & CO, ING. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmith Bldg. 


No. 19246—Sterling Silver ash 
tray—$2.80, Keystone. 


CHICAGO 3, ILLINOIS 
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more accurately. Without his trusty “gun” the average 
displayman would shortly be ready for a neatly padded 
cell! 

There are several makes on the market, most of them 
equally reliable and sturdy. The Speedmatic is made 
by Speed Products Company, 37-18 Northern Boule- 
vard, Long Island City, N. Y. The Klingtite is from 
A. L. Hansen Manufacturing Company, 5041 Ravens- 
wood Avenue, Chicago 40, Ill. Duo-Fast Hammers and 
Tackers are put out by the Fastener Corporation, 848 
Fletcher Street, Chicago 14, Ill. Most display supply 
houses and some stationers handle both the guns and 
the staples for them, or you can write the above com- 
panies for the names of their nearest distributors. Most 
staple guns are hardy enough to withstand considerable 
punishment, but they will rebel at a diet of the wrong 
size staples, so be sure always to get matching staples 
for your gun and avoid any “jam-sessions”! Most dis- 
play guns take a 14” staple . . . some will also take a 
3/16” which I’ve found is the ideal size for stapling 
covering on beaverboard panels . . . the staple is just 
deep enough to hold firmly without poking through on 
the reverse side. Staples will penetrate most surfaces 
used in window construction—wood, plywood, most com- 
position boards—will sometimes even hold in plaster. 
Masonite and metal are about the only surfaces I’ve 
found which it won’t penetrate! 


SHOPPING NOTES 


QUICK idea for a background paper for a bridal 

display is that lovely new lace wallpaper from 
Laverne Originals, 225 Fifth Avenue, New York. It is 
a beautifully delicate, real lace pattern, hand-printed 
like nearly all Laverne papers in literally hundreds of 
mouth-watering color combinations . . . black lace on 
gold, white lace on shocking pink, jade, cobalt, peach, 
and so forth. White lace on cobalt blue would be my 
suggestion for a wedding display. Laverne also have 
some wonderful marble paper effects and a charming 
new Pennsylvania Dutch pattern. Their dramatic zebra 
designs, mad plaids and reptile patterns are not new, 
but still exciting, used in the right way. Unlike the 
usual wallpaper, these come in single sheets, generally 
24” by 40”, though sizes vary with patterns. 

The following firms are new to me, but they write me 
that they are regularly supplying jewelers over the 
country with their products, so I pass their names along. 
The Cari-Lantic Sales Company, 127 Northeast First 
Avenue, Miami 31, Fla., offers transparent velvet in 
some sixteen shades and will supply it in any quantity 
from one yard up. They also offer to mail color cards 
and samples to any JC-K subscriber. It is unusual 
these days to find a firm, offering as wide a range of 
colors as this, willing to ship in the small quantities 
which are the jewelers’ usual requirement for display use. 


Robertson Novelty Company, 8465 Evergreen Street, 
South Gate, Calif., send a circular showing a varied 
selection of plastic easels, designed for holding silver 
trays and bowls, china, glassware, compacts, handbags, 
and so forth. The transparent easels have the advan- 
tage of being simple and inconspicuous and not being 
apt to-mar or tarnish the surfaces of articles placed in 
them. This firm will send samples on request. 
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THE BUYER MUST BEWARE! 
(From page 194) 
























worth to me?” There is no point in my buying any- 
thing unless I feel that I can sell it within a reasonable 
time at a reasonable profit. 

That is not as simple as it sounds. First, the price 
must be right from point of view, as well as the 
seller’s; and second, there must be some assurance that 
the seller really means business. I could spend all day 
making offers—i.e. giving free appraisals—without mak- 
ing a dime. Many are just looking for a charitable 
soul of that type in order to find the value of their 
jewelry without thinking of selling. Others will have 
an ad in their pocket that reads: “Get other estimates 
first—then ours.’”’ Or they may have a promise by some- 
one who claims to be willing to pay 10 per cent more 
than any other bidders. 

How then do I buy jewelry without making offers? 
Well, for one thing I suggest appraising the cash value 
of the jewelry for a nominal fee which will be refunded 
should he decide to sell it to me (see article “Let a 
Specialist Do It,” April, 1946, issue). It is amazing 
how many clients are sincerely grateful for this service. 

Unlike the conventional dealer—wholesaler or re- 
tailer—I buy on a minute’s notice what I see, not what 
I need. As a matter of fact I don’t need anything and 
the only reason for buying is the price, which must be 
lower than what I would have to pay for the same item 
in the regular market. Whether it is an old watch or 


10 chipped oldminers of a 10 carat emerald, each item 
has its value which has to be determined in a short time. 
What will I do with it? Break it up? Recut the stones? 
Will the flaws come out? What will the color look like 
after taking the stone out of the setting? How deep is 
the chip? Where will I find a customer? How long will 
I have to hold it? What are the specific risks involved, 
etc.? It is a gamble each and every time. 

Every once in a while magazine or newspaper articles 
will warn *’:e public of the hazards and pitfalls of dis- 
posing of their jewelry and give all kinds of advice. In 
an article, titled ““When you sell your Jewelry’ in the 
February issue of Good Housekeeping, the author 
counsels his readers: “First have jewelry appraised. 
Know how much you want. Don't sell unless you must. 
Be firm, businesslike, unafraid. Don’t let yourself be 
bullied. Remember always that appraisal value is not 
what you will get. Go to various places. Don't be 
afraid to say no.” All this is sound advice as well as 
the conclusions which are finally drawn that if there is 
a choice it is better to sell a solitaire than a piece with 
many small stones, that comparatively low prices have 
to be expected in view of the vagaries of the diamond 
business and that it is never a good time to sell unless 
you must have cash immediately. 

As far as the dealer is concerned, there is no point at 
all in discussing or arguing the merits of an item offered 
for sale. Everyone thinks that their jewelry is the best. 
If the owner concedes a small flaw I may well presume 
that his diamond is a solid mass of carbon. By bringing 
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All Church jewelry is designed and manv- 
factured to meet rigid requirements in style, 
and quality It is always sold with con- 
fidence by us to you — by you to your 
customers. 
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Member American Gem Society 
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with Onyx or Bloodstone. 
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to the seller’s attention that I have to use my judgment, 
and only my judgment, I eliminate the unpleasantness 
that would easily be part of such a discussion. 


Another crack in the consumer magazines, “Don’t be | 


misled by accounts of the drop in the diamond market,” 
is typical of how the public can be misled by sheer 
ignorance. Wouldn't it be fine if prices were still what 
they were eight months ago? 

One of my strange experiences is that people are more 
inclined to sell jewelry in good times than in bad. Dur- 
ing a depression the price that people can get is too 
little to make it attractive (for if they are in distress 
they prefer to pawn their jewelry hoping to redeem it 
later) whereas during boom periods not only better 
prices can be obtained, but also the money can be em- 
ployed profitably in business enterprises or the stock 
market. 

A code of ethics is important for anyone who buys 
jewelry from people who have to depend on the in- 
tegrity and honesty of the dealer. Though I cannot 
warrant that I give more than anyone else, my price 
must be such that it is reasonable. Although valuation 
ideas of slow moving articles such as colored stones, 
pearls, unusual cuts, sizes or mountings will always 
vary to a great degree, standard articles of faster mov- 
ing character have a definite price. A tactic which is 
neither commendable nor ethical, yet practiced by some 
dealers, is to quote a ridicuously high price. This is 
obviously done with the purpose of confusing the cus- 
tomer, of preventing him from selling the jewel to some 





other buyer and thus making him come back. Another 
practice which has to be condemned as unethical is to 
make a promise to pay a certain percentage more than 
the highest other bidder. Whoever makes such a promise 
knows that it is impossible to keep it at all times and 
he will realize soon that few people are gullible enough 
to fall for such a scheme. The practice of asking people 
“Will you take so much?” and, when answered in the 
affirmative, to turn around and say, “Well, I didn’t make 
the offer, I only asked you if you would take it,” is 
equally detrimental and should be discarded. What ap- 
plies to any other business also applies to the buying 
of second hand jewelry. An ethical business conduct 
will bring a good reputation and good business. 





TOURISTS BUY LOCALLY-MADE JEWELRY 
(From page 198) 


the unique gold items, but never enough to fill the 
demand. 

So Landstrom tracked down the source of the Black 
Hills gold products. He found it was made by a firm 
in Deadwood, S. D.—the same town where Wild Bill 
Hickock and Calamity Jane used to hang out. 

A firm called the Black Hills Gold Manufacturing 
Company owned by Edward Lampinean was producing 
the jewelry in small Jots, but not nearly enough to fill 
the demand. 

So Landstrom bought the company and moved it, 
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ADD LUSTRE TO REPUTATION 


Keen merchandisers find special satisfaction in recom- 
mending Herschede Chiming Floor Clocks as superb 
gifts or as distinguished additions to the home. They 
know that store reputation is brightened; influential 
customers are attracted by offering American craftsman- 
ship at its finest—matchless designs; exquisite work- 
manship; the mellow beauty of soft, golden chimes. 
Catalog showing all models is available on request. 


THE HERSCHEDE HALL CLOCK COMPANY hal 
Cincinnati 6, Ohio - od fa: 
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_ Both cases and move- 
ments are made com- 
pletely by Herschede— 
creators of fine chime 
clocks for over three 
generations. 
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With the well-loved 
music of Cathedral 
Chimes reproduced on 


Tubular Bells. 


Model No. 243 is the 
handsome design _illus- 
trated. Mahogany case, 
79. in. high. Choice of 
Westminster, Westmin- 
ster and Canterbury or 
Westminster, Canterbury 


NEW YORK OFFICE AND 
SHOWROOM 
37. West 47th Street 
CHICAGO SHOWROOM 
1422 Merchandise Mart 


SAN FRANCISCO 
SHOWROOM 
705 Merchandise Mart 


and Whittington Chimes. 
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lock, stock and barrel, to Rapid City where he set the 
factory up in an office building. Most of the equipment 
was outmoded and he had to completely outfit the new 
plant. “But the name Black Hills Gold was worth the 
purchase price,” he says. 

“The demand continued,’ Landstrom relates, ‘and 
we must have grossed about $4,000 a month at first in 
the factory. Five men were kept busy in the shop and 
we kept both of the retail stores stocked. 

A die-maker came through Rapid City on his way to 
New York and Landstrom hired him on the spot. ‘“Up 
to that time, we had just been making earrings,” he 
explains, “but with the die-maker on the job we 
branched out to make rings, necklaces and brooches— 
all of Black Hills gold.” 


HELP WAS SCARCE 


With the war on, the new firm found it almost impos- 
sible to find help. But Landstrom—who lost his leg 
when he was a youth—has always been partial to the 
handicapped. He wrote the South Dakota state re- 
habilitation bureau, and soon he had all the skilled help 
he could use. “Jewelers are missing a good bet not 
hiring more handicapped workers,’ Landstrom says. 
“And I’m not saying this because I’m handicapped 
myself. It’s just good business. A person with a 
physical disability is so glad of the opportunity to be 
self-supporting that he’ll go all out to make a success 
of his job.” 


But all was not well with the factory in spite of the 


willing workers and the orders piling in. “We checked 
the books the last of 1944 and found we were losing 
money. 

“Yes,” he continues, “after investing more than 
$25,000 and working like the devil, we found we had 
lost about $1,000.” 

That’s when Landstrom sat down and took inventory, 
There was nothing wrong with the sales. So he decided 
his business was losing money because of reasons: Old 
fashioned methods and lack of experience. “The lack 
of experience we could do nothing about,” he says, “but 
we could do something about the out-moded methods of 
production.” | 

And he did. Eastern industrial engineers were 
brought in. They recommended an assembly line for 
the factory. “They told us to make Black Gold jewelry 
the way Ford makes cars,’ Landstrom said. 

Landstrom took the advice of the experts and built 
a $30,000 addition to his retail store to be used as a 
factory. Having sold his second store by this time, he 
wanted to get everything under one roof. “It takes too 
much time to watch over several places,” he says, 
“especially if you only have one leg.” 


PRODUCTION-LINE BASIS USED 


His new factory is strictly on a production line basis. 
A piece of jewelry starts at one end of the line, and 
comes out at the end of the line a finished product, 


frosted and glistening. 
Production was upped from around 100 pieces a day 


ae 








customer. 


WILLIAM KORN & CO. 
17-21 ELM STREET 





RINGS Always SELL Faster 


DISPLAYED ON 


The ° ‘MANSFIELD” Ring Show Case System 


A smart new arrangement, designed to show a maximum variety of Rings. 25 Indi- 
vidual Ring Displayers that will accommodate various groups, such as Bridal Pairs, 
Wedding Rings, Matched Wedding Ring Sets, and other groups as illustrated. Each 
display pad is recessed into the floor elevation and can be lifted out to show to your 
The floorboards and units are all covered in a heavy Bengaline Rib, and 
pads and unit risers are faced in your choice of Velvet. 

Send us the measurements of your case and we will mail an assortment of Velvets 
and Bengalines to select from. Price is for an average 6-foot modern show case and 
includes carrier to remove pode to ae safe. 


Designers and Manufacturers, Inc. 


The “"DOR-ANN" 


A charming and workable 
arrangement with remov- 
able velvet pads to dis- 
play your loose costume 
jewelry, etc. Silk Benga- 
line floorboards and tops 
of units. 


$59.50 


BUFFALO 3, N. Y. 
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to well over 500 finished pieces of Black Hills gold 
jewelry each day. In 1945 the firm did a gross business 


Hing of $125,000 and more than broke even. 

With the new factory, sales hit over the half-million 
_ mark in 1946, and Landstrom expects to gross over a 
ha 


million this year. 
He attributes his success to the fact that he has some- 


ry. thing to offer the public. “And I don’t mean only my 
ded product. After all, merchandising is just good show- 
Jd manship, and I think the public being able to enter my 
ww store and look at the actual making of Black Hills gold 
but jewelry has played a large part in the expansion of this 
of business. People come back, and they tell their friends 
about us. We've become an attraction in this country, 
i just like the Black Hills themselves.” 
or Landstrom slants all his local and national advertising 
ry towards Black Hills gold. “I want the product to be 
well-known in every home all over the country,” he says, 
lt “because everyone will make the trip to the Black Hills 
P sooner or later, and they’ll want to come and see our 
he factory. They will want to come here because their 
2s friends have been here. That’s what I mean by show- 
s, 


manship—just another word for goodwill. 

His new plant is completely equipped with fluorescent 
lights over each worker’s bench, and a special light 
which filters the air. The walls have been scientifically 
7 colored to better the efficiency of the workers, and a 
d large recreation room has been built in the basement 
, of the factory. He believes in keeping his employes 








happy. “When you have satisfied workers, you have 
money in the bank,” he claims. 

Landstrom, while having a million-dollar manufac- 
turing business—still considers himself a retail jeweler. 
“I just happen to be a jeweler who makes some of his 
own merchandise,” he said. 

Other jewelers can take a lesson from Landstrom. 
Unusual items with local color or interest always go 
over big with the visitor or tourist and nearly every 
district has possibilities for such specialties. Add an 
open-view window showing the actual manufacturing 
operations in making such pieces of jewelry and you 
have a boon that can produce a boom in any retail 
jewelry store. 





LITTLE KNOWN GEMSTONES 
(From page 202) 


were much like those of Germany. Identical in origin, 
they were many times as large, though far less colorful. 
Easy to obtain and far more efficient to handle, they gave 
rise to a new industry which centered around the ancient 
cutting shops. It became customary to dye the agate to 
bring out its banding and thus increase its interest and 
beauty. There are many utilitarian applications for 
agate besides the well-known jewel uses, it may form 
the resistant fulcrum of a delicate chemical balance; 
agate mortars and pestles crush hard substance without 
contaminating them; and many boys prize a fine agate 
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ULYSSE NARDIN precision-perfect chronometer watches are 


superior timepieces in every detail. They are manufactured by men who have 


developed their craft into an art. The radiogram reproduced here is but another 


ULYSSE NARDIN 


WATCH & CHRONOMETER CORP. OF AMERICA 
12 East 46th Street, New York 17 
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“shooter” for an expeditious job of cleaning up the 
marble ring. 

Except for the practical industrial uses, however, the 
need for dyeing of the dull Brazilian agates has been 
most apparent. For many years the Germans have dyed 
all decorative agates before their final finishing. The 
agate is supplied in big solid masses. At the seller's, 
one could see whole series of bins, each with its boulder, 
and lying on the edge of each was a small dyed chip; 
a trial to show the purchaser what he could expect from 
each mass when it was finished up. Some of the dyeing 
process has been kept secret, though the principles are 
well known. Black is caused by carbon, introduced be- 
tween the crystal grains in the form of sugar dissolved 
in a solution, to be precipitated out in granular form by 
a subsequent treatment in sulphuric acid, or, perhaps, by 
a simple burning in a high heat. Red is a complicated 
copper precipitate, while some of the other colors are 
placed there in the form of aniline dyes. These are less 
desirable because they are less permanent. 


DYEING HAS VARIED EFFECTS 


Dyeing serves two functions; it emphasizes the band- 
ing and it also gives the stone a more attractive color. 
An interesting comparison of the relative grain sizes 
of the different pigments can be seen when successive 
slices are dyed different hues, for a band that is dark- 
ened by one pigment may remain quite unaffected by 
another. 

The original shape and size, and permeability to the 





coloring matter determines the use to which any par- 
ticular agate boulder may be put. Usually the banding 
is concentric, following the outlines of the original cay- 
ity, and the purchaser selected it for the use he had in 
mind. One common type of agate boulders has a yet 
unexplained horizontal banding across a large area, 
Presumably this represents the bottom of the cavity, 
the agate bands were deposited in the floor in a straight 
banded horizontal series, the uniformity of the banding 
determined by the position of the water in the pocket, 


BANDING OF AGATES 


No one knows what causes the banding of agates, with 
granular quartz succeeding a layer of vertical fibers, but 
it surely is related to successive deposition and the 
color bands and grain size are related to this. The ex- 
planation is of academic interest, but the fact of these 
flat parallel bands is of interest to the jeweler because 
they supply the material for several other sorts of stones, 
the onyx and the sardonyx used in cameos and intaglios, 

For these carved stones we need a flat banded blank, 
with two distinctively colored layers, cut parallel to 
the banding into a flat plate. The engraver goes to work 
on this material, cutting away with his tools the upper, 
usually white, layer to bring out a portrait or a picture 
standing in low relief above a contrasting background. 
Black and white cameos are made from the agate dyed 
with the sugar solution, sardonyx cameos, more com- 
monly called simply sard in the trade, are made from 
brown and white layers. 












ad is being placed. 





JEWELRY MAN OR MEN 


(large Eastern Territory) 


FOR JEWELRY MANUFACTURER 


We are a large manufacturer, seeking good-sized men who are accustomed 
to earning at least $10,000 a year and preferably more—selling the whole- 
sale jewelry trade. They will handle our well-advertised, well-promoted line 
exclusively. Write fully all details of experience, past earnings, personal 


facts. Your data will be treated confidentially. Our salesforce knows this 


Address Box No. “B., 273’’, Care 
Jewelers’ Circular-Keystone, 100 E. 42nd St., New York 
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Interesting patterns in the banded agates are de- 
veloped by careful cutting of the stones to take ad- 
vantage of the strata. Eye agates, the famous Aleppo 
stones, are such masses, cut cabochon with a dark layer 
at the top. Figure 8’s, O’s and so on can be produced by 
similar caution in the orientation of the slice. Complete 
sections through an agate nodule often show a coarsely 
crystallized center of rock crystal. For some reason the 
agate below the amethyst crystals is both thin as well 
as too low in quality for use, hence, we rarely see ame- 
thyst cores. Much of this latter material is but indis- 
tinctly banded and grades into the next type of fibrous 
quartz, the type known to the mineralogist as chalcedony, 
which will be discussed next month. 

With the sudden cessation of the importation of agate 
and its related stones, a great need developed for Ameri- 
can dyed stones, particuarly the black uniformly colored 
agates known as onyx. The old low import prices, cou- 
pled with German secrecy about the Idar methods had 
resulted in a complete ignorance of the subject in this 
country. Though a great many. firms attempted to pro- 
duce dyed stones most of them met with only moderate 
success. Eventually, however, stones measuring up to 
the old standards were obtained, though the only dyeing 
attempted was the solid black. 

Recently much of the onyx cutting has migrated again, 
this time to Brazil, but prices have not come down to 
the pre-war level for the German produced stones. 





SIX STEPS IN SELLING 
(From page 206) 


you can add pieces right out of our stock whenever you 
desire?” 

What woman can say no to that! Your prospect is 
interested because you have touched her on her most 
vulnerable spot—her own interests. 

Founded on simple common sense (sound psychology, 
if you like text-book talk) this rule seems so obvious that 
it’s amazing how many people overlook it. 

Every salesperson ought to be drilled in the art of 
creating desire before he begins to state facts about his 
merchandise. 

Suppose an insurance salesman were to call on 1000 
people and ask each one, “Do you want to buy some 
insurance?’’ Perhaps one out of the thousand would 
say, “Yes,” while 999 would say “No.” 

Until the insurance salesman has pointed out how in- 
surance will benefit or serve that person, the prospect 
is not interested. 

Therefore you don’t sell insurance, you sell protection; 
you don’t sell securities, you sell a means for retiring 
at 60; you don’t sell a rug, you sell a floor beautifully 
covered. 

In the same manner, you don’t sell a ball-point foun- 
tain pen like you would a ball-bearing machine. You sell 
its advantages in time saving, writing ability, cleanli- 
ness, etc. 

You don’t sell jewelry items, you sell style and ap- 
pearance. You don’t sell kindred merchandise, you sell 
its appearance, its effectiveness, its ease of use, its cer- 
tain satisfaction. 

In every case, try to remember that you don’t sell the 


article itself as such, but the service the article renders. 
(To be continued) 


FOR JUNE, 1947 





GOOD NEWS! 


Me Max SCHECHNER has assumed full charge of his 
Watch Repair Shop, the Marudo Watch Company. For 
the past two years Mr. Schechner, who is a well-known 
expert in his field, has been an Inspector of Watches for 
the United States Army and Navy. 








Our SHOP is equipped with the latest types of machines, 
including two Western Electric Recording Machines. All 
watches received for repairs are insured against possible loss. 


W:. GUARANTEE return within ten days on all watch 
repairs. A special Service for New York City firms—We 
call for and deliver watches twice daily. 


All work fully guaranteed 


MARUDO WATCH CO. 


48 WEST 48th ST. NEW YORK CITY 
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Specializing in diamond cutting to the exact 
requirements used in the manufacture of rings, 
bracelets, brooches, and all fine jewelry. 


Your requirements can be quickly and reliably 
filled from our completely equipped factory 


located in New York City. 


Write or wire your specifications. A quotation 
and delivery date will be sent to you immedi- 


ately. 


FELDMAN & RAUCH 


2 West 47 Street 
Longacre 3-1951 


New York 19, N. Y. 
Bryant 9-1899 


























SYNTHETIC STONES 


Ruby 

Garnet 
Kunzite 
Alexandrite 
Blue Sapphire 
Rose Zircon 


Golden Sapphire 


White Sapphire 
Blue Spinel 
White Spinel 
Peridot 
Aquamarine 
Zircon 
Emerada 
Tourmaline 


Cushions 
Octagons 
Ovals 
Antiques 
Rounds 
Pear shapes 
Novettes 
Barrels 
Shields 
Hexagons 
Triangles 
Fan shapes 
Bar 

ANY SIZE 


FACETS—BUFF TOPS—CABOCHONS 





ONYX—SARDONYX—BLOODSTONES 





Precision Cut In Our Own Plant — 


One Of The Largest In The Country 


METROPOLITAN GEM 


CORPORATION 


Importers & Cutters of Semi-Precious Stones 


12 John Street 


New York 7, N. Y. 


COrtlandt 7-0584 

















PERSONALIZED | 
BELT BUCKLE 


One-piece hand-made two or three 
letier monogrammed buckle. 

: Keystone _ 
STERLING SILVER --- $000 
GOLD PLATED ON STERLING . - Hone cee 
10 KT. SOLID GOLD .. 
14 KT. SOLID GOLD 





Lous NEFF 


740 SANSOM STREET PHILADELPHIA 6, PA. 








“A2MC-LotNo.513 


Capacity—1000 carats 


Weighs 42 carats without 
weights. 

. 
Largest selection and vari- 
ety available from largest 
diamond jewelers’ supplier 
in the world. 











* 
Send for latest catalog and 
price list today. 


I. KASSOY, Ine. 


7 West 45th St. 
NEW YORK 19, N. Y. 


‘Makes no Compromise with 
Quality” 














DIAMONDS FOR or EXPORT 
BARBER «xo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, Fe oe 
CABLES: SLUBAR - ‘LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


ILONDON, ANTWERP ann AMSTERDAM 
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NAJC PROGRAM SHAPING UP 


(i vom page 171) 


other subjects. Major Dana C. Beatty, the statistical 
expert who made the study for the NACJ on “Percent- 
age Leases for Credit Jewelers,” will be available to 
jewelers who are faced with percentage-lease problems. 


Another feature of the four-day event will be a 
jewelry and fashion show, held under the auspices of 
the Jewelry Industry Council, scheduled for Monday 
evening, July 21. The public, as well as members of 
the jewelry industry, will be guests at this show. 

Jewelry by American manufacturers will be shown 
on models wearing the latest fashions in clothes fur- 
nished through the courtesy of the Chicago Fashion 
Industries. 

Fabulous jewels will be featured with elegant evening 
clothes. New trends will be discussed and demonstrated 
with new fall fashions, which show a decided change 
from the informality of war years with their regula- 
tions and restrictions. 

There will be costume jewelry, precious jewelry, less 
expensive precious jewelry, watches, bracelets, earrings, 
necklaces of all types, suited to clothes that will also 
be in all price ranges. 


While this show is definitely a projection of fall fash- | 


ions and fall jewel trends, it will be a selling show, 
keyed to the necessities of a market that no longer takes 
anything and everything, but is highly selective, defi- 
nitely price conscious and interested in many things 
now available, not only in hard goods, but all types of 
home decoration and equipment. The clothes shown 
will be selected to reflect this point of view, as will be 





Museum Displays Largest Cut Stone 

















On exhibition at The American Museum of Natural History is 
the largest lapidary-cut stone ever known to be made in this coun- 
try and possibly the largest in the world. It is a huge rectangular- 
cut quartz topaz weighing 1683 carats and measuring three inches 
long, two and one-half inches wide, and one and seven-eighths inches 
in depth. The gem is a flawless topaz quartz, rich gold in color. 

It was found in the Minas Geraes of Brazil in 1942, and pur- 
chased by Walter Leyendecker, who with his brother eventually cut 
the 101 facets when relief from their more important war work 
permitted. The gem has been loaned to the Museum and will be 
on display in the Morgan Hall for one month. 


FOR JUNE, 1947 
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GUINAND TIMERS 
t 
GALLET TIMERS 
» 

GALCO TIMERS 


z ’ 
GALLET CHRONOGRAPHS © 


Write for latest 
Catalog just 


off press. 


JULES RACINE & COMPANY 


20 WEST 47th STREET, NEW YORK 19, N. Y. 
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PACKAGE BY TRILSCH 


OSCAR TRILSCH CO. 
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SALESMAN WANTED 


WITH A FOLLOWING 


To Sell a Line of 
FINE SWISS WATCHES 
To Better Retail Trade 
THE MAN WE WANT MUST HAVE 
EXPERIENCE and PERSONALITY 
“ 


He must have the foresight to see 

greater possibilities in developing a 

smart line that has quality and good- 
will to back up his efforts. 


FULL COOPERATION 


® 
ALL TERRITORIES OPEN 


Your communication will be 
treated in strict confidence 


Address: Box "F. 339" 
JEWELERS' CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 














TAiNKs AHEAD 


gi 


re. SUBSTITUTE 


EXCLUSIVE DISTRIBUTION AVAILABLE TO DEALERS 
IN CITIES UP TQ 10,000 POPULATION 


HUGH P. LASSEIGNE & C C0. 


“3 £3 A ¥ wh & Wyse Qh} eet PE & tiv Pe § he $ xt f iy LOG (LE ke é 
} WN a eee + 6 Ba 


Ne W ORLEANS 12.LA. 


IMPORTERS AND MANUFACTURING WHOLESALERS DIRECT TO THE RETAILER 





MADE TO U. S. ARMY SPECIFICATIONS! 


“pioin 13-79 


Sturdy 15 Jewel ELGIN men’s wrist watches. 
Waterproofed. Stainless Steel case. Unbreakable 
crystal. Sweep second hand. Fully reconditioned 
in every way possible. Made to meet U.S. Army 
Air Corps Specifications! At last, good quality 
watches, reasonably priced. MINIMUM ORDER 
3 watches, 20% deposit, balance C.O.D. Price 
$13.75 net. 


L. J. THOMAS & CO. 


Dept. M-4, 12413 So. Harlem, Palos Heights, Ill. (Suburb of 
Chicago). 


(Reference: Dun and Bradstreet and Jewelers Board of Trade.) 
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RARER ARREARS ARRAS SSS 


“pewter WHOLESALERS-JOBBERS—IMPORTERS “Pewter 


English Hand-Hammered Pewter Hollowware 
by George Lee & Co. and Messrs. Viners Ltd. 
Fine Reproduction Sheffield Plate, Copper and 
Brassware by important British manufactur- 
ers. Antique Silver and Plate. Visit our show- 
room where all merchandise is on display. 


Prices back to 1939 level 


SOLE FACTORY AGENT IN U.S.A. 
C. BERNFELD 


28 West 37 Street New York 18, New York 
Wisconsin 7-7903 
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the jewelry, and in all clothes categories, jewelry will 
be scaled to the price ranges of the garments. 

The Jewelry Industry Council has completed a sur- 
vey of teen-age jewelry through the magazines devoted 
to this age group, and the result of this research will 
be seen on the runway in the Stevens Hotel in a special 
feature on junior and teen-age jewelry. The develop- 
ment in the world of fashion of teen-age magazines, 
teen-age apparel, accessories, and jewelry will be com- 
mented on in connection with this feature. 

The program will be completely illustrative of the 
varied uses of jewels that once were wont to serve only 
one purpose. | 

Functional, decorative, jewel gifts, sentimental types, 
and of course, new trends in jewels will be exhibited. 

The show will be directed by June Hamilton Rhodes 
and her associate, Isabel Crawford. Mrs. Rhodes will 
discuss briefly Autumn trends and Chicago representa- 
tives of fashion magazines will give their points of 
view on fashions for Autumn and Winter, 1947. 

The NACJ recognizes that the National Jewelry Fair 
is the most important part of the jewelers’ big gathering. 
Retail jewelers come to Chicago from great distances 
to spend as much time as possible with the show ex- 
hibitors and, in line with this, convention sessions will 
be the best that can be arranged, but they will be short. 
Private clinics will be used wherever possible instead of 
talks that would tend to keep jewelers away from the 
exhibits. 


KNOW CUSTOMERS BY THEIR FIRST NAMES 
(From page 210) 


Ward believes, you must have a liberal return policy. 
Women simply won’t keep anything which they don’t 
like, and being within easy returning distance they don’t 
hesitate to bring back an item purchased some time ago. 

Shirlington is brand conscious when it comes to 
jewelry. You may sell an unbranded item to a city cus- 
tomer, but not here. Residents near Shirlington, in 
Parkfairfax, the 1,684-family unit owned by Metropoli- 
tan Life Insurance Company, and Fairlington, a Gov- 
ernment defense housing project, have incomes ranging 
from $3,000 to $7,500—quite above the national average. 
Naturally, quality comes before price for people in these 
brackets. 

In the suburb the problem of location for a jewelr; 
store is quite different from that of a city where a» 
owner can set up shop in a section where competition is 
not so keen. But in a small suburban shopping center 
where, as in Shirlington, 100 stores will be eventually 
crowded within a couple blocks, competition is concen- 
trated within a small area. The Shirlington store com- 
petes with 15 specialty shops which sell jewelry. 

Regardless of the location within the center, all fare 
alike when the weather is bad. The cash register simply 
doesn’t ring when the mercury drops below zero. In 
both the city and small town, customers manage to get 

(Please turn to page 256) 





UBELIN 


FOREMOST IN STYLING 
UNEXCELLED FOR QUALITY 
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This Watch ..... The essence of sweet femininity 








Suggested to retail at $240. 
(Federal Tax included) 


Others from $80. up 


in full bloom is expressed by this wrist watch— 
Fashion-Styled for the occasion of a lifetime. 18 
kt. gold case with slanting sides, white silver or 
gilt dial with applied gold figures and dots, 9 
kt. gold buckle. l7 jewel Gubelin lever movement. 





Another example of Gubelin’s mastery 
in watch design, their leadership in fash- 
ion styling—now available for the first 
time through a selected group of the 
finest American jewelers. 


Watch for outstanding examples of 
Gubelin’s artistry in the fashion maga- 
zines. Write for Photographic Presenta- 
tion of our complete line. 


WHOLESALE ONLY 





_ GUBELIN INTERNATIONAL CORPORATION, 336 Park Avenue, New York 





FOR JUNE, 1947 
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Odds ‘nm’ Ends 
Sell Quickly 


As ‘Luxuries 


Many a small item displayed by 
MeEntee’s, Oklahoma City, Okla.. 
during ‘off seasons’ is eagerly 
snatehed up by gift-hunters. 


by L. A. RITCHIE 


CLEVER idea in window display which creates 

much comment at J. M. McEntee & Son Jewelers, 
Oklahoma City, Oklahoma, is a selling display titled 
“Little luxuries that contribute to the Gaiety and Satis- 
faction of Living.” 

The McEntee store has found that a special promo- 
tion of smaller jewelry gifts of this type, run in what 
otherwise would be a dead season of the year, will in- 
variably bring in new customers and a pleasant extra 
sales volume. 

“The idea is simply that we present some less expen- 
sive but desirable gift items at a period when the average 
man doesn’t expect them, and stir up the impulse to 
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This display of 
china patterns 
made many peo- 
ple remember the 
McEntee store as 
“the place with 
the china spread 
across windows," 
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A special Easter window conceived by 
McEntee's featured giftwares, mainly. 


buy,” it was pointed out. “Quite frequently our cus- 
tomers are husbands who look at the window casually 
and then remember perhaps that it has been a long time 
since they have purchased a gift for their wives—and 
come in to buy a cellaret, salt and pepper set, clock, 
napkin rings, etc., on the spur of the moment.” 

One of the large windows on the left side of the store 
is uniformally used for this purpose, about 8 feet of 
window space marked with the “Little Luxuries” signs 
in Spencerian script. Merchandise included, draped 
hehind with silk and satin cloths of bright colors, may 

(Please turn to page 274) 
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HAND ENGRAVED BELT BUCKLE SETS 


SS .. Sterling Silwer. i: o% cise es MS. tC eae 
#582 Sterling Silver ..... .. & large . ~~ S3.15 
#583 Sterling Silver with plate..... e”. & §S.90 
#590 Sterling with Gold Overlaid .. . %'’. . . $9.00 


HAND ENGRAVED WATCH STRAP BUCKLES 


°Sl Sterling Silver... . <. ea ee. eee 
#52 Gold Plated Sterling .. \'', %, %'’. . . $2.25 
#53 Gold Overlaid Sterling . \"', %'', %’. . . $4.00 


AUTHENTIC WESTERN BELTS 


#500 Western Belt. Russet. End Tapered to %”’ . $1.75 
#501 Hand Painted. Russet and Cordovan .. . $2.25 


HAND CARVED WATCH STRAPS — COMPLETE 


#10B Sterling Silver Buckle, Russet Leather . . $2.50 
#8B Same as above, with.two-tone leather . . . $2.75 


ALL ABOVE ITEMS INDIVIDUALLY PACKAGED 


ee 
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the double appeal—and watch 
your profits soar! Western belts,and watch 
bands individually hand carved in the 
finest of leathers, with both hand en- 


graved and plain semi-precious buckles. 


AVAILABLE FOR IMMEDIATE DELIVERY 


A complete line of watch bands in pigskin, calfskin, 
cordovan, alligator, lizard, and sharkskin, with the 
following choice of buckles: gold plated, gold filled, 
sterling silver, and sterling silver with gold overlaid. 


PA CLFSLiS 


WATCH ATTACHMENTS COMPANY 


o 
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Save Money On Your Printing Bills 





Like everything else these days, printing costs have risen, but 


there are ways to save money and get better results at the 


same time. Here’s twenty short-euts that will cut your bills. 


by ERNEST W. FAIR 


ITH the upward spiral in prices we have with 

us today, it’s the smart jeweler who keeps a 
keen eye and a firm rein on his business operating costs. 
Trying to stretch your dollar to do the same job it did 
three, or even two years ago is well nigh impossible. 
On the other hand, getting the most for your money 
expended is only good common sense and important to 
every jeweler from the village store owner to the super 
establishment in the metropolitan area. 

Take your printing for example; let’s say you’re going 
to spend $250 on printing this year. By exercise of a 
few little short-cuts and some well-worked out and tested 
ideas you can cut that bill to $200 or you can get $300 
worth of printing for your $250! Either way it’s good 
business. Every jeweler can help his printer do his 
work better and less expensively. There’s nothing com- 
plicated about these short-cuts; they are easy to follow. 

1. Plan standard printing jobs well ahead .. . as far 
ahead as possible on letterheads, envelopes, etc. Reason, 
we can take advantage of quantity prices and that really 
means something in printing. For example, 500 letter- 
heads and envelopes might cost you $10.00. That’s $20 
a thousand. Yet 5,000 of the same job will probably 
cost you only $40! That’s $8 a thousand and that’s a 
saving worth making. The reason is that 40 to 60 per 
cent of printing cost is in doing the work preparatory 
to putting the job on the press. So, plan ahead as far 
as possible; order in as large a quantity as possible on 
any standard job; it always pays. 

2. Know your printing papers. Paper is not a com- 
paratively expensive item in printing but it does make 
a difference. Have your printer offer you samples in 
several selections. When jobs are bought in quantities 
and a less expensive grade of paper can be used, the 
saving is generally worth while. 

8. Simplify all of the store forms, records, etc., that 
you have printed as much as possible. If such different 
printed forms have enough similarity so that they re- 
quire only a few changes to make them usable that will 
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save a lot of composition cost. Ask your printer about 
it; he’ll be glad to explain in detail and in these times 
when he is rushed, he’ll probably be more than glad to 
help you go about this. 

4. Don’t rush your orders. Plan them well ahead. 
In nearly all cases printers can offer better prices on 
jobs turned in two or three weeks in advance than on 
jobs which have to be delivered tomorrow. The reason 
is something called time-and-a-half and double-time for 
labor; printers get good wages, they mount up when 
doubled! 

5. Have you been using some forms over and over 
again, year after year without change? Most jewelers 
do have such, printed jobs. If your printer has a small 
shop ask him what it would cost to have your job set-up 
on a linotype; for you to buy the metal and for him to 
store the job for next time. Chief reasons for this is 
that it will save you composition costs, and linotype 
metal cost to you on the average job would be very 
small. The average printer will be glad to co-operate in 
this way. 

6. Do you use illustrations in your printing? Cuts are 
expensive today. It might pay to check up on whether 
or not advertising mats could not be used just as well; 
they cost very little to buy or to cast for use. Often- 
times printers have hundreds of them from which to 
choose your needs. Such services can be purchased out- 
right for your own use. Mats can save money over cuts, 
if you can use them. 

7: Don’t shop around for printing every time you 
have a job to be printed! Printing is an unusual com- 
modity; it has no standard price. Jewelers can generally 
get a better deal from a printer who knows he has all 
of their business than from one who knows this may be 
the only job he will receive from them this year. Pick 
the printer carefully; then stick with him as long as he 
delivers the goods. 


8. Fancy checks are most attractive, aren’t they? But 
(Please turn to page 278) 
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Set of six extra 
heavy Sterling 
Silver beverage 
cups—22K Gold 
plated lining — 
with extra heavy 
Sterling Silver 
tray to match. 


; : 
: ee. 
+ Be 
HN 3 
* 
if 
; = 
; R 











FOR IMMEDIATE DELIVERY 
Sold through your Wholesaler 


Also a large and 
varied line of Baby aaa 
Silverware including 
Rattles, Napkin 
Rings, Food Pushers 
and Sterling with 
plastic teething 
rings in assorted 
colors— attractively 


boxed. 











Tecan 


Carving Sets with Ster- Sterling Silver Baby Cups. Sterling Silver Knife, Fork and Spoon Baby 
ling Silver handles. sets. 


Owing to greatly increased production we are now in a position to serve additional Wholesale Distributors 


JOSEPH M. SHANHOLTZ 
723 Sansom St. Philadelphia 6, Pa. 














Minn nnn 
A 

MASSIVE 

MASTERPIECE 


OCTAGON BANGLE BRACELET 
ENTIRELY 14 KARAT GOLD 





e The ultimate in jewelry crafts- 
manship—engine turned, made in 
any desired width—in white, yellow 
or pink gold. 

IMPORTANT: Charms, initials and other selected 
ornaments can be mounted on any 
or all of the eight sides of this 


stunning bracelet—at little extra 
cost. 





Illustrated, 144” width—$260 Keystone 


SMANUFACTURING JEWELERS 


125 CANAL STREET, NEW YORK 2, N. Y. + WAlker 5-8916 
HAMM 
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The Book Shelf 


100 Years of Silver 


A Century of Silver, by Earl Chapin May. 388 + XI pages, 5 x 8 
inches. Gray cloth binding. Illustrated. Published by Robert M. 
McBride & Co., New York. Price $3.50. 





AN extremely well written and readable history of 
the present International Silver Company from its 
earliest beginnings with the Rogers brothers and Horace 
Wilcox, and their early experiments in the manufacture 
and sale of plated silver and Brittania ware down 
through the years to its present eminent position. 


Rich with entertaining anecdotes of the early years, 
the book traces the background of the many enterprises 
that have been welded into the present day International 
Silver organization and the colorful individualists who 
were their founders and guiding spirits. 

An interesting section deals with the company’s en- 
trance into major advertising and promotional activities 
around the turn of the century under the direction of 
the late W. G. Snow who was advertising manager for 
many years. Later he became Director of Historical 
Research, in which capacity he gathered and arranged 
much of the data on which the book is based—a con- 
tribution to its making which is gracefully acknowledged 
by the author. 


Nor are the more recent events neglected. Special 
attention is given to the company’s war record in the 
production of military items and to its later reconversion 
to the manufacture of civilian goods, in the making of 
which it rounds out a full century this year. 


The book is recommended both as entertaining read- 
ing—especially to anyone who has to do with silverware 
—and also as an accurate historical record for. the 
serious student who wishes to study of the early days 
of tableware manufacture in central Connecticut, and 
the steps in its growth to its present proportions. 


Preparations for the Wedding 


The Bride’s Book, by Edyth Thornton MckLeod, 64 pp., 8 x 101%4 inches; 
illustrated. A Malba Book, published by Archway Press, 41 West 
47th St., New York 19, N. Y. Magazine-type edition, 50 cents. De- 
luxe, bound edition, $2.00. 


HERE is a splendid little book, covering virtually. 
every conceivable aspect of the wedding prepara- 
tions, which should be in the possession of the bride- 
to-be. And getting it into their hands should not be a 
difficult matter at all, since the book is published in an 
inexpensive, magazine-type edition selling for 50 cents, 
which jewelers would do well to buy in quantity and 
give away to prospective brides as promotion material. 
Practically every part of this book is sure-fire pro- 
motion for the jeweler, including a section on “wedding 
themes.” This section considers a number of possible 
color schemes for the bride’s gown and accessories 
notable among them the “palladium perfection wedding” 
specifying a palladium-colored crepe gown to comple- 
ment the metal used in the engagement and wedding 
rings. 
Also of interest to jewelers are sections devoted to 
the selection of engagement and wedding rings, wedding 
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gifts, gifts for the attendants, etc. Too, the section eop- 
cerned with household requirements, especially silver, 
is particularly good from a promotional point of view. 

In short, circulation of this book among brides-to-be 
in any jeweler’s community should reap great dividends, 





Pocket Reference of Jewelry Information 


Jewelers Pocket Reference Books: Compiled by Robert M. Shipley 
382 + XVI pages, 34% x 5% inches. Blue cloth binding. Illustrated, 
Published by Gemological Institute of America, Los Angeles, Cali. 
Price $2.75. 


S the title indicates, the book is a compilation of 
various kinds of information relating to the jewelry 
trade. Included in its contents are tables and diagrams 
showing sizes of rings, watches, diamonds and pearls; 
sketches and photographs depicting various styles of 
mountings, chains, jewelry findings, clocks, motifs of 


_ silver ornamentation, the shapes in which gemstones are 


cut, the emblems of various fraternal orders, and a page 
of typical monogram designs. Also shown are the cur- 
rent flatware patterns of some of the silversmiths, several 
pictures illustrating typical items of hollowware, and a 
plate in which the various items of flatware are pictured. 

Tabular data is provided on such subjects as the 
specific gravities, refractive index, hardness and_ color 
of gemstones, the properties of precious, metals, the pro- 
duction of diamonds, the famous diamonds of the world, 
and directories of trade schools and national trade asso- 
ciations in the jewelry industry. 

Something over 100 pages of the book contains a 
short dictionary of terms used in the jewelry trade, 
while other sections deal with diamond grading, gem- 
ological tests, and the care of jewelry, watches and 
silverware. 

The book will, no doubt, prove helpful as a handy 
assemblage of much useful data now scattered through 
many other volumes, though, in several respects leaves 
something to be desired. Because of the smallness of 
the pages many of the illustrations are so reduced in 
size as to bé somewhat lacking in clearness; there are 
serious omissions in several of the tabulations; and the 
dictionary is rather too incomplete to adequately serve 
the purpose of providing the definitions of unfamiliar 
terms. 





Principles of E*ective Advertising 


Advertising For Profit, by William L. Doremus, Asst. Professor of 
Marketing, New York University. 130 pages 5144 x 8 inches. Cloth 
binding. Published by Pitman Publishing Corp., New York. Price 
$2.00. 


ERE is a short primer setting forth the elementary 
principles of effective advertising as applied to the 
business of the average small independent retailer. 
Topics dealt with include both newspaper and direct 
mail advertising; handbills and flyers; effective use of 
premiums; various forms of signs including the store 
front, posters, bus cards, etc.; possibilities in the use of 
classified ads; radio advertising; the use of space in 
church and club publications; publicity stunts; trade- 
marks and slogans. 
Specific examples of various types of advertising with 
costs and results are quoted, and a check list against 


which the reader can measure his own performance is 
(Please turn to page 285) | 
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KNOW CUSTOMERS BY THEIR FIRST NAMES 
(From page 249) 


out somehow, but suburbanites simply prefer to remain 
indoors. 


Selling jewelry in the suburbs is like a kid’s picnic! 
For almost every mother brings a toddler with her when 
she shops. With severe apartment restrictions against 
children in large cities, it is quite understandable to find 
a larger than usual proportion of the 6,000 babies that 
are born every day delivered to Shirlington families, 
Actually almost every family in the area has at least 
one child. But why worry! Ward does a land-office 
business in gilded baby shoes as a consequence. Too, he 
has found his parakeet “Jerry” worth his weight in gold. 
While the kids look at the bird, the mother does her 
shopping. 

In town Ward can see why some stores prefer ty 
follow a display pattern that crowds many items of 
merchandise into one window. But not for the suburbs, 
Since the same customer comes by every day, her atten- 
tion must be attracted by a display that gets attention. 
He draws up a simple idea that places emphasis on some 
central object symbolic of the season, then ties in his 
merchandise. He changes displays at least once each 
month. 


Since the Wards have had their suburban store for 
only a short time, they do not offer their suggestions on 
suburban jewelry selling as hard and fast rules. It’s 
simply what they have learned from their own experi- 
ence—and even though they have come a long way, the 
future may pose a lot of new problems—but they’re 
ready to meet them. 





HE PULLS 'EM IN WITH RADIO 
(From page 214) 


counts we chose the radio to establish us as credit jew- 
elers, and after a few spot announcements one Sunday, 
we had enough credit customers to fill an index.” 


Typical spot announcements employed by Cohen are 
seldom more than forty word spots like: “The owners 
of Rose Jewelers, 507 Canal Street, wish to you and 
yours, a very happy Easter—and remind you that your 
credit is good at Rose Jewelers, 507 Canal Street, where 
a complete line of jewelry awaits your selection.” 


“Our radio advertisements are ‘short and sweet’—and 
there are good reasons for choosing short over long 
plugs,” Mr. Cohen said. “By using thirty-five or forty 
word announcements we are able to get on the air at 
the best times of the day and between popular pro- 
grams. I suppose we chose short spots because, like 
most folks in the listening audience, we think that long, 
drawn-out announcements are monotonous and have the 
tendency to produce resentment rather than green- 
backs.” 

Folks listening to a typical Rose advertisement sel- 
dom know the care Mr. Cohen takes in preparing his 
spots for the radio. Words with “p”, “t”, “s”, and 
too many of the character “r’ are avoided as much as 
possible, to prevent the radio announcer from lisping, 
mumbling or getting mixed up in the text of a mes- 
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sage. Words whose syllables ‘‘just don’t slide into one 
another” are put aside in place of better ones. Lengthy 
words and phrases are also on the black list. 

“All of these precautions,’ Mr. Cohen points out, 
“may seem to be solely for the benefit of the announcer 
who may be hurried by a time schedule. However, the 
smal] jewelry merchant, like myself, has to be sure the 
appropriation he has set aside for radio advertising will 
get a good ‘selling message’ across, instead of one that 
js poorly articulated, and therefore detrimental rather 
than beneficial to the store.” 

This policy gets potential customers into the store— 
the next step is to sell them the kind of merchandise 
that will keep them coming back for additional jew- 
elry. 

“When our store opened six months ago we could 
hardly say more than ‘we’re in business,’ ” Cohen says. 
“To-day we've just about secured everything the aver- 
age jeweler has. We enjoy a steady flow of traffic 
through the reputation we've established as a friendly 
jeweler with medium-priced merchandise. 

“Our credit accounts number just about as many 
as we care to handle at present,’ points out Mr. Cohen. 
“Of the four people in the store, our watchmaker is the 
only one who is not a partner, and if we take on many 
more credit customers we will be forced to take on an 
additional employee. 

“We feel we’ve expanded quite a bit since we opened 
our doors for business; we want to make sure we’ve laid 
a solid foundation before proceeding by leaps and 
bounds,” he adds. “My father, sister and I are all here 


during the peak hours of the day and at least one of 
us is here at all times between opening and closing 
time. In this way we can run our business a lot more 
efficiently and whats’ just as important—our customers 
know they are dealing directly with the management, 
which adds a personal touch that is lost by many stores 
when the owners and managers sit behind a glass door 
throughout the day.” 

Have these policies worked out to show material gains 
for the store? Each month has shown an increase in 
the amount of advertising used by the store. A brand 
new neon sign that pictures a red rose has been pur- 
chased and placed in front of the store. A watchmaker 
has been added to the staff to service watches and 
jewelry. Fixtures are now being made to cover a 
side of the wall that is presently bare. And, at the 
request of the customers, small appliances like table 
radios, electric clocks and toasters are going to be 
added to the general merchandise the store presently 
carries. 





ILLUMINATION KEYNOTES STORE ATMOSPHERE 
(From page 216) 


permit this, five display cases are used, elbow-height, 
glass-shelf models, arranged with one large case on 
either side and three in the center. Gold and diamond 
jewelry is shown in the case on the left, with blue and 
black velvet trim, watches in the center case, and fine 
costume jewelry in the case on the right. Each case is 
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HOW FAR CAN 
WE LEAN OVER 
BACKWARD 





to make deliveries? 
WE HAVE NEVER FAILED TO MAKE DELIVERY ON TIME 


If it means leaning over backward, 

we do it, although our customers may 
never know about it. They know 
Barnett has always supplied their fancy 
paper boxes on time... 

and we know we have 


Satisfied Customers. 
That's what counts. 


f COMPANY 
TURNER & MASCHER STS. 
HILADELPHIA 22, PA. 





For Four Generations, Manufacturers of 
Distinguished Paper Boxes for Distinguished Products. 
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lighted within by a “daylight” type fluorescent lamp, 
concealed in a semi-circular copper tube which dog 
away with glare and reflection. 

Most sesthaheie feature is the use of overhead incandes. 
cent blue lights, similar to those in diamond lamps, 
which total to more than 2,000 watts. There are foy 
of these suspended directly over each case, in a novel 
zig-zag wooden chandelier fixture. Spaced in this way, 
the epetlighte direct a flood of light into the cases wit}. 
out reflection or glare. “There’s a lot of psychology in 
this lighting,” Mr. Mennemeyer said. “With no counte 
lamps it isn’t necessary to drag the customer down the 
counter to see a diamond under the lamp—and create 
suspicion as to how it will look in daylight. The light 
is the same at any point on any counter in the store. 

“TI feel that fluorescent lighting is ideal for bringing 
out the lustre of fine gold and sterling silver,” the jeweler 
stated, “but that the overhead incandescent is far better 
for diamonds and costume jewelry. Therefore, we have 
combined both.”’ 

The entire rear wall is paneled in rich walnut, ep- 
closing a prominent space. Whereas the safe occupies 
only about 3x 3 feet of space, the paneling all around 
it, extending 4 feet on either side, has been done a flat 
green, as has the safe door. This gives the appearance 
of a large bank vault, which impresses upon customers 
the value of the diamond stock contained within. Inci- 
dentally, the store carries many diamonds up to and 
above the $5,000 level and doing most of its own mount- 
ing and designing. needs the elaborate protection system 
which has been provided. 

On either side of the paneling at the rear are two 
small rooms which are used either for desk work, or 
private diamond showings as desired. These are inde- 
pendently lighted and soundproof. 

Mr. Mennemeyer spent $12,000 on the unusual re- 
modeling job, every inch of which is visible from the 
hallway outside—inasmuch as the front wall of the store 
is a solid sheet of glass. The store has seven employees, 
and has developed most of its annual volume through 
the use of a 10,000-name direct-mail list, sent out 
monthly to the St. Louis territory. 





DIPLOMACY—NOT DURESS 
(From page 218) 


safer and morc profitable policy to sell the customer on 
your company and on its interest in his welfare while 
collecting his money—by skillfully appealing to his own 
selfish interest. pointing out the reasons why he himself 
will be better off by paying you promptly. To keep 1 
friend through a letter like that is easy; that means 
making a continuing profit off him in the future rather 
than collecting a one-time payment and then losing him 
as a regular customer. 

Those who write the sales department’s bring-’em-in- 
buying letters (which are often nullified by poorly-con- 
ceived collection letters) know that the most effective 
hook to insure customer action is an appeal to the reader's 
self-interest—an exposition of why he will be better off. 
richer, healthier, happier or what have you by doing 
what the writer wants him to do. The same gimmick 
can bring faster action in collection letters than petulant 
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J]-will, and it can make sure that the customer continues 


to like you. 
Consider this letter, used with excellent results by a 


midwestern jeweler: 


“Dear Mrs. Smith: 

“Your credit is a precious thing. It’s your repu- 
tation, the black and white record of your up- 
standing place in the community. 

“Did you know that through oversight you’re in 
danger of losing the valuable credit rating you 
now have? 

“You see, this jewelry store, like most of the 
better jewelry stores in the city, belongs to the 
credit bureau. As a member, we are obliged to 
report all accounts more than siz weeks over- 
due. Your bill has been out for a month now, 
and in two more weeks we'll have to turn in 
your name, although we very much don’t want to. 
“That is the reason for this letter. We wouldn’t 
like anything to happen that might lower in the 
slightest your very place in the community. 
Sometimes it takes years to wipe off the blot of 
such a report. 

“Won’t you please send along a check for the 
$11.85 that our books show, so that your place 
in the community can be preserved? Do it today 
and get it off your mind.” 


Note how the writer stuck close to his main theme of 
customer benefit—pointing out why and how the reader 
may suffer by letting his credit rating slip; staying on 
his good side by noting that “we are obliged” to report 
lax accounts; and making a strong final appeal for im- 
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mediate actiou—‘ Do it today and get it off your mind.” 
Sometimes, a single letter fails to bring in the remit- 
tance. Then this letter is sent as a follow-up: 
“Dear Mrs. Smith: 
“Last week, I wrote you pointing out the danger 
in which you now stand of being low-rated in 
the city’s credit bureau records because last 
month’s bill has slipped your mind. If you'll 
recall, I mentioned that we are obliged to report 
overdue accounts, however little we like to do 
so when the account is that of a very good cus- 
tomer and friend like yourself. 
“So now I want to remind you that only a week 
remains before it becomes necessary to send 
your account to the credit bureau. 
“If you mail us a check today, we'll see that 
it’s entered in time to keep that from happen- 
ing. Act now—please.” 


Notice how these letters carefully avoid any appear- 
ance of “being mad.” They are couched in friendly 
terms, and attempt to make the customer feel that the 
company is on his side, battling to keep intact his valu- 
able local credit rating. 

Negative, “get-up-the-dander” words like delinquent, 
unsatisfactory, overdue and failure to pay, are avoided. 
In place of them, the letters concentrate upon positive, 
friendly words and phrases. 

A business letter isn’t a lot different from a personal 
letter. Would you write to a good friend who had failed 
to do something you wanted, and berate him as a bum? 
Not if you wanted to keep your friend. A customer in 

(Please turn to page 268) 












"DISTINCTIVE 


COLBERT JEWELRY CORP. 


145 ‘WEST ASth. STREET 
NeW YORK 19, New YORK | 


ES - $19.00 eee 
* BRACELET AVAILABLE AS “DEAREST” 


KEYSTONE 
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14 KARAT GOLD — 
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Customers remember Goldman’s. Kansas City. 
Mo., when they think of silver. Constant 
exposure to extensive pattern array keeps 


interest high and sales at steady pace. 


HERE is no legerdemain involved in selling a 
volume of $150,000 per year in sterling flatware and 
hollowware, according to Mrs. Ruth White, head of the 
silver departments of Goldman’s, Kansas City, Mo. 

Goldman’s, celebrating its 61st year in Kansas City, 
devotes what at first glance seems a disproportionate 
amount of space to sterling silver—almost the entire left 
side of the store, in fact. However, when Mrs. White 
points out the fact that thirty complete patterns of 
sterling flatware are always shown in 12 feet of knee- 
hole display cases, backed up with even more patterns 
in hollowware, it becomes simple to understand the rea- 
son for the size of the display and why every customer 
who visits the store remembers it. 

The management long ago determined that sterling is 
one of those items which everyone tucks away in his 
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Telling Complete Story 
Builds Sterling Volume 





Entire assortment of thirty pat- 
terns in sterling flatware which 
the store carries is on display 
at all times in these two cases. 


by RICHARD LONGDEN 














Brand names are continually played 
up in Goldman promotions. This ad 
features return of patterns that 
were unavailable during the war. 


mind as a “future hope,’ but sees no reason why the 
store visitor should not get a complete education in 
sterling silver whenever he visits the store. Therefore, 
every possible means of attracting attention has been 
taken into account in setting up the department. 
Directly in front of the door, a low case at right 
angles shows baby gift silver exclusively—bowls, cups, 
porringers, lockets, fork and spoon sets, etc. Some 27 
items are kept highlighted here, so that the entering 
customer sees them right away. Goldman’s took the 
unusual stand of spotting infant gift sterling here on 
the theory that infant, sterling is one of the last items 
shown in most stores, and since it is bought least, it is 
wisest to make sure that the customer sees it first. Thus 
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CORHAM 





} CREENDRIER 





" Little dinners are our hobby...and whether they're 
for two or ten...out comes our sterling. We bought 
our first place-settings after we were engaged... picked out 
our Gorham Greenbrier pattern together. That way 
we could start with solid silver...and put it to good use 
while we matched and added. There’s something about 
Gorham quality and craftsmanship that makes every piece 


get lovelier the more it’s used...and you can’t say 





we haven’t put our Gorham Sterling to the test.” 


THE MODERN WAY ¢o start sterling is to buy To help you to enjoy your sterling, send for illustrated 
* in units of place-settings, each consisting of six book, “Entertaining—the Sterling Way,” 10¢ (out- 
pieces, as shown here in Gorham Greenbrier. ; 
Dt -« few shiney ons ee teate dite side U.S.A. 40¢). Address The Gorham Company, 
* your sterling silver immediately. VO.-48, Providence 7, Rhode Island. 
* ® 





fouhum 


STERLING @Go 


AMERICA’S LEADING SILVERSMITHS SINCE 1831 


x 


Illustrated: four of the 
Listen to the Bride and Groom.program, ABC, 2:30 p.m. Eastern Standard Time, Monday through Friday. twelve Gorham patterns 


oe 


De Lame oun appeal of thé fan. urtll Caplan 
pmeodind In Cpl, Marpert Bapaar; Cpr 15 Vogue ; May, House B ful, 
Hornet ank Garden WeCalti; Sune Laclies Hore rornal 
TIE IN WITH GORHAM = THE BEST KNOWN NAME IN STERLING 


FOR JUNE, 1947 
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this case contributes a merchandising touch at the outset. 
The 40-feet of wall cases and counter cases which 
make up the L-shaped sterling department a little 
farther back in the store, are carefully coordinated to 
make up a beautiful display markedly efficient in get- 
ting the right pieces in front of the customer with a 
minimum amount of delay. Most important is the twin- 
case flatware display on the right, which, supplied with 
eight chairs, is the starting point for most sales. 
Unlike many stores, Goldman’s has adopted the policy 
of placing a complete place setting on each of the velvet 
trays that line the bottom of the two cases. Each case 
holds fifteen of the place settings, so that the entire as- 
sortment of 30 patterns which the store carries is on 
full display at all times. ““We’ve always believed in 
selling in sets and showing the entire place setting as 
a unit,’ Mrs. White stated, “even though some stores 
may disagree. We could show the general style of a 


Infant gift sterling gets first at- 
tention at Goldman's in sepa- 
rate case just inside entrance. 


pattern with one or two sample pieces, of course, but 
our experience has shown that we get better results 
with the larger number of pieces—probably because it 
gives the customer a better picture of exactly what she is 
getting.” 

Hollowware in the four cases and counter cases covers 
a huge inventory, far more than seems necessary at a 
glance. However, the Goldman management believes 
in a tremendous assortment of stock, not only for im- 
pressive display, but to provide a complete range of 
styles, prices and patterns covering every type of piece. 
As many as eight tea services will be on display at one 
time; one case contains an expensive coffee service which 
draws much attention; and small items like sugars and 
creamers are shown in a wide variety of patterns. There 
are always several of every item on view, and the stock 


is so arranged that salespeople can show any article in 
(Please turn to page 280) 








Fine sterling gift suggestions 
are given a prominent place in 
silver department. Items are 
kept under glass but are always 
readily available for customers. 
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volume sound good ? 


with these matching pieces! 


ON’T UNDERESTIMATE today’s potential market for 
D matching pieces! 

Again, they’re being made in all currently active Inter- 
national Sterling patterns. And these five pieces shown— 
first to be available—actually accounted for more than one 
sixth of total dealers’ sterling flatware volume before the 
war! 

That’s what the average dealer was able to do—but 
silverware dealers who made extra effort did much better 
than that. 

But now look at the picture today. 

Not only are there more brides on 1947 than in prewar 
years. But for nearly five years, no brides were able to get 
matching pieces in their International Sterling patterns! 

Add to that the fact that, all these years, International 
advertising has been broadening the sterling market, mak- 
ing more families sterling-conscious. 

In the face of it, 20% more sterling volume with these 5 
most-wanted matching pieces sounds pretty modest. With 


a good try, you should easily UP THAT FIGURE! 
Go out after the matching-piece business 
with these International Sterling helps! 


Of course, you’d like to gather in your full share of this 


extra business. 








@ 





Internal 


— 


There are two parts to the job— 


Let your customers know that these International 

e Sterling pieces are available dgain. ( We’re telling 

them —in the July International Sterling consumer ad — 
and right now on the International radio show.) 


2 Arouse your customers to the convenience and prestige 
e of owning a well-rounded set of sterling. (Some have 
become used to “making do” with basic pieces only.) 


To turn these prospects into purse-opening customers, 
International Sterling now offers you these helps: 


Help 1. New dealer mats featuring fancy pieces. Run these 
announcement ads in your local newspaper! 





Help 2. Radio spots announcing the return of faney pieces. 
Buy time on your local network — spread the word over 





the air! 


Help 3. Special mailing card showing most popular fancy 
pieces. Check your list of recent International Sterling cus- 





tomers — follow them up with this mailing! 


Help 4. Counter cr window display card featuring photo- 
graph of 5 new, most-wanted matching pieces. 





Help 5. Publicity releases. One for you to send to local 





newspapers announcing that matching pieces have arrived 
—one to be given to local radio stations. 


Copyright 1947, International Silver Company, Meriden, Conn, 





tonal Sterling 


More women have International Sterling patterns than any other brand! 


You can sell more International fancy pieces than any other brand! 


FOR JUNE, 1947 
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Movies Guide 


Incorporating in its sets the 

finest in home furnishings and 
deeor. the motion picture exerts 
a strong influence on the taste 


and desires of its vast audienee. 


HE influence of the motion picture in the world of 
fashion is well known. On the other hand, the part 
the movies play in educating the public in the ways of 
more gracious living through the showing of the best in 
house furnishings and arrangements is a more subtle 
propaganda that makes itself felt nevertheless. 

As an illustration of this, take the recently released 





picture “The Paradine Case,” starring Gregory Peck, 
Ann Todd, Charles Laughton and Ethel Barrymore. 
Alfred Hitchcock, one of the screen’s top-notch direc- 
tors, is noted for his demands for authenticity. A din- 
ing room setup was required for the home of Charles 
Laughton who portrays a well-to-do English judge. 
Ordinarily, setting up a dining room table would be a 
simple chore but to Hitchcock, a master of detail, it 
became a major project. Consequently the property 
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Taste 


Many period pictures such gs 
"The Paradine Case," use 
authentic properties in thei; 
sets. Here, antique silver. 
ware is used in table setting, 


by JERRY SMITH 


Selznick Studio 
Culver City, Cal 



















Ethel Barrymore and Charles Laughton, two of the 
stars of picture, prepare to dine at table typ- 
ical of that found in wealthy home of that period. 


department had to go all out in securing the proper 
equipment. 

Arden Cripe, in charge of properties, went to the 
H. B. Crouch Company, of Los Angeles, long estab- 
lished in the jewelry, silverware and antique fields, for 
the required table setting. The candelabra secured from 
the Crouch firm were very fine English handmade 
Sheffield silver. Early Victorian, they were made about 
1840. The candelabra were purchased in Tondon and 
are now valued at $1500. 


The three-lighter alcohol lamp is also English silver- 
(Please turn to page 283) 
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Whi 


NOTHER LIFE ad in the June 2nd 
issue helps make new business 
easier for the jeweler who features 
Watson Sterling. The latest in 
Watson’s big campaign, “Modern 
Silver With The Beauty Of Old 
Masterpieces’, features lovely Fox- 
hall. Eleven other outstanding 
Watson Patterns in a full range of 
styles help you to please almost 
any taste. 
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Mois lone 


ON A STERLING SILVER PLATTER! 





MODERN SILVER Baie eee ee ae oe eee OLD 





= Sterling silver platter 
(1754) by the famous London 
silversmith, Magdalen Feline, 
(Courtesy, Museum of Fine Arts, 
Boston) is compared with Wat- 
son's Foxhall pattern in the June 


2nd LIFE, 


Watson advertising is running in 
6 issues of LIFE, 6 big, two-color 
pages in TOWN & COUNTRY, and 
4 double-page color spreads in 
BRIDE’S MAGAZINE starting this 
summer. That’s a lot of space. 
Make it pay off for you by showing 
Watson Sterling in your windows 
and on your counters now. The 
Watson Company, 867 Watson 
Park, Attleboro, Mass. 


Ren ee 





MASTERPIECES 
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DIPLOMACY—NOT DURESS 
(From page 259) 


many ways is a friend. While friends may never be 
called upon to help you in any way, the customer is 
called upon to do that every day by contributing his 
dollars into your cash registers. 

Don’t make an enemy of him when he’s overdue in 


paying a bill. 





THE AD-VISER 
(From page 220) 








break the entire advertisement. Either it will create a 
desire to buy or will be a dud. Consequently, great care 
must be taken and ability displayed in the writing of 


Promotional Copy. 


WRITING THE COPY 


You don’t have to be a great author to write effective 
advertising copy. If you follow the rules and write .:. 
as you would a letter . . . you can bring customers into 
vour store. 

Watch Your Grammar. This, of course, is basic. Cor- 
-rect grammar and spelling are essential. Mistakes are 
immediately seen by the reader and the sales message | 
may be lost. Always use a dictionary and thesaurus. 
You'll find them handy and useful. 

Choose Pleasing Words which will be pleasant to | 
read. Do not waste the reader’s time or patience. Tell | 
what your products are, what they do, how they benefit | 
the reader. Don’t try to be too clever with word or 
phrase tricks, plays on words, etc. Use this sort of 
device sparingly. 





Make Your Copy as Short as Possible. Always re- | 
member that a reader is instinctively in a hurry. Save | 
him time by saying your message in the fewest possible 
words. This will also make the theme easier to under- uC MS ace 
stand. | 

Witte. sai Levee 0 the Rendon’ Needs. Reaiibes M. | iting pe patterns . 3 Re? make . 
that an advertisement is often forced upon a reader’s want this silver for their ¢ own . 
attention. Therefore, you must portray in your copy, an - | 
understanding of the readers’ needs and desires. Sug- mee tables. 
gest that the reader purchase the article, not because 
your store is selling it but because it will benefit the 
user. 


V f ell be pea to » help y you 1 coordinate ibe _ 
your Frank M. ‘Whiting promo- 


EXAMPLES OF EFFECTIVE COPY 

‘Here is a pirate’s dream of glistening gems. The tions with our own program. 
deep deep glints in precious stones and the bold fire of : | 
costume jewelry will be yours to have or to give in 2 : 
any style ... for a price that will thrill you as much | : - 
as your jewel.” eo ri 

“Touch a little spark to that unadorned lapel or basic oO R , NK M. Wi U TING 
black. At Blanks, you can pick the perfect touch to Le _AND COMPANY | 
enrich the simplest costume.”’ _ - MERIDEN _ ‘CONNECTICUT 

“Here is a gift that fits the personality of the one : 2 
who receives it and the thoughtfulness of the one who 
gives.” 





€< ° . 
Sometimes you can say that longed-for word with 
a look or a smile . . . sometimes with a gesture ... you 
(Please turn to page 274) 
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The morning of the drawing 
saw this crowd gathered on 
outside of Spear's store in 
Winston-Salem. 477 pieces 
were submitted in contest. 


He Got Better Results sansiiniesaaiilall 


this newspaper ad, they 
little anticipated that 
there would be some 200 


Than He Bargained For winners for first prize. 


i 
a — ee, 


Do your family treasures 


PROMOTIONAL event that is based on some- include any of 
thing which has already been prominently publi- 


cized has a good running start on the road to success 1847 Rogers Bros 
right from the beginning, and its chances of paying off : ; ; , 
rs correspondingly bright. | Kine Old Silverware 
So reasoned I. I. Cohen, owner of Spear’s Jewelry ? 
store in Winston-Salem, N. C., as he watched the na- 
tion-wide advertising and publicity for the centennial 
of 1847 Rogers Brothers silverware and pondered how 
he could utilize it for the benefit of his own business. 
A contest seemed like a good idea. People always 
~ like a chance of winning something, and a good lively 
contest, especially if it is well advertised, always draws 
a lot of interest and attention. 





If they do you may be the 
very one who will win a 













$100.0 


LADY'S DIAMOND 


BULOVA Ww ATCH 








And here was a “natural.” With a product that had prenreaine 1847 Roger Brot. 100 anniversary Spears to pre 
been on the market for 100 years, what could be more Rogers Bros Mii ree 
appropriate than an effort to discover the oldest article Ply ey slew oe neo tte x eset 
of that brand owned in the store’s trading area, and se nine. $0 by ww and che monn 
award a prize to its owner? wii » You may have the piece that will win this handsome 

Mr. Cohen decided to try it. On March 23 there ap- Each piece you with to emer inthe conten mut be bouche 
peared in the Winston-Salem Journal a four column by man danredhatiardends oe 
17 inch advertisement over the signature of the Spear’s wiiiae etna 


store announcing the contest and offering a diamond- 

set lady’s watch to the winner. SPE AR’S 
“Do your family treasures include any of 1847 Rogers 

Bros. fine old silverware?” the ad was headed. “If they Your Sow ’" 

do,” it continued, “you may be the one to win a $100 110 'N. Main Sty Opposite 

lady’s diamond Bulova watch, absolutely free.” Copy in eee nd a eo Wit St 









Reynolds Big. 
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“Hunt”’...in every detail 








This handsome sterling coffee set typifies what Hunt has to offer in hollow 
ware—pieces that combine distinction in design with excellence of crafts- 
manship. And these are the qualities which are making the creations of 
Hunt the increasing preference of those who know Sterling Hollow Ware. 
Visit the Hunt show rooms and see the varied selections in fine hollow ware 


which you will be proud to sell... and your customers proud to own. 


HUAT SIlYeHn GO. IWS. 


146 WEST 22™ STREET @QHwe NEW YORK It, N.Y. 


Chicago Show Room — 1512 Merchandise Mart 
Herling Hollow Hae 
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Spear’s Jewelers, Winston-Salem, N. C., got 
more winners than anticipated when they 
asked for the oldest piece of 1847 Rogers 

in a tie-in promotion with the publicity 


given the silver firm’s 100th anniversary. 


Mr. Cohen, owner | ~ 
of Spear's, con- f, 
gratulates first prize 
winner F. C. Martel; 
Mrs. C. L. Anglen, 
winner of second 
prize and Mrs. A. 
G. Fearington, third. 


the body of the advertisement explained that the prize 
would be given to the person who owned the oldest 
piece of 1847 Rogers Bros. flatware, and urged house- 
wives to look over their old silver to see if they had 
anything that might qualify. 

All entries had to be brought to the store where each 
piece was tagged with the owner’s name and address 
for its return at the end of the contest which, it was 
announced, would close on April 12. 

Smaller advertisements following up the opening an- 
nouncement and repeating the terms of the contest were 
run at intervals of a few days, to extract the fullest 
possible publicity value. 

Immediately the entries began to pour in. By the end 
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Clerk in store looks over some 
of the pieces submitted in con- 
test. Here she is holding old 
berry spoon of 1847 vintage. 


The day following the 
contest winners were 
announced in ad which 
also thanked all those 
who had participated. 


_—— 

cig 1 "em, . 2 
fue . 

sic Cet i 


Thank Yoy 
INSTON-Salem 
fur making our 


1847 Rogers Bros. 
Treasure Huns 


S,,.. 
Such a Brand Sucvess 


Here Are 


The Winners 


Firss Prise 


Mr, F. "ad Martel 


Clemmons, N. c. 
Second Prise ~ ° 


Mrs. 
so agen 
eton-Sa lem, N, c 


Third Prize 


Mrs. A. G 
666 


- Fearrj 
rh 

N. Spring 6; OLOM 
lalem, N, Cc 


Wi 


Again W 
ain We Say. Thank You! 


SPEARS 


Y, al gril 


pre e Reynolds Bidg. 
» "etek, ong Saverwere Ton @ | 


of the first week 132 items had been brought to the 
store—and that was only the beginning. Tagged with 
the owner’s name and address, they were placed in one 
of the store’s windows with a display card describing 
the contest, and drew continuous crowds. 

So much interest did the event arouse that the local 
newspapers began to take notice of it, and published 
news stories and pictures about the contest. With this 
stimulus added to the pull of the paid advertising, the 
window display, and the word-of-mouth publicity, in- 
terest and entries continued to mount, and when the 
contest closed, a total of 477 pieces had been submitted. 

Incredible as it may seem, more than 200 of these 

(Please turn to page 283) 
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eorgian style, Gadroon border—five piece Tea and Coffee 
Service and Waiter with feet. 30” with handles by 19” 
wide. 


Style 817 $125 complete 









y 


Georgian style, Gadroon border — Footed, Georgian style, Gadroon border — combination 
oblong Vegetable Dish with removable insert Well and Tree and Vegetable Compartments with 
with covers. covers and lock handles. 26” long by 15” wide. 


Style 812 $27.50 ea. Style 778 $39.50 ea. 













These are just a few of the Bo Ui ee 
many sane reproduc- Rai WARRANTED — extra 
denn tn conde § (eae heavy silverplate on copper. 





utradts * 


Silverware Division 

29 WEST 47th STREET * NEW YORK 19, N. Y. 
BRyant 9-8770 

OLD ENGLISH REPRODUCTIONS 
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LYSTONEWARE 


THE Q@wuUALI- Link 


No, C8lll FOLDING 
SANDWICH TRAY 
Triple sandwich tray that 
folds conveniently into 
hook-like shape. Chrome 
gloted on special tray brass 
with lustrous finish and 


itfractive Gesign on trays 


KEYSTONE 
SILVER ING. 
weer seth ST..N.Y.1, 87 


303 FIFTH AVENUE 
HIiICAGO—209 5. STATE STREET 


NEW YORK 


melGk fae 44 ai 


iGELES— 712 





THE AD-VISER 


(From page 268) 


can always say “I love you” with a matchless gem from 
Blanks.” 

“The irresistible gleam in a fine piece of costume 
jewelry tops off your rich, dark costumes with a burst 
of color that will make people look a second time. . 
and a third.” 

“There is glimmering fascination at Blanks . . . for 
any taste... any whim.” 

“Quality timepieces which combined the look of 
luxury with the service of necessity.” 


Advertising Clinic 
Conducted by IRVING SETTEL 


Readers are invited to submit any problems concerning their 
retail advertising to the author in care of Tue JEWELERS’ Cr- 
CULAR-KeEyYsTONE, 100 East 42nd St., New York 17, N. Y. 

HAVE sent for several advertising services and 

have their sample sheets here now, but not any of 
them covers institutional advertising to any extent. They 
all have a grand array of pictures, etc., but very little 
talk about building up the store itself. 

Where can I obtain a service giving me the combina- 
tion that I am looking for within a reasonable price 
range? Or is this type of advertising generally written 
by the store itself ?°—B.C.W. 

As far as I know, there are no advertising services 
which deal exclusively with institutional themes. Un- 
fortunately, you will have to use whatever they have to 
offer (usually very little) or create the advertisements 
yourself. If you will carefully follow my articles in 
the JeweLers’ CircuLtar-KeEystToneE you will find some 
very helpful hints concerning the creation of effective 
advertising material. 





ODD 'N' ENDS SELL QUICKLY AS LUXURIES 
(From page 250) 


be anything small in the store which fits the gift classi- 
fication, with the emphasis on china figures, sterling and 
plate hollowware, table decorations, clocks, extra ster- 
ling silver flatware pieces, nut bowls, candy bowls, can- 
delabra and a variety of items chosen at random here 
and there at the store counters. 

There is no “markdown selling” of any kind involved 
—McEntee’s merely collates together a group of items 
which the customer doesn't ordinarily notice unless in 
search of a gift, and presents them for the customer to 
make his own choice. Frequently odds and ends from 
the gift inventory are sold more quickly in this way, but 
brand-new merchandise moves out just as well. In a 
few instances, showing a customer a gift from the “Little 
Luxuries” display has led to the sale of complete .ster- 
ling table settings, watches, rings, etc., when the man’s 
gift-giving impulse is well stimulated. 

The “Little Luxuries” windows show an excellent 
sales response at all times, and are spotted whenever 
possible through the vear—imidway between Valentine's 

(Please turn to page 278) 
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going over big! 


HOUSE BEAUTIFUL 
and only 


House Beautiful mp Ay 
put over 


“BETTER your home... better your LIVING” 


What makes an idea go over? Yes, it’s got to be a big idea to 
start with—but that’s not enough! What makes it really 

soar is the force behind it! For years, House Beautiful’s alive, 
compelling editorial pages have been convincing homemakers that 
to better their homes means to better their living. 

That's the activating force in every page of House Beautiful. 





House Beautiful put it over...and only House Beautiful 
could have, because 37,000 of its paid 








Last year our idea swelled to a mighty crusade! Manufacturers subscribers ere influential men end women te 
swung to ‘“‘BETTER your home... better your LIVING,”’ the trade. These are the people who know the home 
and so did retailers, with 5,295,740 lines of their own advertising. field best, know they must read House 
Going over big? Why, it’s the biggest single promotion Beautiful to profit by the desires created in 











House Beautiful’s editorial and advertising pages... 
among 425,000 families who set the 
ace in their communities. 


OUSE BEAUTIFUL 


MAGAZINE 


ever to hit furniture and home furnishings industry. 
We're riding high! Why don’t you come along? 
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Directory of Trade Schools and Colleges 


An up-to-date list of educational institutions whieh offer 
eourses in the jewelry and allied fields. This list has been 
compiled from a number of sources and schools are listed 


geographieally. Listing of a school on these pages does not 


necessarily imply endorsement hy Jewelers’ Cireular-Keystone. 


ALABAMA 


BIRMINGHAM 
Southern Watchmaking School, 1010 Woodward Bldg. 


CALIFORNIA 


LOS ANGELES 
American School of Watchmaking, 5145 San Fernando Rd. (26) 
Ballew School of Watch Repairing, 512 So. Broadway (13) 
Gemological Institute of America, 541 S. Alexandria Ave. (5) 
(Gemology) 
Los Angeles School of Jewelry Manufacturing, 1007 W. 96th 
St. at Vermont Ave. (44) 
Los Angeles School of Watchmaking, 746 S. Figueroa St. 
McNair-Ryan School of Precision Casting, 373 N. Western 
Ave. (4) | 
Precision Instruments Laboratory, 440! W. Pico Blvd. (6) 
(Horology) 
SACRAMENTO 
Strutz School of Watchmaking, 2200 “K" St. 
SAN FRANCISCO 


Samuel Gompers Trade School 


SAN JOSE 
San Jose State College (Dept. of Horology) (14) 


Theron O. Sowers Watchmaking School, 1155 Yosemite Ave. 
COLORADO 


DENVER 
American Academy of Horology, 1510 Court Pl. (2) 


CONNECTICUT 
NEW HAVEN 
Connecticut Institute of Horology, 19 Congress St. 
DISTRICT OF COLUMBIA 
Peters School of Horology, 918 F St., N. W. 
Washington Technical School, Inc., 911 Penna Ave., N. W. 
FLORIDA 
CORAL GABLES 


House of Gifts (34) (Correspondence course in sea-shell 
jewelry making) 


TAMPA 
Tampa Horological School, 2812 34th St. 


GEORGIA 


CLARKSVILLE 
North Georgia Trade School 


WAYCROSS 
Waycross Vocational School (Horology) 
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ILLINOIS 


CHICAGO 
Chicago Jewelry Training Service, 226 S. Wabash Ave. 
(Horology) 
Chicago School of Watchmaking, 155 N. Clark St. 
Olson School of Watchmaking, 166 W. Chicago Ave. 


DECATUR 
James Millikin University 


ELGIN 


Elgin Watchmaker's College, 267 So. Grove Ave. (Watchmak- 
ing, Engraving, Jewelry Repair, Stone Setting, Clock Work) 


PEORIA 
Bradley University Horological Dept (5) 


INDIANA 
CORYDON 


Cunningham Horological School 


IOWA 


DES MOINES 
Ferrill College of Watchmaking, 601 Flynn Bidg. (9) 


MARSHALLTOWN 
Hellberg Horological Institute. 


MASSACHUSETTS 


BOSTON 


Massachusetts Trades Shops School, 271 Huntington Ave. (15) 
North Bennett Street Industrial School, 39 No. Bennett St. (13) 
(Watchmaking, Engraving) 


WALTHAM 
Waltham School of Watchmaking, Crescent (54) 


MICHIGAN 


DETROIT 
Wilbur Wright High School, 12th and Canfield 


MINNESOTA 


ST. PAUL 
St. Paul Vocational School, 14th and Jackson Sts. (Watchmak- 
ing Dept.) 


MISSISSIPPI 


ELLISVILLE 
Jones County Junior College and Watchmaker School 
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MISSOURI 
ALBANY 
Midwest School of Horology, 106 So. Smith St. 


KANSAS CITY 
Kansas City School of Watchmaking, 107 E. 3ist St. (6) 
(Watchmaking, Jewelry Repairing, Designing, Engraving.) 
POPLAR BLUFF 
Montgomery and Taylor School of Watchmaking, 428-A Vine St. 








NEW JERSEY 


" JERSEY CITY 
New Jersey School of Watchmaking, 728 Newark Ave. 


NEWARK 
American Institute of Horology, 118 Hill St. 


NEW YORK 
BAYSIDE 
Jakobb, C. A., 217-01 Corbett Rd., (Correspondence course in 
jewelry designing) 
BRONX 
Pioneer Diamond Setting School, 555 E. Tremont Ave. 


BROOKLYN 
George Westinghouse Vocational High School, 122 Tillary St. 
(Watchmaking) 
MORRISVILLE 
New York State Agricultural and Technical Institute, Main St. 
(Horology, Aircraft Instruments) 
ROCHESTER 
Paul Revere Trade School (Horology) 


NEW YORK CITY 

Columbia University, 561 W. I16th St. (27) (Gems and pre- 
cious stone course) 

Jakobb, C. A., 31 West 47th St. (20) (Correspondence course 
in jewelry designing) 

- Jelenko School of Precision Casting, Inc., 136 West 52nd St. (19) 

Mechanic's Institute, 20 West 44th St. (18). (Jewelry de- 
signing) 

New York University, Washington Square (12) (Precious stone 
course} 

Pough, Dr. F. H., American Museum of Natural History, Cen- 
tral Park West and 79th St. (24) (Brief elementary lecture 
course on precious stones to resume in Autumn. Enrollment 
by consultation) 

Standard Watchmaker's Institute, 1991 Broadway (23) 

Taus School of Watch Repairing, 35 West 64th St. (23) 

WOODSIDE 


Joseph Bulova School of Watchmaking, 40-24 62nd St. 


NORTH CAROLINA 


CHARLOTTE 
Engraver's and Jewelers’ School, 1314 Liberty Life Bldg. (En- 
graving, jewelry repair) 
GREENSBORO 
Greensboro School of Watchmaking, 337!/2 South Elm St. 
SPENCER 
Spencer School of Wotchmaking, Box 10! 
WINSTON-SALEM 


Winston-Salem School of Watchmaking, Engraving and Jewelry 
Repair 


OHIO 


CINCINNATI 
Foegler Institute of Watchmaking, 3139 E. 4th St. 
Gruen Watchmaking Institute, 712 E. McMillan St. 
CLEVELAND 


Cleveland School of Watchmaking, 9217 Miles Ave. 
Cleveland Trade School, 535 Eagle Ave. (15) (Watchmaking) 
Criel General Hospital (Veterans Administration) (Watchmak- 


ing) 
Sears School of Watchmaking, 2587 E. 55th St. (4) 
WARREN 


— Technical Institute, 1776 Claremont Ave. (Watchmak- 
ing 
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OKLAHOMA 


WEATHERFORD 
Southwestern Institute of Technology (Watchmaking) 


PENNSYLVANIA 
HOLLIDAYSBURG 


Fleischer Technical Institute 


LANCASTER 
Bowman Technical School, 147 N. Duke St. (Watchmaking, Re- 
pairing, Engraving) 
NEW CASTLE 


New Castle Jewelers’ Training School, 226 Pearson St. (Watch- 
making) 


PHILADELPHIA 


Baronian School of Watchmaking, 2116 Walnut St. 
Philadelphia College of Horology, Broad and Somerset Sts. 
(32) (Watchmaking, Engraving) 


PITTSBURGH 
A. W. Thacker Academy for Jewelers, 423 Federal St., (12) 


(watchmaking, jewelry manufacturing and repairing, engrav- 
ing and stone setting.) 

Western Pennsylvania Horological Institute, 807 Ridge Ave. 
(12) (Watchmaking, Jewelry Repairing, Engraving, Stone 
Setting) 


RHODE ISLAND 


PROVIDENCE 


Rhode Island School of Design, 11 Waterman St. (Jewelry, Sil- 
versmithing) 


TENNESSEE 


MEMPHIS 


Southern College of Watchmaking, 776-80 Poplar Ave. 
{Watchmaking) 


TEXAS 


AMARILLO 
Amarillo Watchaking Institute, 123 W. 7th St. 


BURNETT 
Inks Lake Technical School 


DALLAS 
Texas Trade School, 1316 West Commerce (Horology) 


HOUSTON 


Houston School of Horology, 915-A Preston Ave. 
Fouget Watch Repair School 


SAN ANTONIO 


Cranford College of Watchmaking, 211 N. Alamo St. (5) 
(Watchmaking, Engraving, Jewelry Repair, Stone Setting) 


WICHITA FALLS 
Hardin College School of Watchmaking, 3410 Taft St. 


WASHINGTON 
SEATTLE 
Edison Vocational School (Watchmaking) 
SNOHOMISH 
Northwest School of Watchmaking 
WISCONSIN 


MILWAUKEE 


Milwaukee Vocational School, 1015 N. 6th St. (Horology) 
Wisconsin Institute of Horology, 149 N. Milwaukee St. (Home 
study course only) 


CANADA 


MONTREAL 
Quebec School of Watchmaking 


TORONTO 
Gould School Rehabilitation School. 





ODDS 'N' ENDS SELL QUICKLY AS LUXURIES 
(From page 274) 


Day and Easter, in the midsummer months, after 
Christmas, etc. Though there is never a specific sea- 
sonal tie-in, gift sales are thus kept up consistently. 


Another clever window idea developed by the Okla- 
homa City store is to line the fronts of the window with 
china patterns. A triangular recess between the window 
floor and the plate glass at the front of the store is used 
for this purpose, to insert fine imported and domestic 
china plates which thus provide a circular row all the 
way across the front. This is shown in the illustration 
herewith. No two plates are duplicated if possible, and 
thus a customer gets an idea of the range carried with- 
out entering the store. Many china customers have 
come in stating that they remembered McEntee’s as 
“that jewelry store with the china plates all the way 
across the windows.” 





SAVE MONEY ON YOUR PRINTING BILLS 
(From page 252) 


do you really need them? Most banks supply checks free 
for printing so why pay extra money for very expensive 
check paper unless you have a special purpose you wish 
vour checks to accomplish? 

9. Don't waste printed forms by using them for note 
taking or just plain scribbling! Scratch pads are very 


inexpensive . . . much less expensive than letterheads oy 
printed forms. Have one at the telephone, on your desk, 
near the cash register . . . anywhere its use can saye 
some printed form which might be used otherwise. 

10. Do you really need those large number 10 ep- 
velopes? Wouldn’t the smaller 634 size do just as well? 
They cost enough less to make a difference in your print- 
ing bills and if you can get along with them the saving 
is well worth taking. The same thing applies to letter- 
heads; most jewelry stores can just as effectively use 
half-size letterheads as full-sized ones. 

11. When you have dodgers or handbills printed if 
vou will so design them that they contain as few boxes 
as possible, as little type slanted off at odd angles, and 
as few words as possible, they will be a great deal less 
expensive than the ornate ones which actually do not 
pull much better. 

12. Get it right the first time! Something new was 
added to the printing business recently; few if any 
printers will go on making corrections and changes with- 
out making additional charges. If you make certain 
vour job is just the way you want it printed before 
giving the printer your copy, rather than changing it 
half a dozen times afterward, he'll be giving you much 
better rates on all your work. 

13. Group different jobs together. Sometimes your 
printer can employ a lot of short cuts that enables him 
to give you better prices when you give him two or more 
jobs at the same time. It often saves unnecessary type- 
setting not to speak of a dozen other operations. 








tation charges. 


prompt attention. 


MEMPHIS 1 





We Are Interested In Purchasing 


FOR CASH 


Any Sterling Flatware; Obsolete, Inactive or Active; 
All Makes and Patterns. 


Being one of the largest dealers in the world in the above 
class of merchandise, you will find we are paying top prices. 
Suggest that you send for our offer. We will pay transpor- 


We are also interested in used SILVER and JEWELRY 


estates, etc. No amount is too large or too small for our 


JULIUS GOODMAN & SON 


77 Madison Avenue 





TENNESSEE 
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Every watch equipped with Incabloc is 


1000 TIMES STRONGER 
than the watch without 


The Incabloc can be adjusted to all watches, giving absolute 
protection to the pivots of the balance. The latter are 1000 times 
weaker than any other part of the movement. The Incabloc device 
confers to the balance a resistance equal fo that of the other 
parts. This device ensures greater solidity to all watches, increasing 
their working capacify as well as their value. A watch without 
the Incabloc is old-fashioned, lacking an admirable technical 
improvement due fo modern horological science. 


How it works 


The function of the Incabloc can be compared to the movements of 
an athlete at the moment of jumping. An inexperienced man jumps 
stiffly and will be subjected to a most violent shock. The athlete 
execules a flexible movement and suffers no prejudice. The principle 
of the Incabloc is greatly similar to the movements of the athlete. 





Now look haw it works in the movement 





The Incabloc maintains the two pivots of the balance in their 
centered position but allow them to shift around, under the 
influence of a shock coming from any direction, until the most 
resistant parts of the balance rest against the banking-pins. Imme- 
diately after, thanks fo the pressure of the Incabloc spring, the 
balance automatically resumes ifs original centrical position. These 
minimum movements represent 5 to 7/100 mm. but are sufficient 
to eliminate the danger of rupturing. 


FTS POPULARITY 


All parts are made with a maximum tolerance of aboui one theu- 
sandth of a millimeter. Special apparatus is used, enlarging all 
parts 50 times, allowing most careful checking. 

Of course all parts are interchangeable— a great advantage to 


” ty watchmakers. 
: It is the most widely spread system, used in over 10million watches, 
W)wWlas giving proof of its efficacy. Its numerous imitations — another 
proof of ifs quality — have never come up fo the real incabloc. 


| The block 


oe 


, >—~—_> y) 
c=) y ere 
— —— 
or a Because of the block-bed, the inca- 
SSH bloc shock protector is complete in 
itself, containing all the elements 


= shown here, held together by the 





Incabloc spring 


A remarkable discovery in itself 
Exercises an evenly and carefully 
calculated pressure. Does not react 
under minimum shocks, but a fall 
of about 7 inches sets the Inca- 
bloc mechanism in motion. 


——_—_=======4 
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AMERICAN INCABLOC CO., 580 FIFTH AVE.., NEW YORK 
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. Turn YourOld > 


—~Gold , Silver 
ye ~ an 


s~ Platinum 


into 


We need your accumulation of 
filled, plated, optical scrap, rings, 
chains, watches, etc., to keep our 
plant operating at near capacity. 
This goes into the manufacture of 
jeweler's gold, solder,. wire and 


alloys. 


Your shipment is held intact await- 
ing your approval of our check, or 
your lot will be returned—a guar- 


antee of satisfaction. 


Any old-time Jeweler will tell you 


that. 


IT PAYS TO SHIP TO 


Thomas J. 


DEE & CO. 


55 E. Washington St. 


Chicago 2, Illinois 





14, Give the man in the home town a break; it may 
save us money in the long run. Perhaps you can gaye 
$1.25 on that job by sending it to the big city but next 
time when you are in a hurry for something that can’t 
be shipped out because of the shortage of time, our 
printer is going to remember that you only called op 
him in desperation. Invariably a printer's steady cus- 
tomers always get the better prices on their work over 
a period of time. 

15. Numbering jobs always cost money in a printing 
plant; it’s a difficult printing operation. It will pay 
you to avoid their use and write in numbers by hand or 
else buy a small hand numbering machine rather than 
have them printed on checks and other forms. 


16. Avoid odd-sizes of printed matter. The printer 
buys his paper in sheets of standard sizes. If your job 
does not cut evenly into those larger sheets there is 
waste paper involved and the cost is always added to 
vour bill; it couldn’t be any other way. Consult with 
your printer about the size of every job, see if minute 
changes might not make the paper “cut out” without 
waste, thus saving yourself money. But if it won’t work 
out then ask that he save the scrap paper off the big 
sheets and make up note-pads and scratch-pads out of it. 
Their use in your business will prove well worth while. 


17. Two colors cost extra money and when they are 
used solely for your own vanity they are seldom worth 
the investment; a great deal of the average two color 
printing could be effective in a single color with colored 
paper used for the contrast purposes. Look into such 
possibilities in the use of routine printing matter. 


18. Plan printed advertising carefully; the wise 
jeweler sketches out his next year’s appropriation for 
this purpose, divides it according to seasons, and from 
this chart plans all of his advertising carefully. The 
same procedure applied to printing will insure maximum 
dollar return; avoid end-of-year need of extra printing 
expense. 


19. Have all your statements and similar printed 
forms made up in pads; it costs very little and saves a 
great deal in eliminating loss of sheets, soiling, tearing, 
etc., when packages have been broken. 


20. Printing dollars return greatest dividends when 
used wisely. Appraise every order for printing in the 
light of its practical dollar-and-cents usage, make cer- 
tain every job has a definite purpose to accomplish and 
that this purpose will be either to secure more business 
for the store or through careful planning reduce the 
operating overhead of your institution. Frills waste 
money; so do haphazardly planned printing ideas. It 
pays to plan printing dollar expenditures carefully! 





COMPLETE STORY BUILDS STERLING VOLUME 
(From page 262) 


whatever price bracket seems to fit the customer’s de- 
sires. “Through long years we’ve learned to pretty well 
anticipate what the customer is most likely to buy; 
Mrs. White smiled, ‘‘and if we’re in doubt, we start at 
the top and trade down if necessary.” 


Merchandising, with the attraction of the thirty flat- 


| ware patterns as a starting point, is based on getting 
| sterling into the customer’s hands on a related basis. 
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Where patterns can be matched up in hollowware and 
flatware, the hollowware is always located directly be- 
hind the corresponding pattern of flatware. Thus, by 
merely turning around without stepping away, sales- 
people can bring forth vegetable dishes, platters, gravy 
boats, sugar bowls, candy dishes, etc., to harmonize, and 
impress on the flatware customer that the word in ele- 
gance is sterling dinner settings complete to every piece. 

“Our selling push is predicated on two points,’ Mrs. 
White said. ““We use the above system where the cus- 
tomer is a bride-to-be buying for herself, for customers 
who are interested in their own tables, and collectors. 
However, we also have a tremendous gift volume which 
accounts for the majority of our sales. These sales are 
usually single items, and we must be able to convince 
the customer that any of the articles on display would 
be a desirable present.” 

The wide price range and mass display emphasized 
at the beginning of this article are of course ideal for 
gift promotion. With so many choices of gift items at 
so many prices, there is seldom a customer who can’t 
afford sterling in some form or another. The inventory 
is further “democratized” with a large inventory of 
plated silver, which however is kept in another part of 
the large store. 

Promotion of the sterling department involves news- 
paper, window and special events. During the war, 
Goldman’s by herculean methods kept up its brides’ 
book system, following up brides to be, inviting them 
into the store, and doing everything possible to offer 
flatware and sterling gifts as usual. Thus brides were 


kept familiar with the plan of selecting sterling they 
would like to own and would like their friends to buy 
as gifts. “I won't say that we didn’t disappoint a lot 
of wedding gift purchasers,’ Mrs. White remarked, 
“but we managed to get many brides started on sterling, 
which is the important thing.” Sales right now prove 
that the extra bookkeeping and work involved in main- 
taining the brides book was worth the effort. 

Direct mail, from the store’s advertising office, pours 
out continually, reminding flatware owners of adding 
harmonizing hollowware and suggesting specific items, 
or following them up to complete their flatware sets. 
And of course whenever new items or new patterns are 
added to stock the mailing list is circularized. 

Newspaper ads are scheduled regularly three times 
a week, covering both flatware and hollowware. One 
section of the main window is always devoted to from 
six to eight pieces of sterling, always with prices clearly 
shown. In addition, the “inner window” pictured in 
one of the photographs, which faces into the store con- 
stantly displays fine sterling trays, a top item in gift 
buying volume. Ten or more trays are always on view. 

“By far our greatest merchandising asset though, is 
spending plenty of time with every customer to give 
them the complete story on the sterling they admire,” 
Mrs. White said. “We tell them the story of the pattern, 
the manufacturer's reputation, what to look for in buy- 
ing any kind of sterling, how a particular hollowware 
item was developed, etc. Every salesperson has been 
thoroughly educated in the art of silverware, and is glad 
to spend a half an hour or more in passing this informa- 





IT'S A KNOCKOUT! 


ALMA HAS BEEN A SURE WINNER & STILL THE 
CHAMP WHEN IT COMES TO REPAIRING 


When repairs 
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THE NATION'S 
LARGEST 
WHOLESALE 
REPAIR SERVICE 


Watches & Clocks 
Plain & Complicated 


Chronometers 
All Crystals Fitted 
Dial Refinishing 
Case Repairing 


Recasing & Dialing 
Precious 
Semi-Precious and 
Birthstones 


Jewelry Special 
Order Work 
Mountings Made 
Stone Setting 
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“get you down’ 


try ALMA! 


Repairs mean 
double trouble when they 


take up your selling time. 
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Soldering—Sizing 
Enameling 


Engraving 


Plating 
Gold . . All Colors 








a ae ae 





Silver—Rhodium 
Chromium—Nickel 


Hollowware and 
Flatware 


Silverware Refinished 
Optical Repairing 
Pens and Pencils 
Cigarette Lighters 

Electrical Appliances 

Radios 
Luggage 


Cameras 
Etc. 
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FIDDLE 
THREAD 





EDWARD VII 





FIDDLE 
SHELL 


This unusual grouping of related designs, which we 
call our FIDDLE-BACK patterns, 1s bemg featured 
in national magazines. Ask our salesmen about coopera- 


tive counter displays and literature. 
FRANK SMITH SILVER COMPANY, GARDNER, MASS. 


— 





YOUR FUTURE 
DIAMOND 
CUSTOMERS 





Develop the scholastic trade in your vicinity by featur- 
ing our complete line of grammar school and high 
school jewelry. These customers are your future po- 
tential buyers of watches and diamond rings. Send 
for our catalog. Samples sent on memo. 


METAL ARTS CO., Inc. 
Dept. 40, Rochester, N. Y. 


Manufacturers of class pins, sterling silver and 10K gold rings, 
fratcrnal emblems, athletic awards, etc., for over 30 years. 




















tion along to the customer. It isn’t unusual for a cys- 
tomer to become so interested that a dozen pieces are 
brought out and discussed. [From this solicitude, we 
are certain that whenever the subject of sterling silver 
comes up, we are certain to be mentioned.’ 


Eye-Catching Institutional Series 


A unique public relations campaign has recently been 
instituted by Charles Schwartz and Son, Washington, 
D. C., jewelers. 

Samuel Schwartz, president of the firm, who con- 
ceived the idea of a series of full-page institutional] 
statements dramatizing the high points of the modern 
up-to-date jewelry store, plans a program of 31 full- 
page advertisements to be run for consecutive Mondays 
in Fhe Washington Post. The first advertisement ran 
May 5. 
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First ad run by Chas. Schwartz & Sons in new series. 


“We want everyone in Washington to know our store 
and feel at home there,’ Mr. Schwartz said, “and 
through this series of public relations statements, we 
hope to accomplish this, emphasizing the institutional 
characteristics of our stores, rather than specific mer- 
chandise.”’ 

Eye-catching, highly stylized artwork and _institu- 
tional copy tell the story of four generations of the 
Schwartz family in the field of jewelry. The campaign 
is under the immediate direction of Edward J. Raum, 
advertising manager of Schwartz. The campaign 
stresses the five major phases of the company’s activi- 
ties: diamonds, silver, watches, gold jewelry and cus- 
tomer services. 
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MOVIES GUIDE TASTE TO BETTER LIVING 
(From page 266) 


plate. The center wick is kept burning and the indi- 
vidual lighters removed, are held in the flame and then 
used for lighting cigars or cigarettes. This piece was 
made in 1880 by Elkington & Company, famous silver- 
smiths of London. 

The other silver pieces used in the table setting are 
all reproductions of Georgian silver of the period of 
1810. All were imported from England and are highly 
chased in typical Georgian designs. 


The unusual cigar humidor is made of oak with bronze 
scroll decorations. It is interlined with containers be- 
tween which moist blotters were orginally placed to 
keep the tobacco or cigars in proper condition. This 
box was made in 1860. 

The white china, gold applique, luster flower bowl 
was purchased in England but it was made in Austria 
about 1810. Itis a fine example of Austrian china and 
the center is hand-painted in beautiful colors showing 
three figures. 

This accent on authenticity and finesse in, in this in- 
stance, table settings has a far-reaching effect on the 
public who sees these things in motion pictures. Whether 
or not they are aware of it, they do make an impression 
which is many times reflected in their desire and en- 
deavour to have the same or similar pieces in their own 
homes. For many others it creates the desire to be able 
to present a better table setting than they perhaps have 
had before. 

All of this works for the benefit of the retail jeweler. 
He in turn can capitalize on these awakened desires by 
keeping his store always in the mind of his public as 
the place where their desire for these things can be 
satisfied. 





BETTER RESULTS THAN HE BARGAINED FOR 
(From page 272) 


were articles in the patterns that were made in 1847, 
and so all of them were adjudged to have ended in a 
tie. The resulting dilemma as to who should receive the 
prize was settled by putting slips with the names of all 
these 200 odd contestants into a bowl and conducting a 
public drawing for the lucky winner. 

Because there were so many contestants, it was 
further decided that in addition to the main prize 
originally announced, the store would also give a brand 
new 52-piece set of 1847 Rogers to the second place 
winner and a sterling silver bowl to the third. 


All contestants were notified that this would be done 
and the drawing was conducted at the store with the 
names being pulled from the bowl by one of the three 
civic leaders who had been appointed as judges for the 
contest. 

The first prize, oddly enough, went to a man, Mr. 
I’. C. Martel of Clemmons, N. C., while second and third 
both went to Winston-Salem housewives; second prize 
winner being Mrs. C. L. Anglen, and third, Mrs. A. G. 
Fearrington. 


Each of the other 200 odd who had originally tied 
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No. 37 


1-20 12 Karat 5.95 


Gold Filled Retail 


A New SLAveE BANGLE 
by Probst 


A lovely bracelet of rich beauty 
accented by smart simplicity 
and crafting elegance. A real 

profit-maker ... now ready 


for immediate delivery. 


Sold through selected wholesalers only 


EOWrN 


A, Probst 
MEG. CO. 


J Le, ee } Vey 
= Dae 7 


‘) 


9-11 Franklin St., Newark 2, N. J. 
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NOW Available at Your WHOLESALER 


ee 


Also Manufacturing a ifs 


Full Line of Quality 4s Plain and 


Diamond 


Centers 
EEE | 
== 


—- 


—_— 















MANUFACTURING COMPANY, INC. 


70-76 E. EAGLE STREET 
BUFFALO 3, NEW YORK 






















BONDED 


WATCH 
REPAIR 
SERVICE 






RQ 
Qe Qn 
eo yt ot 


You can save money and save time 
by letting us do your 
WATCH REPAIRING 
unconditionally guaranteed 
You'll like our moderate prices . . . quick 


service ... and our NEW BONDED watch 


repair feature. 


MAIL US YOUR 
|WATCH REPAIRS 


Save time ... save money... 
the watch repair headache. 








eliminate 


Serving the industry since 1922 
WATCH REPAIRS ONLY 


NATIONAL 
WATCH REPAIR SERVICE 
150 NASSAU ST., NEW YORK 7, N. Y. 















ESPECIALLY... 
FOR THE WATCHMAKER 


Send for this authoritative work on watch repairing 


PRACTICAL WATCH REPAIRING 


Written by 


Donald deCarle, F.B.H.I!. 


This book of 300 pages, with over 550 specially drawn 
illustrations, deals with the examination and repair of the 
lever watch (with pin-pallet and English lever watches in 
addition) in intense and clever detail. The author dis- 
closes secrets of craftsmanship acquired in a lifetime of 
study, of practical work at the bench and as an executive 
of a large horological repair shop. The lucidity and plain 
speaking can be readily understood by both novice and 


craftsman. 


Price $5.00 Postpaid 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd St., New York 17, N. Y. 


Check or money order must accompany all orders. Do not send cash. 








sigvsisttnmniaca 
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65 MASSASOIT AVE., 


The NEW L. H. COOK © 


SIX INCH STRAIGHT LINING 
ENGINE TURNING MACHINES 


First Machines of Their Type To Be Produced in 25 Years! 


Ask for Complete Specifications and Prices! 


LAWRENCE H. COOK, Inc. 


EAST PROVIDENCE 14, R. I. 
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for first place but did not draw one of the three main 


prizes received a consolation prize of a handsome lady's 


compact. 
Even the drawing, like the contest, yielded valuable 


publicity. The drawing was conducted in the store, 
in which a public address system had been installed, with 
a loud speaker on the store exterior which drew an over- 
flow crowd on the sidewalk in addition to those massed 
inside the store. The day following the drawing, Spear’s 
ran a “Thank You” ad listing the names of the win- 
ners, and expressing appreciation to all the contestants 
who had helped to make the event a success. 

“And it was an outstanding success,” says Mr. Cohen. 
“We got acquainted with scores of people who had never 
visited the store before and many of whom we are con- 
fident will be good customers. The contest definitely 
helped put Spear’s even more firmly on the map and 
built a lot of good will throughout our entire area. We 
can heartily recommend the idea to any other jeweler.” 


THE BOOK SHELF 
(From page 254) 





included, as well as a convenient index to the subjects 
dealt with. 

The author, William L. Doremus, is a Marketing Pro- 
fessor at New York University, in which capacity he 
has had opportunity to observe all phases of advertising 
and distribution by various types of retail stores, and 
this volume is an excellent brief summing up of his 
observations and recommendations. 





Wilson's To Have New Home 


Wilson’s Leading Jewelers, Rochester, N. Y., are 
doubling their sales force and expanding their retail 
lines preparatory to moving into a new and larger store. 


The new location, a stone’s throw along East Main 
Street from the building the firm has occupied for almost 
eight vears, will allow a depth of 150 feet for display, 
office and storage, and a 19-foot front. Total area is 
more than twice the present floor space. 

Manager Harry Kay has announced that the sales 
crew will be boosted from 15 to 30. A _ stepped-up 
advertising program is part of the expansion. 

A new phonograph record department with booths 
will be a feature of the new store. Wilson’s is also 
going heavily into the major appliances, as well as 
traffic appliances, and will carry every top brand, Kay 
declared. 

A special section of the new store will be devoted to 
watch repair work. : 

At the right of the entrance there will be three main 
display windows; at the left, a complete jewelry display 
window. Herculite doors and all-glass partitions will 
enable customers to view the entire store from the 
front lobby. 

The front of the store will be three stories high and 
one of the largest in the chain, which was established 
by John D. Wilson in Syracuse 35 years ago. The main 
store and headquarters are in Syracuse, with branches 
in Auburn, Cortland, Eastwood and Buffalo. 
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FOR HONEST RETURNS 


IN 


SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 
JOSEPH B. COOPER & SON 








Refiners & PRECIOUS 
Smelters METALS 
OFFICE: 
FACTORY: 26 JOHN STREET 


BROOKLYN, N. Y. 


a“ 

















PAUL LINN 


WATCH CRYSTAL FITTINGS 
Leading in Quality, Dependability and Servicell! 


(It pays to do business with a long-established) 
Cl Gc. 6. bc oka cKbesedermnneds ) 





Hamilton | 


wii De Lowe & 





ee 


DIAL REFINISHING — 4 Day Service! 


x We are now ready fo serve you with the SILBERT * 
% METHOD of Hairspring Vibrating! 
Flats—$2.00 Breguets—$3.00 


SANDSTEEL MAINSPRING CABINETS ... 
READY FOR IMMEDIATE DELIVERY 


No. 4 Contains 1 each of 72 most popular size mainsprings for 
Swiss bracelet watches in l-drawer steel cabinet......... $20.85 


No. 6 1 Gross. Contains 1 each of 144 most popular size main- 
springs for Swiss bracelet watches in 2-drawer steel cabinet $39.90 


No. 7 Contains 1 each of 154 sizes of mainsprings in a 2-drawer 
= cabinet that fit 420 models of Bulova and Gruen 
Qe dccdondeeunsscdmedsdaeianiaenndite te 


No. 8 Contains 1 each of 93 sizes of mainsprings in 1-drawer steel 
cabinet that fit 267 models of Gruen watches............ $25.60 


No. 9 Contains 1 each of 72 sizes of mainsprings in 1-drawer steel 
cabinet that fit 153 models of Bulova watches........... $20.85 


Dp AU L L| N N 5 SOUTH WABASH AVENU 


Established since 1922 CHICAGO 3, ILLINOIS 
Jobber of Watch Materials and Jewelers’ Supplies 
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Giftwares 


To the Fore 


by RUBY BENTLEY 


ee RING your gift goods up front,” is the advice 

of Miss Aimee Daniel, buyer and manager of 
the gift department of Myron E. Freeman & Bros., 
jewelers, Atlanta, Georgia. 

“Because of the arrangement of our store, it has been 
necessary to place our gift department in the back. But 
we have arranged a large, handsome display cabinet at 
the front of the building, to the left of the entrance. We 
have placed a choice selection of gift items in this dis- 
play cabinet. Also, down the center of the floor we have 
a long line of display tables and the first two of these 
tables are devoted to displays of gift goods. This puts 
the ‘spotlight’, so to speak, on our gift department, for 
this center aisle display placed right in the front en- 
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Above—Sales clerk shows customer a 
suitable figurine for a wedding gift. 
Below—Betty Allen arranges tables of 
gift goods in center of main floor. 
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Although the giftware section at Myron E. Freeman & Bro.. Atlanta, 


is located in the rear of the store, gift manager Aimee Daniel 


has installed special displays in the main aisle section. 


trance, catches the customers’ eyes as they enter the 
store. Even though they came in to buy a watch, or 
silver, jewelry, or even to pay a bill, they are attracted 
by this colorful and sparkling grouping of gift items 


Floor aisle dis- 
play tables are 
kept spotlessly 
clean, arranged 
with different 
merchandise fre- 
quently in at- 
tractive, related 
arrangements, 


and usually stop to look. This serves as an introduction 
to our gift department and they usually linger a while 
and often make a purchase,” says Miss Daniel. 

At the rear of the store where the gift department is 
located, four large wall display cases and two small ones 
are allocated to the gift items. The large wall case on 
the left side of the store displays china dinnerware— 
Wedgwood, Spode, Haviland, Royal Worcester and 
Royal Doulton. The small case adjoining contains 
crystal stemware—Heisey, Tiffin, Hawkes, Lotus, and 
Bryce Brothers. This same type of merchandise is dis- 
played in two similar cases on the right side. 

The two large cases at the rear of the department are 
arranged with miscellaneous gift itefms—colorful and 
graceful figurines, vases, and other gift and home ac- 
cessories. These cases are of dark, heavy wood, with 
mirrored backs which reflect the items displayed therein. 

“Having a gift department in a jewelry store is very 
logical—and_ profitable,” says Miss Daniel. “It is a 
natural combination for the bride-to-be when she comes 
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in to select her rings and silver, she finds it very con- 
venient to choose her china and crystal here in the same 
store. Also her friends come in later to add to her col- 
lection for they know we keep a record of every pur- 





chase and can tell them exactly what pieces of china or 
crystal the bride has already purchased and this helps 
them solve their problem of choosing the right gift— 
and adds to our sales volume. 

“Brides and new home owners, as well as gift shop- 
pers, are attracted by our window displays of gifts and 
home accessories and they come into the store to inquire 
about some particular item in the window that attracts 
them. With our displays arranged at the front entrance, 
our gift stock gets first attention, and after looking over 
these displays, customers naturally want to come on 
back and see the entire stock of items displayed. 

“While our gift department is not a ‘new’ addition to 
the lines carried in the Freeman store, we have been so- 
pleased with sales volume on gift goods that we are 
planning an expansion of the department just as soom 
as conditions permit the enlarging of our store. It is a 
profitable department and, at the same time, is a big 
convenience for our customers and much appreciated 
by them.” 
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|. English bone china flowers hand-modelled and painted 
in natural colors, in brooches and clips. They are sold 
in assorted styles at $24 a dozen wholesale, and are dis- 


tributed by Koscherak Bros., Inc., 129 Fifth Ave., N. Y. C. 


2. Sold only as a unit, this group of 12 pieces in hand- 
forged aluminum is being especially offered until July 31 
for retailing at $3.95 apiece; individual items may be re- 
ordered separately. From Everlast, 225 Fifth Ave., N. Y. C. 


3. Made in natural and Colonial bronze combination finish, 
these items include cigar humidor, $18.50 retail; tobacco 
humidor, $17.50; 11” pipe tray, $10; 10” ash tray, $22.50. 
From Smith Metal Arts Co., 1721 Elmwood Ave., Buffalo, N.Y. 


4. Hand-painted in gold and color, these porcelain after- 
dinner cups and saucers retail at $3 for the set of six. 
From Leo Kaul Importing Co., 335 S. Market St., Chicago 6. 


5. Leather jewel boxes hand-tooled in gold and lined with 
velvet; six different colors; |. to r., $15 and $20 whole- 
sale. From Grafmueller-Hamilton, Inc., 200 5th Ave., N. Y. 


6. New Hollywood Sightseer camera with reflex viewer show- 
ing image in full 214 x 214 size; “gunsight" crosswire mark- 
ings; 12 pictures on 620 film; retail $13.35 plus tax. By 
Craftex Products Corp., 1307 N. La Brea, Hollywood. Cal. 
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TIFFIN 














TIFFIN pays tribute to your 
good taste. A crystal vase of 
gem-like brilliance .. . crisp 
of line... exquisitely pro- 
portioned... delicately 
carved with the rhythmic 


figure of a flying goose. 


UNITED STATES GLASS CO. 


TIFFIN, OHIO 
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1. Modern in style, this pepper mill set in triple-plated 
silver on aluminum, in silver and velvet box, retails for $25. 
From George S. Thompson Corp., South Pasadena, Calif. 


2. Silver-plated on copper, these nut dishes or ash trays 
come in two styles, $1.25 each, retail; catalogue avail- 
able. From Herman Kashins, 225 Fifth Ave., New York 10. 


3. Auto-magic cigarette lighter and humidor in chrome, dis- 
penses one lighted cigarette when drawer is pulled out; it 
holds 20 cigarettes and may be retailed at $4.95. From the 
George T. Franck Co., 8715 Long Beach Blvd., South Gate, Cal. 


4. Revell's new Glamour Kit in two-tone plastic has a cig- 
arette case, lighter, flashlight, and complete makeup unit. 
From Precision Specialties, Inc., 210 N. Western Ave., L.A. 


5. Custom-finished alligator wallet with delicately carved 
sterling silver bar for customer's lodge or club insignia. 


From Sandley Merchandise Co., 629 S. Hill St., Los Angeles. 


6. Of these vases, the triangle is an antique basketweave 
design; cornucopia urn, a French reproduction; bamboo, in 


pastel floral. From Beth Weissman, 49 W. 23rd St., N.Y.C. 
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These shows will open the 
















doors to Bigger Profits. 


They ll introduce you to the 





finest merchandise in their 
respective fields, brought 
together by America's lead- 
ing manufacturers and im- 
porters. And most important 
of all, they'll keep you posted 
on the very latest trends. 
Attend the shows that fit 
your convenience. You'll 
save in two ways ...in time 
and energy! 


*Not Bald Pate but Better Purchasing 


for Bigger Profits 


Directed by 
George F. Little Management, Inc. 
220 Fifth Avenue, New York 1, N. Y. 
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|. Triple-plated silver on copper, this 4-piece jam set is 
in Queen's Art; wholesales at $3.50 a set, min. six sets. 
Sold through Rubel & Co., 225 Fifth Ave., New York 10, N.Y. 


2. Made of hand-painted porcelain Elfinware is this table 
lighter, shown here with top both on and off. Retails for 
$1.20. From Breslauer-Underberg, 225 Fifth Ave., New York. 


3. "Plymouth" is the name of this candlestick, a reproduc- 
tion of a Colonial design, done in highly polished brass. 
One in a series made by the Exeter Brass Co., Exeter, N. H. 


4. "Fed Flash," Federal Mfg. Corp.'s new miniature fixed 
focus camera, making 12 vest-pocket sized pictures on 127 
film is available throughout the West, Alaska, and Hawaii. 
From Craig Movie Supply Co., 1053 S. Olive St., Los Angeles. 


5. The "Chintz" etching decorates this serving set made up 
of 14” torte plate, retail $4.25; and jelly dish and cover, 
$3.50. From Fostoria Glass Co., of Moundsville, W. Va. 


6. Recently arrived from England is this Sheffield repro- 


duction gallery tray silver-plated on copper; 4 sizes—I8”, 
20”, 22”, 24”. From L. Tobert Co., 22 W. 55th St., N.Y. C. 
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Mark 
Those 
Dates 
Now 


a 
Jor 1947's Big . 
P ioe Early Sin 


For gifts of all kinds in china, glass, 
pottery, silver, and metals the big 
retail season of 1947 is ahead. Get 
new wares and freshen up your dis- 
plays. The first place to see the new 
wares for the 1947 Holiday Season 
will be 


PITTSBURGH 
CHINA, 
GLASS AND 
GIFT SHOW 


July 6 Through July 10 
Hotel William Penn 











J. Mc. HAMMER, MANAGER, BOX 227, KNOX, PA. 

















Sterling , 


ON CRYSTAL 


Prestige PLUS Profits .. . both are yeurs when 
you carry the full line of Silver City products, 
Illustrated is the striking 5 pint Pitcher of shim- 
mering Crystal discreetly enhanced by a delicate 
flower pattern in Non-Tarnish Sterling Silver. Our 
reputation --- built on quality and character --- is 
your assurance of satisfaction. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 
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prices are, of course, exempt. 


KED FOR IF. 


So DOWN come our prices! Here are a few of the 
hundreds of items we have in steck at drastically 
reduced prices. This general reduction covers all 
merchandise listed in our 28-page catalog issued dur- 
ing April, 1947. Items with established Fair Trade 

















“Nother Company 


SW HOLesALe JEWELERS 
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; Use this form to indicate items and quantities you wish 
: to order. 

1] Cabinet of 50 6-Bottle Compart- 

: ments, either Double Shoulder, Extra 

1 — Thin or Double Flange Spring Pins— 

s Gmep qeemelmen? .........<4..cce.. $2.00 

+] Neck Chain Spring Rings, Gold Filled, 

, fant NORGE ERIE EPR ORO RY mt 1.25 Doz. 
# (| Neck Chain Spring Rings, Sterling Sil- 

' ss ns als ee 1.00 Doz. 
' 1] Spring Rings, Gold Filled, Medium... 1.50 Doz. 
‘| Spring Rings, Sterling Silver, Medium 1.25 Doz. 
1 [| Spring Rings, Gold Filled, Waldemr 

see ‘FUR PEE PREP RE ghee 1.75 Doz. 
; | Spring Rings, Sterling Silver, Waldemr 

: ne eee pa bie - 1.50 Doz. 
i [| Spring Rings, Gold Filled, Key Chain 

- ize = ocere tt eee ee ee | ie ei K oa 3.50 Doz. 
‘(| Spring Rings, Sterling Silver, Key 
<r 3.00 Doz. 
1] Gold Filled Swivels, 3 sizes... ...... 3.00 Doz. 
' [|] Asstd. yellow and white Plated Swivels 2,00 Doz. 
' {| Sterling Silver Swivels, 3 sizes....... 2.50 Doz. 
: [] Sterling Silver, Box Type and Oblong 

1 Bead Clasps (Single, Double, Triple).. 1,50 Doz. 
1 [J Sterling Silver, Single—"Fish Hook" 

S Wes I eee cee 2.50 Doz. 
1 [| White Metal Assorted Clasps... ... 1.00 Doz. 
1 [|] Assorted |, 2, 3-strand Czeeh Rhine- 

a Te rae eo 3.50 Doz. 
"(| Czechloslovakia Large Rhinestone, 

ms sy rere 5.00 Doz. 
5] White Metal Bead Tips ............ 1.00 Gr. 
"| Gold Plated or Sterling Silver Safety 

m. eae 1.00 Doz. 
1 [-] Gold Filled or Assorted Sister Hooks 2.50 Doz. 
' 1 Sterling Silver Assorted Sister Hooks 2.00 Doz. 
'{] Sterling Silver Jump Rings (Round or 

1 Oval) Box of | gr., 8 different sizes 1.50 Sr. 
1[] Gold Filled Jump Rings (Reund or 

: Oval) Box of | gr., 8 different sizes 1.50 Gr. 
iO Double Shoulder Spring Bars Sizes: 3%, Yo, 9/16, FZ. 
: [] Double Flange Spring Bars 11/16, 34, 13/16 

8 C) Regular Type Spring Bars | Dozen of a Number .35 
= [] Female Spring Bars 

- [] Extra Thin Spring Bars for | Gross of one size or as- 
. Waterproof Watches sorted sizes and types 4.00 
5 NAME 

«ADDRESS 

s CITY ZONE STATE 

i Please send us periodic literature on: 

; [] Watch Materials [) Jewelry Supplies [J Jewelry Boxes 
t —- Watch Attachments C0) Tools & Equipment 

‘ , a ae 





725 Savtn 
L< . a | a 


grie« | 





% 





|. Phil Di Napoli modelled these horse book-ends in bronze 
plated cast-metal with jeweler's finish; retail $15. From 
Champion Products, Inc., 213 S. Mednick Ave., Los Angeles. 


2. Novel ringholder for the dressing table—hand-painted hat 
whose top lifts to uncover spindle. It may be retailed for 
$1.50. From Eddie Silk, 710 N. Kilkea Drive, Los Angeles. 


3. Dessert plates in three famous Spode designs—Jewel, re- 
tails $30 a dozen; Wicker Embossed, $23 a dozen; and Daisy 
Embossed, decorated with 12 different floral centers, $23 a 
dozen. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


4. Engine-turned sterling silver frames with upper panel for 
monogramming; made in four sizes to be retailed from $6.50 
to $30 each. From M. W. Carr & Co., West Somerville, Mass. 


5. Silver-plated on solid nickel, this opener, muddler, and 
ice crusher is non-tarnish; gift boxed, retail $3.50. From 
Brass & Copper Specialties, 1625 W. Pico Blvd., Los Angeles. 


6. Here are three brilliant decorations in Della Ware—all 
hand-carved and hand-painted underglaze; open stock. Sold 
through Fisher, Bruce & Co., 219 Market St., Philadelphia. 
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GEO. BORGFELDT 
CORPORATION 


44-60 East 23rd St. Tel. GR 7-0400 New York 10, N.Y. 


LEADING AMERICAN LINES 


@e GLASSWARE @ POTTERY 
@ DINNERWARE @ FANCY GOODS 





Supplemented by 


@ FRENCH BRONZES 
@ VENETIAN VASES 
@ HAND SCULPTURED GLASS FIGURES 
@ ENGLISH DINNERWARE AND TEA- 
FINE REPRODUCTIONS IN a 

ROYAL @ CZECHOSLOVAKIAN CASED GLASS- 
faut CHINA WARE AND CHINAWARE 

© ITALIAN ALABASTER FIGURES 

@e BOOK ENDS, Etc., Etc. 








SEE US AT THE SHOWS 


Most of our items will he shown 
far the first time at the shows. 


(Some of the above lines from stock) 


CREATORS AND MANUFACTURERS 
































IM PO RTS by be ee 


from CZECHOSLOVAKIA 


EXQUISITE FRUIT BOWL or decorative centerpiece in a 
new and different shape. Handpolished in crystal, green, 
amber, blue with extra heavy solid glass base. 









with ‘exquisitely hand-cast hand: apple Georgian trim that assures 
tin parser : | | 


No. 9/130—94 x 10%x7" high .......... $72.00 doz. 
In stock for delivery 


M. B. DANIELS & CO., Inc. 


31-37 West 27th Street New York I, N. Y. 


$T., Los ANGELES $4. CALIF. 
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COMING 


The Fourth Semi-Annual 


MEMPHIS GIFT AND 
JEWELRY SHOW 


This is the show which features the newest, most out- 
standing lines of giftware and jewelry from which 
you may select beautiful, high quality Fall and 
Christmas stocks. 


HOTEL PEABODY — MEMPHIS, TENNESSEE 
August 25 through 28 


MEMPHIS GIFT SHOW ASSOCIATION 


136 North Delaware Street Indianapolis, Indiana 





EXHIBITORS — 


A limited amount of space is still available 
for displaying your lines. 
Wire or write for information TODAY. 














pode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 


generations of discriminating people. 


“=a ANT 


ero Fine English Earthenware 


Lowestoft Stone China 


Made by 
W.T. COPELAND & SONS, LTD. 
England 


e 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 























by MADELINE LOVE 


EWELERS selling home accessories might be in- 

terested to know that, according to the experts, the 
tendency toward the modern style in house construction 
increases in direct ratio to the amount of money being 
spent on the new house! This came out at a Fashion 
Group. luncheon held in mid-May at the Biltmore in 
New York, when a round table discussion on ‘What 
Kind of House Will We Have to Furnish for 1948?” 
was conducted by Alfred Auerbach. Architect-guests 
said that in houses built to sell for $10,000 or less, 
modern styling is almost unsellable, but when the pros- 
pective home-owner is willing to go into the higher price 
brackets, he becomes increasingly eager to get away 
from the old and hackneyed styles. He begins then, 
not just to buy a house, but to consult with the architect 
on ways to fit the house to the particular needs of his 
family and to modern living, and all of the new building 
ideas begin to seem more attractive to him. 

This means, of course, that accessories and tableware 
of the type described as modern—that is, the simple 
designs which depend upon form rather than on applied 
decoration for their effect—will continue for a while at 
least to find their readiest market among the “upper 
few.” The average American, it seems, still goes right 
on liking the familiar, time-tried designs which fit best 
into their period houses. 

* %% 

ANUARY 5 to 10 are the dates for the Pittsburgh 

Glass and Pottery Exhibit to be held at the William 
Penn Hotel under the sponsorship of the Associated 
Glass and Pottery Manufacturers with John M. Hammer 
as manager. Cancelled for the duration of the war and 
postponed since the war because of a dearth of new 
merchandise, this old-time show is expected to attract 
its usual large attendance. 

Added to the list of fall exhibits is the Philadelphia 
Gift Show which is reverting to its former schedule of 
September and March, and will be held September 16 
to 20 at the Benjamin Franklin Hotel. 

The 225 Fifth Avenue Association, New York, has 
set the dates for its “Big Market Week,” which instead 
of being held in July will run concurrently with the 
New York Gift Show—August 25 to 29. There is no 
official connection between the two shows, but the Asso- 
ciation board decided on a coincidence of dates for the 
convenience of buyers. It is understood that this does 
not necessarily mean a permanent arrangement. 

The first New York Stationery Show is set for June 
16 to 20 at the New Yorker Hotel, with exhibits of 
papers, pens and pencils, cards, leather goods, desk 
accessories, and other merchandise of the kind. The 
George F. Little Management is staging the show. 

* * + 
COCKTAIL party was given May 14 in the Rain- 
bow Room at 30 Rockefeller Plaza, New York, by 
Josiah Wedgwood & Sons, Inc., in honor of two men 
from the parent factory in England—John H. Wedg- 
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wood, director of sales and promotion, and Victor 
Skellern, art director and chief designer. Hensleigh C. 
Wedgwood, president of the American branch of the 
firm, was host at the party, and shortly afterwards he 
and the two visitors left for an extensive tour of leading 
retail stores throughout the country. 

* * * 


HEODORE HAVILAND ITI has been chosen presi- 

dent of Theodore Haviland & Co., Inc., succeeding 
his father, William D. Haviland, who heads the Haviland 
factories in Limoges, France, and is now chairman of 
the board of directors. Theodore Haviland II is the 
great grandson of David Haviland, who founded the 
business in Limoges in 1842, and a grandson of Theo- 
dore Haviland, fr whom he is named. He has been 
connected with the firm since 1927. 

% & & 


HE firm of D. Stanley Corcoran, Inc., has moved 

from quarters at 212 Fifth Avenue, New York, to new 
and larger space at 7 West 30th Street. Their displays 
of Kosta and Alsterfors glass from Sweden and Bing 
and Grondahl porcelain from Denmark have been given. 
a striking setting in the new showrooms, which occupy 
the entire floor of the building. 

* * 


_ HALDEMAN has been re-elected president 
of Registered California—the West Coast trade 
group for giftware and allied lines—with Tom Hamilton 
as vice-president and Max P. Schonfeld continuing as 
secretary-treasurer. New members of the Board of 
Directors include Robert S. Barkell, Bart Bonebrake, 
Miss Mae Franklin, Harold Jacoby and Mel Wentz. 


*% *% * 


IBI & CO., manufacturers of candelabra, hurricane 

lamps, and gifts, whose factory is at 1709 65th St., 

Brooklyn, N. Y., will open new permanent showrooms 
at 251 Fifth Avenue, New York, on June 17. 

* * * 

P. SKINNER CO., Inc., New York, has been ap- 

* pointed exclusive representatives for the Lumiere 

line of high-style lamp shades. The firm will continue 


to carry also its popular-priced line of shades made by 
J. W. Maskell. 
* * & 
RS. MILDRED MOTTAHEDELH, of Mottahedeh 
& Sons, New York, is making an extensive trip to 
England and Continental Europe. She is there not only 
to visit factories in search of new imports, but also in 
new official capacity as secretary of the Speakers’ Re- 
search Committee for the United Nations. 
* * 
YING in with the effort to getting prices going 
downward rather than upward, Goldscheider-Ever- 
last Corp., New York, has made a group of four 6” 
figures to be sold at reduced prices. They will be whole- 
saled as a unit of 12 figures, three of each, to be retailed 
at $10 each. 
* * * 
RS. JANICE ADERER, who has been sales repre- 
sentative for the Grammes Colorplate Etchware 
for several years, with showrooms at 225 Fifth Avenue, 
New York, is retiring temporarily from the giftware 
field. The showrooms will be managed directly by the 
factory. 
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Olde Thompson 
“SOUTHWEST” PEPPER MILL 

Lovers of foods seasoned to a glorious peak of 
tangy goodness with freshly ground pepper, are 
finding Olde Thompson pepper mills delightful 
for use on dining table, in patio, barbecue 
and kitchen. “Southwest” style, above, affords 
lasting beauty and dependable use in its choice 
hardwood case with gay western design and 
glistening coppered fittings. Packaged in attrac- 
tive gift box, with free pepper berries included, 
a sales winner at $5.95 retail. Catalogue showing 
other smart styles on request. 


GEORGE S. THOMPSON CORP. 
5240 Huntington Drive « Los Angeles 32, California 
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DATE-0-GRAPH 
by HARVEL 
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42,600,000 PEOPLE 
WILL SEE THE 


HARVEL 


DATE-O-GRAPH 


@ In Life, on sale May 30; Saturday Evening Post, on sale June 4; 
Collier’s, Esquire, on sale June 6; New York Times Magazine, June 8, 
in sizes ranging from quarter pages to a full page. Combined readership: 
42,600,000. You'll see the first advertisements of the Harvel campaign 
for 1947-1948, featuring the exclusive Harvel DATE-O-GRAPH. 





@ The Harvel DATE-O-GRAPH is the outstanding value in the specialty 
watch field. Check these features and the price — you'll agree because 
you know watch values. At a glance, DATE-O-GRAPH tells month, 

date, day, hour, minute, second. 17-jewel movement in stainless steel 
case offers exclusive Harvel Multi-Guard features — anti-magnetic, 
moisture, shock, rust-repellent. At $55.00 including Federal Tax, 

the DATE-0-GRAPH will walk right out of your showcase. 


We Fill and Ship Orders on Day Received! Write or wire your DATE-O-GRAPH order now. 
They'll be on their way to you as soon as we get your order. You'll find plenty of people asking for the 
DATE-O-GRAPH on the strength of the advertising. Order and display the DATE-O-GRAPH for quick turnover. 


HARVEL WATCH COMPANY, ROCKEFELLER CENTER, NEW YORK 20, N.Y. 
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NEMJ & SA SEEKS EXCISE TAX RELIEF 


March Excise Collections 
Show a Decrease of 10% 


Internal Revenue collections of the 20 
per cent retailer's excise tax on jewelry 
for March, 1947, amounted to $13,703,- 
664.26. This represented a decrease of 
approximately 10 per cent under collec- 
tions for March, 1946. 

March collections dropped way below 
those for February, 1947, the preceding 
month, when collections reached $37,- 
043,486.52. This is only natural since 
February collections, which represent 
sales made in January, also reflected 
some Christmas sales which were report- 
ed at the end of January instead of 
December. 








NACJ and Industry's Tax Committee Backs Drive; 
Proposals Would Free Items Retailing at $25 and Under 


The effort to obtain relief for the 
jewelry industry from the destructive 
20 per cent wartime excise tax took a 
new direction last month with a drive 
spearheaded by the New England Manu- 
facturing Jewelers’ & Silversmiths Asso- 
ciation to have items which retail for $25 
or less exempted from application of the 
tax. 

The drive is being strongly backed by 
the National Association of Credit Jewel- 
ers, which for some time has been ad- 
vocating action of this nature and the 
jewelry industry’s over-all tax committee 
has also added its support to this effort. 

A brief, in support of the proposal, 





Swiss Watch Importers and American Mfrs. 
Argue Pro and Con in Current Controversy 


Arguments pro and con in the cur- 
rent controversy between importers of 
Swiss watches and the American manu- 
facturers are still continuing. In the 
course of a series of hearings conducted 
by the Ways and Means Committee of 
the House of Representatives, on the 
proposed extension of reciprocal trade 
agreements, Walter Cenerazzo, president 
of the American Watch Workers’ Union, 
and T. Albert Potter, representing the 
American manufacturers, presented on 
April 21 and 26, respectively, the argu- 
ments of the American interests; while 
James W. Bevans, counsel for the Amer- 
ican Watch Assemblers’ Association, 
who appeared on May 8, set forth rea- 
sons why the importers believe that the 
flow of Swiss watches to this country 
Should be continued. 

The average unit cost of an uncased 
l7-jewel watch movement made in an 
American watch factory is $17.85, said 
Mr. Cenerazzo, whereas the unit cost of 
a similar Swiss movement landed in New 
York averages from $4.96 to $6.50. The 
differences, he said, is not reflected in 
correspondingly lower prices to the con- 
Sumer, but is divided between importer 
and retailer in greater profits. 

It is impossible under present condi- 
tions for the American watch manufac- 
turer, said Mr. Cenerazzo, to lower his 
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production cost to equal that of the 
Swiss producer because of the fact that 
wages today to the American workman 
are three to four times as high as those 
in Switzerland, and that while the 
American companies are making every 
effort to reduce unit costs by new 
methods and new technological improve- 
ments, no means have been found or 
seem likely to be found in the immediate 
future to close the gap, since the Swiss 
industry is also in a high state of tech- 
nological development. 

He urged that Swiss watch imports 
be placed on a quota which would re- 
strict them to 50 per cent of the Ameri- 
can market which he stated was the 
percentage enjoyed by the American 
producers prior to the war, claiming that 
the preservation of a jeweled watch in- 
dustry in America is an essential ele- 
ment of national defense because of the 
need for its production of precision 
equipment in the event of war. 

Mr. Potter, who appeared on April 
26, pointed out that the proportion of 
business done by American companies 
was decreasing even before the war fol- 
lowing the reduction in tariff under the 
previous reciprocal trade agreement, de- 
clining from 53 per cent before the re- 
ciprocal trade agreement went into 

(Please turn to page 302) 





was presented by Edward O. Otis, Jr., 
Executive Secretary of the NEMJ&SA, 
at a hearing before the Finance Com- 
mittee of the U. S. Senate, on April 22, 
and telegrams endorsing the arguments 
in behalf of the various trade associations 
represented on its board were sent by 
the Jewelers Vigilance Committee to al) 
members of the Finance Committee fol- 
lowing the hearing. 

In summary, the brief showed by 
means of charts and tabulations of fig- 
ures that ever since the imposition of 
the 20 per cent rate of tax in April, 
1944, the jewelry business has received 
a progressively decreasing share of the 
total spending for consumer goods, ther- 
by resulting in an unfair discrimination 
against the industry. Had the historic 
relationship between consumer and the 
jewelry business been maintained, sales 
in 1946, according to the brief, would 
have been 224% per cent higher than they 
actually were. 

The downward trend of jewelry sales 
in relation to other goods has become 
progressively acute until today it has 
reached a point where manufacturers in 
the New England area, according to a 
survey made in April, have been obliged 
to lay off workers and reduce working 
schedules by 50.6 per cent between De- 
cember 15, 1946, and April 15, 1947. This 
trend is continuing and is likely to grow 
even worse, it is stated, because retail 
sales are continuing to fall, and manu- 
facturing conditions follow the trend of 
retail sales. 

The loss to the country’s economy in 
payrolls to employes and commissions to 
salesmen has amounted in 1946 to $190,- 
500,000, it is estimated. Not only has 
this reduced the consumer spending 
power which is so desired today but it 
has also cost the Government approxi- 
mately $43,800,000 in income taxes that 
would have been collected from these 
payrolls. The total of these amounts 
practically equals the theoretical “gain” 
from the jewelry excise tax. “It seems 
doubtful,” says the brief, “if this can be 
considered a social gain.” 


The brief also points out that costume 
(Please turn to page 300) 
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EXCRE TAX RELIEF 
(From page 299) 


jewelry has become, through custom and 
use, an essential element in the average 
woman’s wardrobe and is no longer as 
much a luxury as many other items 
which are free from any retail excise 
tax. 

It is further pointed out that the cos- 
tume jewelry industry, unlike most lines 
of consumer goods, did not increase its 
prices, even though the cost of such ma- 
terials as silver went up enormously; 
and therefore, the industry is entitled 
to sympathetic consideration of its prob- 
lem because of its cooperation in the 
present drive to combat inflation. 





The brief concludes with the statement 
that the elimination of the tax on items 
selling for $25 or less would probably 
not reduce the Government’s total “take” 
from the jewelry tax by more than 25 
to 30 per cent and that the net loss is 
likely to be much less as the result of 
declining sales unless the tax is removed. 
Thus the Government would actually 
gain, it is stated, by the elimination of 
the tax from low cost items, since the 
direct revenue from the tax is likely to 
be the same in either event and there 
would be an increase in income tax col- 
lections as the result of the additional 
pay checks and commissions that would 
be earned by workers in the industry if 
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the depressing effect of the sales tax 
were removed. 

Purpose of the presentation of the 
brief was to endeavor to have the pend- 
ing tax bill amended by the addition of 
a section revising the tax, as outlined 
above. However, since the hearing, 
Senator Eugene D. Millikin of Colorado, , 
chairman of the committee, has indicated 
in a public statement quoted in the news- 
papers of May 9, that the committee 
would consider no amendments which 
would involve further tax reductions, in 
addition to those provided for in the 
present draft of the bill. 


SOME SENATORS SYMPATHETIC 

It is understood, though, on good au- 
thority that a number of Senators are 
sympathetically inclined to the argu- 
ments as presented by the jewelry in- 
dustry, and that an amendment provid- 
ing that all items of jewelry retailing 
at $25 or less be exempted from the ex- 
cise tax will be introduced from the floor 
of the Senate when the measure comes 
up for debate. Support for such revision 
has also been found in the House of 
Representatives. 

Unless such an amendment is at- 
tached to the present bill, there is no 
chance of any relief before the middle 
of next year, according to Representa- 
tive Knudsen, chairman of the House 
Ways and Means Committee, who states 
that his committee is planning to make 
a complete study of the current tax 
structure in 1948, with a view to a basic 
overhauling of it and that further tax 
action will be deferred until this in- 
vestigation has been completed. 


Norfolk and Portsmouth RJA 
Holds Meeting, Elects Officers 

The Norfolk and Portsmouth Retail 
Jewelers Association held their regular 
meeting on May 13. An election of offi- 
cers was held and the following were 
chosen to serve for a period of two 
years: S. D. Hardy, president; Joseph 
L.. Hecht, vice-president; and Carl P. 
Harmon, secretary-treasurer. 

This is the eighth consecutive time Mr. 
Harmon has been given this honor, The 
association voted on closing a half-day 
on Wednesdays starting with June and 
running through September Ist. 


Purchase Jewelry Department 

B. C. Clark & Sons, Inc., Oklahoma 
City, Okla., recently purchased the stock 
of fine jewelry and silverware formerly 
owned by Carl Arnhalt in the Kerr De- 
partment Store located at 312 West 
Main St., that city. Mr. Clark an- 
nounced that the department will oper- 
ate under the name of “Fine Jewelry 
& Silver Shop at Kerrs’ owned and oper- 
ated by B. C. Clark & Sons, Inc.” His 
firm will operate this jewelry depart- 
ment in addition to their store at 113 
North Harvey, Oklahoma City. 

The B. C. Clark Co. is owned and 
managed by B. C. Clark, Sr., president; 
B. C. Clark, Jr., vice-president; and H. 
C. Stuhr, Mr. Clark’s son-in-law, who is 
secretary-treasurer. 
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The FBI Wants This Man 
For Passing Bad Checks 


A man who calls himself Joseph L. 
Parent—though he has also used the 
names of Norman Brenner and Carl M. 
Monette—is wanted by the FBI and the 
Jewelers Security Alliance on charges 
of passing bad checks—mostly in jewelry 
stores. 

According to information from the 
Pinkerton’s National Detective Agency, 
who are detectives for the Security Alli- 
ance, he has been operating during re- 
cent months in a territory from Penn- 
sylvania to Colorado where they state 
they have found 35 instances of Parent’s 
having passed worthless checks—mostly 
on jewelry stores. 

These checks are _ typewritten on 
printed blanks bearing the name of 
“Parks & Morris, Inc.,” 453 West 47th 
St.. New York—a non-existent concern 
for whom Parent claims to be a Sales- 
man. They are signed by “J. H. Hun- 
ter, Jr.” as general manager. Parent 
claims to be salesman for “Parks & 
Morris, Inc.,” and represents these checks 


A sample of Joseph L. Parent's handwriting 
taken from a photostatic copy of one of 
the numerous worthless checks he has cashed. 


as having been issued to him for com- 
missions and expenses. 

Warrants for Parent’s arrest charg- 
ing violation of the National Stolen 
Property Act have been issued by the 
Federal Courts at Chicago, IIl., and Salt 
Lake City, Utah, and he is at present 
being sought on those warrants. 

He is described as 49 years old, 5 ft. 
7 in. tall, 150 lbs., black and gray mixed 
hair, medium build, black sharp eyes, 
dark complexion, Canadian nationality, 
well-dressed businessman, carries a 
brown leather bag, similar to doctor's 
bag, slight accent, French or Jewish. 

Should a man answering this descrip- 
tion call on you and offer such a check 
as described above, you are requested 
to detain him in conversation and notify 
your local police department informing 
them of above facts and also to notify 
the nearest office of the Federal Bureau 
of Investigation and Pinkerton’s Na- 
tional Detective Agency. 





Jewelry Firm is 25 Years Old 


The firm of Wahl and Son at Anna, 
Ill., observed its 25th anniversary on 
April 1. A quarter of a century ago, 
James L. Wahl and his son, Norman 
M. Wahl, bought the jewelry store from 
H. C. Lentz and Son and moved to 
Anna from Paducah, Ky. The elder 
Wahl died July 8, 1936, and since that 
time the store has been operated by his 
widow and son. 
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It doesn’t matter where the supplies and replacement parts 
you need are located. They can be delivered to you in hours 
when you specify Air Express. Air Express gives you same- 
day delivery between many towns and cities. Even overnight 
coast-to-coast shipments are now routine. 


Air Express is a better value than ever at today’s low rates. 
Planes are bigger and faster and schedules more frequent. 
So, serve your customers better, and keep profits high, too! 
Use the speed of Air Express regularly. 


opecity Air Express-its Good Business 


e@ Low rates include special pick-up and delivery in principal U.S. 
towns and cities. @ Moves on all flights of all Scheduled Airlines. 

e Air-rail between 22,000 off-airline offices. 

e Direct air service to and from scores of foreign countries. 

Just phone your local Air Express Division, Railway Express Agency, 
for fast shipping action. . . . Write today for Schedule of Domestic 
and International Rates. Address Air Express, 230 Park Avenue, 
New York 17. Or ask for it at any Airline or Railway Express Office. 
Air Express Division, Railway Express Agency, representing the 
Airlines of the United States. 






GETS THERE FIRST 
Rates are low 


For example: to Air Express 
a 22-lb. shipment 1100 miles 
costs only $7.43. 10-lbs. for 
$3.58. Other weights—any dis- 


tance — similarly inexpensive. 
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SWISS WATCH CONTROVERSY 
(From page 299) 


effect to 39 per cent in 1941 after the 
tariff ‘eduction. 

He expressed disappointment with the 
operation of the voluntary agreement 
that was in effect last year, stating that 
it had not resulted in any reduction in 
imports and also that the Swiss had 
failed to fulfill their promise to ship to 
American manufacturers various watch- 
making machinery and parts as provided 
for in that arrangement. 

Today, he said, sales of American 
jeweled watches have declined a further 
40 per cent from the volume of 1941, 
while the importation of Swiss watches 
has increased by 115 per cent. Ameri- 





can manufacturers must, therefore, have 
relief if the industry is to survive, Mr. 
Potter concluded. 

Opposing these arguments, Mr. 
Bevans, who appeared on May 7, claimed 
that is is essential to the domestic 
economy to continue the importation of 
Swiss watches at whatever rate the 
market can absorb. 

Such imports are necessary, said Mr. 
Bevans, to meet the unprecedented de- 
mand for watches, stating that without 
these importations millions of civilian 
war workers could not have been sup- 
plied and that demand would have been 
allowed to accumulate to a point which 
domestic production could not have sup- 
plied for a decade or more because of 
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Now the time has come when you 
too need additional sales and 
additional income through imme- 
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the lack of production facilities. As 
result, he added, the consumer would 
today be forced to pay extravagant 
prices for watches. 

Mr. Bevans contradicted critics of the 
State Department’s Reciprocal Trade 
Agreements program with the statement 
that domestic manufacturers of jeweled 
watch movements had not been injured 
by the trade agreement with Switzer- 
land. He cited 1946 earnings of two 
domestic jeweled movement manufac- 
turers and said they compared favorably 
with prewar years even though they had 
not reached maximum production. He 
said that although a third domestic 
manufacturer of jeweled movement had 
lost a considerable amount of money last 
year, it was because this company had 
failed to anticipate the type of mer- 
chandise that would be in demand by the 
public. 

Mr. Bevans also quoted figures to 
show that of the $425,000,000 spent for 
watches by the consumer, approximately 
88 per cent remains in the United States, 
and therefore that the members of the 
Watch Assemblers Association should 
be regarded as an American industry. 

After subsequent hearings by the 
House Ways and Means Committee, Re- 
publican leaders indicated that thev 
will make no immediate attempt to 
change the reciprocal trade program. 

However, Representative Knutson 
(R.-Minn.), the chairman, said that the 
committee will continue to keep close 
watch on the eighteen-nation tariff-re- 
ducing negotiations now in progress at 
Geneva, Switzerland, and may have some 
revisions to suggest later. He added 
that he will appoint a subcommittee to 
draw up a report to the House on the 
full committee’s reciprocal trade study. 


GIA Board of Governors 
Holds Meeting, Election 


All of the services of the Gemological 
Institute of America (including its 
laboratory facilities) which were pre- 
viously reserved for members only, are 
now available to every one in the jewelry 
trade, it was announced following the 
meeting of the GIA Board of Governors, 
in Los Angeles, on April 28. 

In addition to the opening of the lab- 
oratory testing to non-members, the 
trend toward a general liberalization of 
the policies of the GIA is evidenced by 
the addition of representatives of im- 
porters, manufacturers and wholesalers 
to governorship of the Board, and the 
extension of endowment membership to 
any person or firm in the jewelry busi- 
ness. 

Another step in this direction is the 
authorization by the Board for the is- 
suance of diplomas to each student who 
satisfactorily completes the GIA _ edu- 
cational courses, thus opening to veteran 
students who have enrolled for study 
under the GI Bill of Rights—as well as 
all other students—the full value of 
their having pursued the course of stud- 

(Please turn to page 328) 
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New York Horological 
Holds Monthly Meeting 


The Horological Society of New York 
held its May meeting in its new head- 
quarters, the Caravan Hall on East 
59th St., in New York before a group 
of watchmakers numbering more than 
150. 
James O’Shaughnessy presiding, wel- 
comed the members and remarked that 
the Society was growing so fast that 
the organization had to move twice in 
the past year to make room for the new 
membership. 

Mr. O’Shaughnessy then reported on 
his recent trip to Utica, New York, with 
Mr. Fried where he attended the con- 
vention of the New York State Watch- 
makers’ Association. He spoke of the 
aims and ideals of the state association 
and of its desire to cooperate with the 
Horological Society of New York in 
their goal to secure state licensing for 
watchmakers. Robert Taylor, president 
of the state Association welcomed the 
cooperation of the Society. 

Barney Goldstein made a motion to 
the effect that the Society aid those vet- 
erans who have graduated from a bona 
fide horological school to obtain posi- 
tions in the industry. He urged that an 
ad be inserted in the Society’s publi- 
cation, the Horolgist’s Loupe, to this 
effect and the metropolitan trade be 
“mail” canvassed with these issues. 

Mr. Van Laar, the former president 
of the New Jersey State Watchmakers’ 
Association made a suggestion that a 
campaign to educate the watchmaker to 
the benefits of organization, legislation 
and mutual cooperation be made. 

Others who spoke were Mr. Brown, 
Mr. Rawlings, Mr. Liemer and Mr. 
Knoll. 

The principal speaker of the evening 
was Henry B. Fried, director of 
horology for the New York City Board 
of Education and executive secretary of 





March Mine Production of Gold 


The average daily rate of gold pro- 
duction in the United States declined in 
March despite the gain of two per cent 
in the total, because of the fact that 
March is nearly 11 per cent longer than 
February, according to the Bureau of 
Mines. 

Virtually all important goldsproduc- 
ing states showed increases in March as 
compared with February, the gains rang- 
ing from three per cent for South Da- 
kota to 61 per cent for Idaho. Cali- 
fornia’s production fell 15 per cent and 
that for Nevada dropped 20 per cent, in 
contrast with the gains elsewhere, al- 
though South Dakota’s evident rise of 
three per cent marked a drop in the 
average daily production rate. 

Idaho had a larger output chiefly be- 
cause of increased production at the 
Yellow Pine Mine at Stibnite in Valley 
County. The gains in other areas were 
caused chiefly by the longer working 
period. 
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the Horological Society of New York. 
Mr. Fried spoke of the “History, Analy- 
sis and Repair of the Pin Pallet Es- 
capements.” Mr. Fried traced the his- 
tory of this escapement back to Amont 
who used it first in clocks in the mid- 
dle of the 18th century. He said others 
who developed it were Brocot, Tavan, 
Pichon and Perron, the latter in 1830. 

Roskopf did not invent this escape- 
ment but rather adopted it after the 
advice of Jules Grosman, director of the 
Geneva school, Mr. Fried said. In ana- 
lyzing the escapement, he compared it 
closely to the jeweled lever escapement. 
Treating on the technical features, he 
said, oiling presented a problem unless 
the pins were made quite thin. 

Mr. Fried then spoke of the repair 
methods used in _ correcting various 





faults. He urged careful diagnosis and 
a conservative approach. Mr. Fried 
closed his talk with a display of an en- 
larged detailed print of such an escape- 
ment and gave many references for fur- 
ther study. 

Mr. O’Shaughnessy then introduced 
Harry Rodman who spoke of his com- 
pany’s efforts to cooperate with the 
watchmaker and to educate him. He 
dwelt upon the Swiss watch industry 
and of the Langendorf Watch Co. fac- 
tory. Mr. Rodman then introduced a 
sound film on Swiss watch manufacturing 
methods. The film showed the stamping 
operations in watchmaking, pinion and 
wheel cutting, pallet stamping and mak- 
ing, assembling and adjusting. The film 
was most interesting and warmly re- 
ceived. 
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Wisconsin RJA Holds 41st Annual Convention 













At the 4lst annual convention of the Wisconsin Retail Jewelers Association held at the 
Schroeder Hotel in Milwaukee on April 27 to 29, the following officers were re-elected to 
serve for the coming year: Shown seated, left to right, are: Henry F. Stecher, Milwaukee, 
treasurer; Ralph H. Young, LaCrosse, president; and Ben Heald, Milwaukee, secretary. 
Standing in the rear, are, left to right: Henry Rank, Milwaukee; Sam Dalin, West Allis: 
Ray Treiber, Appleton; and Ervin R. Fuchs, Milwaukee, all elected to the board of directors, 
Not present when the photo was taken were Ray Nelson, Madison, who was re-elected vice- 
president, and Arthur Hentschel, Jr., who was elected to the board of directors. 


Jewelry prices are not inflated as con- 
Sumers often think, but are in many 
instances no higher than in pre-war days, 
Ralph H. Young, president of the Wis- 
consin Retail Jewelers Association said 
at the 41st annual convention of that or- 
ganization held in Milwaukee’s Schroeder 
Hotel on April 27th, 28th and 29th. 

He blamed artifically pegged prices 
sponsored by the “silver senators” for 
relatively high sterling silver prices. On 
the other hand, silver plate is only 10 
per cent above pre-war prices, he said. 
Alarm clocks and clock watches are the 
exceptions in the trade, for they have 
risen considerably since the war, Young 
reported. On the other hand, wrist and 
pocket watches, which he said in many 
brands stayed below OPA ceiling prices 
during the war, still have not risen. 

Mr. Young opened the sessions and 
spoke of selfsought regulative legisla- 
tion which has_ benefited Wisconsin 
jewelers and their customers. He said 
that organized jewelers have done more 
than any other group of merchants to 
protect the public against fraud and 
cited the regulation of jewelry auctions 
which are governed by Wisconsin law. 
The legislation limits auctions to day- 
time (when artificial light cannot 
glamorize cheap diamonds and other 
stones) and requires the checking of 
auctioned goods with inventories pre- 
pared in advance. 

The Association president spoke 
briefly on trade diversion and legisla- 
tion enacted in Wisconsin which pro- 





hibits such practices. Under the Com- 
missary Law industrial plants are for- 
bidden to sell to employees any product 
other than that of their own manufac- 
ture, excepting food and drink. 

Following a suggestion made at the 
last convention, a committee headed by 
Orville Oestreich was appointed to work 
on a plan for suggested (not mandatory) 
prices for watch repair minimum. Copies 
of this suggested minimum price list 
were to be sent to all retail jewelers 
whether members of the Association or 
not. This six-man committee consists cf 
Orville Oestreich, Art Hentschel, Le 
Roy Steller and three men from the 
Wisconsin Watchmakers’ Assn.: Hans 
Jensen, Gerald Spangler, and Mack 
Guretzke. 

A. C. Possin delivered an interesting 
address on the first phase of a post-war 
crime ,situation. Mr. Possin said that 
crime is claiming over 10 billion dollars 
a year, and it is safe to say that the 
jewelry industry contributes over one 
million of this staggering total. He said 
it is therefore necessary for the jewelry 
trade to have as near an equivalent to 
the FBI as possible and thanks to the 
foresight of a group of jewelers 63 years 
ago, jewelers have the Jewelers’ Security 
Alliance, which since its founding, has 
continuously operated along the lines 
of crime prevention and detection. In 
conclusion, Mr. Possin told how the JSA 
works in preventing crime by issuing 
booklets, door-plates and reward signs. 
He said if a member suffers loss from 
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theft, the Pinkerton force of detectives 
and law enforcement men are imme- 
diately put on the case and work till its 
conclusion. Richard C. Murphy, a for- 
mer District Attorney of ‘New York 
City, is the lawyer for the Alliance, and 
it is his duty to follow through after 
the Pinkerton men have secured an 
arrest, Mr. Possin reported. 

E. R. Fuchs, president of the National 
Jewelers Mutual Fire Insurance Co. de- 
livered a short speech on “The Jeweler 
and His Insurance Company.” Mr. 
Fuchs said since his company was 
formed back in 1913, it has returned to 
policy holders over $2,000,000 in divi- 
dends and losses paid. He said the com- 
pany has never levelled an assessment 
in 35 years and yet they insure everyone 
connected with the jewelry industry. 

Arthur Kusel, president of the Mil- 
waukee Wholesale Jewelers Association 
delivered an address: “A Wholesaler 
Speaks on Merchandising.” Mr. Kuesel 
told Association members to make their 
customer feel he is wanted in their 
store. He told them to create a feeling 
of friendliness and hospitality and make 
the selling of jewelry a personal thing. 
Have a luxurious background for your 
bits of jewelry, and show only one piece 
at a time, Mr. Kuesel told the retailers. 


R. D. Morse, manager and secretary- 
treasurer of the La Crosse Credit Asso- 
ciation and immediate past president of 
the Associated Credit Bureaus of Wis- 
consin delivered an interesting talk on 
the subject, “Recognizing a Good Credit 
Risk.” Mr. Morse said that when we 
entered the war we had a ten billion 
dollar outstanding consumer debt. By 
the end of the war it was down to five 
billion, but now it is back up to ten 
and is expected to reach between 16 and 
20 billion. He said the jewelry industry 
will assume a _ proportionate share of 
that. 
exact way to determine a good credit 
risk, but every jeweler can protect him- 





E. R. Fuchs Re-elected as Head 
Of Jewelers Mutual Fire Insurance 


On Wednesday, April 30, 1947, at the 
Schroeder Hotel in Milwaukee, policy- 
holders of the National Jewelers Mutual 
Fire Insurance Co. held their 35th an- 
nual meeting. 


An election of officers was held and all 
present officers were re-elected to serve 
for another year. They are: E. R. 
Fuchs, president; Sam Dalin, vice-presi- 
dent; A. W. Anderson, secretary, and 
Henry F. Stecher, treasurer. The fol- 
lowing three directors were re-elected to 
serve for the next three years: A. W. 
Anderson, E. R. Fuchs, and Henry 
Rank. 


Mr. Stecher announced that due to a 
Serious illness, Mr. Anderson could not 
be present. He also announced that the 
Company is now licensed to do business 
in eight states and has applications pend- 
ing in four more. 


FOR JUNE, 1947 


In conclusion, he said there is no 


self best by checking with his local Credit 
Bureaus and thus keep his losses down 
to a minimum. 


An election of officers was held on 
Tuesday, April 29, and the following 
officers were re-elected: Ralph H. 
Young, La Crosse, president; Ray Nel- 
son, Madison, vice-president; Ben Heald, 
Milwaukee, secretary, and Henry F. 
Stecher, Milwaukee, treasurer. The five 
directors elected were: E. R. Fuchs, 
Milwaukee, R. J. Treiber, Appleton, 
Sam Dalin, West Allis; Henry Rank, 
Milwaukee, and A. C. Hentschel, Jr., 
Milwaukee. 


Over 500 guests enjoyed the banquet 
on Tuesday evening, April 29, repre- 
senting the 250 jewelers and their wo- 
menfolk, and nearly 100 exhibitors and 
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their personnel. One hundred door prizes 
were awarded. 

The Resolutions Committee extended 
a vote of thanks to the jewelry trade 
papers, the Association of Commerce, 
the Milwaukee Wholesale Jewelers’ Assn., 
the Wisconsin Board of Examiners for 
the administration of the Watchmaker’s 
Registration Law, and to the officers of 
the Wisconsin RJA. 

Other resolutions were: Be it further 
resolved that the members of the Wis- 
consin RJA and its members protest to 
the Wisconsin Legislature any future in- 
crease in the already burdensome taxes 
levied upon our business. Resolved, tha. 
we respectfully urge all manufacturers of 
silver flatware and hollowware that they 
restore the traditional discount to the 
trade. 





Windproof Beauty 
in a Precious Metal 
Case. Guaranteed 
for a lifetime... 


. The matchless performance and sound value of 
a ' these ZIPPO Lighters make them highly ac- 
3 ceptable as quality gift items. The prices have 
not advanced beyond prewar. Sterling Silver 
Plain $15., Engine -turned $20.; 14K Gold, 
Plain $165., Engine-turned $175. (retail, plus 
federal tax). Silverlike case $2.50; initials or 
signature $1.00 extra (retail). 
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throughout the country who are 
turning window shoppers into 
buyers by displaying English Shef- 
field, Antique Silver, Imported 
China, and bric-a-brac . . . from 
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Old English plated tea and coffee 
service with Queen Ann flute — 


Made in England—Circa 1870. 


We are importers for the trade. 


e Antique English Silver 
e Old Sheffield Plate 

e Victorian Plate 

e Shefiield Reproductions 


Produced in our English 
Factories 


e Bric-a-Brac 
e China e Glassware 
e Objects d'Art 
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Symbol of authentic Sheffield 
reproductions made _ from 
our original antique dies. 
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22 West 55 St., N.Y. €. 
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Arkansas 


RJA Holds Annual Convention 
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All officers of the Arkansas RJA were re-elected at the annual convention of the organiza- 
tion held on April 27th and 28th at the Marion Hotel in Little Rock. Shown above seated 
in the front row, are, left to right: J. L. King, Clarksville, vice-president; E. H. Stewart, Hope, 


president, and Floyd A. Denman, Stuttgart, secretary-treasurer. 


Members of the board 


standing in the rear, are, left to right: John Stinson, Jr., Camden; W. C. Whorley, Arkdel- 
phia; Lewis Goltz, Hot Springs, and R. B. Stone, McGeehee. Joe Fitzpatrick of Blytheville 
was absent when the picture was taken. 


Merchandising, publicity, and develop- 
ing regular customers for the jewelry 
store were foremost among current prob- 
lems discussed at the 1947 convention 
of the Arkansas Retail Jeweler Asso- 
ciation, held in Little Rock, Arkansas, 
April 27-28, at the Marion Hotel. 

Called the most helpful meeting in 
years, the convention was attended by 
75 delegates, who viewed 16 exhibits of 
wholesale jewelers. 

“Selling jewelry on credit” was the 
subject of a talk by Eugene F. Calloway, 
credit manager of Pfeifer Bros., Little 
Rock, Arkansas. Credit sales are in- 
creasing rapidly, he said, caused by 
more merchandise coming in and _ the 
lifting of government restrictions. More 
than ever now the jeweler will depend 
upon charge customers for volume, and 
must accordingly plan to promote credit 
business. 

“Charge account customers help to 
overcome new competition,” Mr. Callo- 
way said. “Jewelers who have been in 
business for some time should be in po- 
sition to utilize the advantages of credit 
selling. The promotion of charge ac- 
counts retains old customers and wins: 
new customers who might go to a new 
store.” 

Advocating the promoting of credit 
business through newspaper advertising, 
window signs, and counter announce- 
ments, he urged caution in granting 
credit to unknown people. Jewelers do 
not take full advantage of credit bureau 
service, he pointed out. They depend too 
fully on acquaintance and the doubtful 
method of judging integrity from out- 
ward appearances. 








Appraisals was the subject selected by 
G. A. Gibbs, Hot Springs, Ark. He ad- 
vocated a reasonable charge for ap- 
praisals, which would discourage the 
curious person from asking for this ser- 
vice. In a resort town like Hot Springs, 
he pointed out, charging for appraisals 
adds a sizable amount to the jeweler’s 
volume. The equipment necessary for 
appraising is simple, he pointed out. 
“Use your own system of markup to 
give the customer the normal retail 
value,” he advised. “And charge for the 
service. I would suggest one per cent 
of the appraisal amount. For this give 
the customer the weight of the stone, 
color, quality and value.” 

“The Jeweler and His Competitor” 
was the subject of a helpful talk by Ben 
Riseman, sales promotion manager of 
Edwards & Co., Kansas City, Mo. He 
urged that jewelers strive to increase 
store traffic with small services and with 
service merchandise that bring the aver- 
age customer in often. He cited lighter 
fluid, silver polish and other non-profit 
items to attract customers—“keep them 
crossing the threshhold often.” He ad- 
vocated good window displays, attrac- 
tive store appearance, trademarked lines, 
and superior store personnel. 

Manufacturers are promoting jewelry, 
watches, clocks and silver with the most 
lavish national advertising ever used, he 
asserted. “Tie in with this advertising. 
Use dealer helps. Show that magazine 
advertisement in your window together 
with the actual merchandise.” 

Because a jeweler’s best prospects are 
his customers, the jeweler should have 4 
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mailing list, used for planned mailings. 

He advocated store modernization and 
the frequent changing of displays in 
windows and show cases. He urged 
careful training of sales personnel. 
“Have the sales people wear jewelry— 
neck pieces, rings, watches, earrings, 
cravat chains, key chains, and stick pins. 
To sell jewelry, the owner and his em- 
ployees should wear jewelry.” 

Speaking on the subject of “Unusual 
Watch Guarantees,’ Lewis Goltz, Hot 
Springs, Ark., warned about using the 
words “waterproof” and “shockproof” 
in guaranteeing watches. Try to keep 
from using the word guarantee at all, 
he urged. Tell the cutsomer that the 
manufacturer guarantees the branded 
watch against mechanical defects, and 
that, for a limited time, service will be 
given. 

“Credit On Return Goods” was dis- 
cussed by Hoyt T. Purvis, Regional 
Vice-President ANRJ A, Jonesboro, Ark. 
After making an extensive survey among 
retailers in several states regarding re- 
turned merchandise, he advocated the 
adoption of a reasonable policy and ad- 
hering to it. He recommended that such 
a policy permit the exchange of mer- 
chandise within ten days, but that no re- 
funds be granted, except in exceptional 
instances. If the customer is told the 
expense of making a sale involves wrap- 
ping, delivering, and Federal tax which 
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the dealer must pay, the customer will 
not be contentious. 

John Stinson, Jr., Camden, spoke on 
“Trade-in Allowances,” advocating re- 
fusing to accept worthless watches by 
telling the customer that the store does 
not handle that make and grade even 
when new. In the panel discussion 
which followed the point was brought 
out that if the dealer’s repair depart- 
ment could reclaim the old watch so 
that a profit could be made, the trade-in 
could be an acceptable deal. 

Speaking on “Gems and Gemology,” 
Floyd A. Denman, Stuttgart, Ark., urged 
the modern jeweler to do his own re- 
search into this interesting and _ profit- 
able subject, and not accept handed- 
down information. 

Officers for the coming year were re- 
elected as follows: E. H. Stewart, Hope, 
president; P. L. King, Clarksville, vice- 
president and Floyd A. Denman, Stutt- 
gart, secretary-treasurer. 

Directors: D. M. Stewart, Little 
Rock; John Stinson, Jr., Camden; Joe 
Fitzpatrick, Blytheville; W. C. Whorley, 
Arkadelphia; Lewis Goltz, Hot Spring; 
and R. B. Stone, McGehee. 


Washington RJA O.K's 


Price Cuts at Convention 


Members of the Washington Retail 
Jewelers’ Association at their annual 














convention adopted a resolution stating | 


they already had complied with Presi- 
dent Truman’s request for price slash- 
ing and recommending that jewelry 
wholesalers and manufacturers follow 
the retailers’ lead. 

Don Stewart, secretary-treasurer of 
the Association explained that Washing- 
ington jewelers already had made price 
cuts paralleling President Truman’s re- 
quest at the time of their first-of-the- 
vear inventory. 

Price cuts were made at that time, 
he said, in expectation of a declining 
market. 

The unanimous resolution concludes 
with the statement that the “action was 
taken as a patriotic gesture, not as a 
sales promotion effort.” 

Officers elected for the ensuing year 
were: Richard N. Talcott, Olympia 
president; Ben Brice, Spokane and Ian 
Laing Malcomson, Seattle, vice-presi- 
dent; and Don Stewart, secretary-treas- 
urer. 

Directors are: B. J. Burnett, Seattle; 
Jerry Cundiff, Walla Walla; Art Gun- 
derson, ‘Tacoma; S. O. Hawkes, 
Yakima; Howard Kennedy, Spokane; 
Horace Raphael, Seattle, and Art Sar- 
tori, Spokane. 





Buyer Takes on Added Duties 


Jr., | 


Carl Drake, Merchandise Manager of | 
Younker’s, Des Moines, Iowa, recently | 
announced that Miss Ella O’Brien, in ad- | 


dition to buying jewelry, will now buy 
silverware and watches. 
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Ox SAVING 


in your fire 
insurance premium 





FACT 1 ... Jewelry stores are 
preferred fire insurance 
risks. 


FACT 2... We insure only 


jewelers. 


FACT 3... Hence, our claim 
ratio is lower. The ratio of 
earnings is higher. 


FACT 4... These earnings 


are passed back to policy- 
holders as dividends. 


FACT 5... At present, these 
dividends are 40%. 


FACT 6... Thus our policy- 
holders save 40% on their 
fire insurance ... at the 
same time, receive A-1l 
claim service. 


We would be glad to send you full infor- 


mation, without obligation of course. 


National Jewelers Mutual 
Fire Insurance Company | 


Neenah, Wis. 


104 E. Wisconsin Ave. 
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The West Coast 


q With every county in the state of 
Washington represented, a public 
presentation of the silver service, given 
by the state’s school children was made 
to the officers of the cruiser Bremerton 
at Seattle’s waterfront on April 20. The 
service consists of 158 pieces and is 
valued at $25,000. Capt. M. N. Little, 
commanding the ship, accepted the 
school children’s gift. Their contribu- 
tions made possible the original manu- 
facture of the handsome service at the 
Joseph Mayer Jewelry Co. of Seattle. 
The original silversmiths making the set 
were sought out, found, and they there- 
upon restored it to excellent shape. 

q Considerable financial outlay will be 
made for improvements to the Lurie 
Jewelry store at 430 Broadway, North 
Seattle. 

q George R. Dodson, Inc., 517 River- 
side Ave., Spokane, Wash., jewelers for 
60 years, have developed a most popu- 
lar department known as the “Baby Gift 
Section,” featuring silver and gold gifts 
for infants and tots from a dollar up. 
q Francine, manufacturing jewelers 
of New York, recently announced the 
opening of their Los Angeles office at 
220 W. Fifth St., Room 613, with A. B. 
Martin in charge. 

q Long heralded, the Goldsmiths have 
opened their splendid new home at the 
corner of 5th Ave. and Pike St., Seattle, 
Wash. Besides a spacious diamond de- 
partment in a classic setting, the new 
home includes watch, silverware and 
clock departments, a section for elec- 
tric appliances, and popular small util- 
ity items in the home, radios, and the 
like, and another section for cameras 
and photographic equipment. 

q L. V. Randall of Renton, Wash., has 
moved to Seattle, Wash., buying the 
Dudley’s Jewelry & Gift Shop on Broad- 
way. Mr. Randall is an expert watch 
repair man and will specialize in clock 
and watch repairs while also handling 
jewelry and gift lines in his newly ac- 
quired store. 

q North Bend Jewelers of North Bend, 
Wash., is now owned entirely by Rol- 
land E. Fuller who recently purchased 
the interest of his pattner, A. O. Tweed, 
in that establishment. Mr. Fuller learned 
watchmaking through his military ser- 
vice, having been with the army during 
the war. 


WHAT'S NEW ... ? 


If you’ve moved your store to a new 
location, opened a branch store, re- 
modeled and installed new fixtures—or 
celebrated your golden anniversary— 
we'd like to hear about it. 

JEWELERS CrRCULAR-KEYSTONE wants 


news from you and about you—it’s your 
nYagazine! So if you have some news 


about yourself and your business, send 
it to: JeEweLers’ CrrcuLar-KeysTone, 100 
EK. 42nd St., New York 17, N. Y. 
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James G. Donavan, Jr. 
Elected President of AGS 


Unanimously chosen at the 12th Amer- 
ican Gem Society Conclave in Chicago 
last March to head the AGS as Presj- 
dent was James G. Donavan, Jr., R. J. 
Donavan & Seamans Co., Los Angeles, 
Calif. 

General manager, treasurer, and lst 
executive vice-president of the firm es- 
tablished by his father 53 years ago, 
James Donavan comes to the leadership 
of the Society from a long, consistent 
background in the jewelry business, and 
active participation in AGS affairs. 


Mr. Donavan, who is a native Cali- 
fornian, graduated from Loyola Univer- 
sity in 1924 with an LL.B. degree. De- 
spite this preparation for a law career, 
he entered the firm of Donavan & Sea- 
mans Co. immediately following gradu- 
ation and has been consistently active 
in its operation since that time. 


Since 1942 he has had the office of sec- 
retary-treasurer of the AGS Board of 
Directors, in addition to holding the 
office of non-voting secretary of the In- 
ternational Admissions Board. 


Active in civic and. social affairs of 
his native Los Angeles, his affiliations 
among many others include memberships 
in the Chamber of Commerce, Pacific 
Coast Club, L. A. Athletie Club, and the 
Bel Air Country Club. 














A NEW SERVICE 
FROM AN OLD FIRM 


@ Peerless Platers wants fo serve 
you from its modern shop. 


@ We are now ready to accept your gold and 
silver replating and rebuilding. 


@ We are fully equipped to rebuild and re- 
finish hollowware, candelabra and silver ser- 
vice. 

e wd offer you maximum quality at minimum 
cost. 

@ We are the oldest silversmiths and platers in 
the west. 

© We employ only the finest, most skilled 
craftsmen. 


@ Write or phone today for a rrice list. 
FREE PICK-UP AND DELIVERY SERVICE 
WITHIN LOS ANGELES METROPOLITAN 
AREA. 


PEERLESS PLATERS 


essociated with JEWELER'S SERVICE 
specialists in repairing expansion bands and 
bracelets. 


743 Ceres Avenue, Los Angeles 2! 
Phone Vandyke 5417 
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London Letter 


Diamond merchants this side report 
an increasing demand for gem _ stones 
from markets abroad and that prices, 
which of late had been rather depressed, 
are now showing a distinctly harder ten- 
dency. Commenting on this activity a 
member of Backes & Strauss, the Kim- 
berley House diamond firm said: “In 
certain sizes in small brilliants and me- 
lees prices are up fully 10 per cent from 
those ruling a few months ago. Fine 
quality single stone brilliants both in 
round and emerald cut continue very 


scarce, and very little rough capable of 


producing such stones is forthcoming.” 

There is a steady demand in Britain 
for fine quality second-hand pieces of 
jewelry but for the last few months 
very little is being offered by the public, 
and prices in consequence reflects the 
great scarcity. Until Budget Day most 


merchants here adopted a waiting atti- 


tude. But this year it was the tobacco 
smoker who mostly got it in the neck. 
The British cutlery output is down 
by around 50 per cent and the industry 
is short of some 4,000 workers. Produc- 
tion is today less than half what it was 


in 1989. Plans are now getting under 


way for a long-term and sustained labor 


recruitment campaign. The war and the 


recent coal crisis dealt unkindly with 


the Sheffield industry. A high propor- 
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tion of prewar workers in cutlery pro- 
duction were women most of whom now 
stay at home. 

Acting on advice from the Birming- 
ham Jewelers’ Association, Customs and 
Excise officials are investigating the new 
black market racket in banned 22-karat 
gold wedding rings. The men_ behind 
this market are believed to be operating 
from Birmingham, the hub of the U.K. 
jewelry industry. Old gold jewelry such 
as bracelets, cigarette cases and so on 
are melted down. Only nine karat rings 
may be legally sold in Britain since the 
wartime ban on the use of a higher gold 
content was imposed, and retail jewel- 
ers cannot offer customers anything 
above this quality from stock. The de- 
mand for a 22 karat wedding ring exists 
and the black market operators are pre- 
pared to supply it—at a price. Skilled 


jewelry craftsmen apparently are mak- | 


ing these 22 karat gold rings, but where 
they are being made is the problem con- 
fronting the authorities. 

Commenting at the end of April on 
the present position in the diamond 


market Backes & Strauss informed the | 


JEWELERS Crircutar-Keysrone that in 
Antwerp prices are showing a decidedly 
stiffening tendency and some important 


orders for melees, small brilliants and | 
eight cut have been received. Many | 


more buyers from abroad have arrived 
in the city, and the pessimistic feeling 
which was in evidence up to a few 
weeks ago has now completely disap- 
peared. Cutters now refuse offers which 
a short time ago would have been con- 
sidered. In London the demand for 
really fine quality larger brilliants is 
very keen but few stones are shown ex- 
cept at prices which are quite prohib- 





itive. In considering the positive short- | 
age of high class second-hand pieces one | 
reaches the conclusion the public pre- | 


fers to hold on to possessions of intrin- 
sic value sooner than exchange them for 


a depreciated currency. The fact re- | 


mains that very little is being offered. 





Retailers in Wilmington, N. C. 
Form Retail Jewelers Ass'n. 


Retail jewelers of Wilmington, N. 
C., recently organized the Wilmington 
Retail Jewelers Association. Working 
with the local business men to organize 
the association, draw up the by-laws 
and constitution, was C. P. Harmon, 
executive secretary of the Norfolk and 
Portsmouth Retail Jewelers Association, 
Norfolk, Va. 

An outline of the purpose of the or- 
ganization was presented by Mr. Har- 
mon. He said such a group can create 
and maintain a code of ethics and es- 
tablish business methods which will 
benefit all members, especially in view 
of the return of the buyers’ market. 

George Honnet was unanimously elect- 
ed president of the organization. Other 
officers elected were A. E. Huggins, 





L & R MASTER 
WATCH CLEANING 
MACHINE 











Equipped with the new L & R motor 
specially designed for their own ma- 
chines, the L & R Master is by far the 
best buy in a watch cleaning machine. 
Aligning Square Column @ Monel Mesh 
Baskets ® Bakelite Jar Tops @ Vitreous . 
Heater Unit © Controlled Reversing | 
Action ® Equipped with the new L&R 
Ball Bearing Motor ®© Complete with 


Price $69.50 


L & R EXTRA FINE 
WATCH CLEANING SOLUTION 


The perfect watch cleaning solution. 
Cleans in split seconds. Outlasts other 


products by far. 
Gallons only: $5.00 


L & R Waterless Néfome 
No. 1 


WATCH CLEANING SOLUTION 


An established favorite, turning out 
consistently excellent results. 


L & R No. 3 
WATCH RINSING SOLUTION 


Perfect complement to L&R cleaners. 
Non-explosive, fast drying. 

Quarts: .85¢ 

Gallons: $ 3.00 

5 gallon can: $13.50 
For perfect, effortless watch cleaning, 
order the above L & R products today 
for immediate delivery. Your reputa- 
tion as a fine watchmaker will be en- 


hanced by L & R products. 


solutions. 











JOS. B. BECHTEL & CO. 


Incorporated 


Established 1894 





729 Sansom Street Philadelphia 6, Pa. 
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vice-president, and K. E. Eaton, secre- 
tary-treasurer. 
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NEW TELECHRON MUSALARM 


RADIOCLOCK 
IN IVORY PLASTIC 

































+ 8H59—Brown—Retail $3.195 
# 8H591—Ivory—Retail $33.95 


Telechron's Famous Clocks 
retailing from $4.95 to 
$32.50 are available in lim- 
ited quantities. To insure 
a representative stock send 
us your order. 


LOUIS SICKLES 


1015 CHESTNUT ST. PHILA., PA. 














West Virginia RJA 


Holds Annual Convention 


Arnold Schiffman, vice-president south- 
eastern region, ANRJA, was the prin- 
cipal speaker at the state convention of 
the West Virginia Retail Jewelers Asso- 
ciation held on May 4, 1947, at Charles- 
ton, W. Va. 





Arnold Schiffman (left) and Sam Galperin 
of Galperin Jewelry Co., Charleston, W. 
Va., are shown above at the state conven- 
tion of the West Virginia RJA held in the 
Daniel Boone Hotel, Charleston, W. Va., 
on May 4, 1947. Mr. Schiffman, of Greens- 
boro, N. C., vice-president, southeastern 
region, ANRJA, was the principal speaker 
at the convention. 


Sam Galperin, of the Galperin Jewelry 
Co., Charleston, W. Va., was chairman 
of the convention committee and ar- 
ranged for the program of events which 
were held in the Daniel Boone Hotel. 





























Supplies for 


CASTING 
JEWELRY 


Cristobalite Invest- 
ment 


Platinum Investments 
and Binders 


Moulding Rubber 
Pattern Waxes 
Stainless Steel Flasks 
Rubber Sprue Bases 
Casting Crucibles 




























RUBBER SPRUE BASES 
ALL TYPES — ALL SIZES 
Immediate Delivery 


MELTING PRECIOUS METALS 
Furnaces 
Crucibles 
Tongs 
Asbestos Mittens 


Send for NEWLY REVISED 






95 Bedford Street 











Supply price list No. J-l. 


We stock a complete line of supplies and equipment for 
casting, melting, refining and assaying precious metals. 


ALEXANDER SAUNDERS & CO. 


Successor to J. Goebel & Co. 


BEekman 3-6050 


REFINING and ASSAYING 
Fluxes 
Test Lead and Litharge 
Assay Foil 
Seorifiers and Crucibles 
Furnace Muffles 


Jewelers equipment and 


Est. 1865 


New York City 14 


























Mr. Schiffman, of Greensboro, N, C,, 
spoke before nearly 200 jewelers from 
all parts of the state. 

Assisting Galperin with the arrange- 
ments for the convention were Joseph 
Gunther, Sam Berman, Irving Zansky 
Lester Mann, David Bass, C. T. Lloyd, 
Ralph Sullivan and Louis Sclove. 

The meeting featured displays of 
jewelry and glassware sponsored by 16 
nationally known manufacturers. Three 
motion pictures were shown. They were 
sponsored by the Elgin National Watch 
Co., the Bulova Watch Co. and the In- 
ternational Silver Co. 

It was decided by unanimous vote that 
the present officers would continue to 
serve in their present capacities. They 
are: Floyd R. Frazee, Parkersburg, 
president; William Caplan, Clarksburg, 
vice-president; and William Stanford, 
secretary. 

An election will be held late in 1947 
to select new officers and to establish a 
date for the 1948 convention. Time for 
the voting has not as yet been set but it 
is tentatively planned to conduct the 
selection of new officers by mail. 


New Jersey RJA Members 
Hold Interesting Meeting 


Members of the New Jersey Retail 
Jewelers Association, at an interesting 
meeting at the Essex House in Newark 
on April 29, delved into the current 
problem with respect to deliveries of 
certain still hard-to-get items of mer- 
chandise—notably lighters. 

F. W. Osgood, Sales Manager of Ron- 
son, explained some of the current prob- 
lems of production and distribution and 
why it is not always possible for every 
retailer to get all of the lighters that 
he might be able to sell. Numerous 
questions were fired at Mr. Osgood 
from the floor, to all of which he was 
able to give answers that appeared to 
be satisfactory to the inquirers. 

Allen Shiman of the Shiman Mfg. Co., 
Newark, N. J., gave an interesting lec- 
ture on semi-precious stones and the 
manufacture of various jewelry items, 
illustrating his talk with specimens of 
the gems and samples of various items 
of jewelry merchandise in its progres- 
sive stages of manufacture. 

The meeting which was preceded by a 
dinner, was attended by more than 60 
members who manifested a keen interest 
in the proceedings. 








Wholesale Sales Show 14°, Decrease 


Jewelry wholesalers’ sales were 14 per 


- cent lower in March, 1947, than during 


the same month of 1946, according to 
data from 39 firms throughout the Mid- 
dle Atlantic, East North Central, and 
Pacific coast states compiled by the Cen- 
sus Bureau. Sales were eight per cent 
greater in March than during the pre- 
ceding month of February. 

Comparing the first quarter of this 
year with the corresponding period of 
last year, jewelry wholesalers’ sales 
showed a decrease of 19 per cent. 
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Seen at the 33rd annual convention of the 
Maryland - Delaware - District of Columbia 
Jewelers’ Association held at the Shoreham 
Hotel on May IIth and 1|2th were, seated, 
left to right: Samuel T. Schwartz, Washing- 
ton, D. C., re-elected 2nd vice-president; 
Sydney Ross, Baltimore, Md., re-elected di- 
rector; Kenneth |. Van Cott, regional vice- 
president, ANRJA; A. C. Mayer, Washing- 
ton, D. C., re-elected director; Arthur J. 
Sundlun, Washington, D. C., re-elected di- 
rector; and Melvin M. Levitt, Wilmington, 


The largest attendance in the history 


of the Maryland-Delaware-District of 
Columbia Jewelers’ Association featured 


that organization’s 33rd annual conven- 


tion held at the Shoreham Hotel in 


Tri-State RJA Holds 33rd Annual Convention 





JELENKO SCHOOL 
of PRECISION CASTING 


Licensed by the State of New York 
Approved for Veterans 
under the G. I. Bill of Rights 


Offers 


FEGHNICAL TRAINING 


PRECISION CASTING 


DAY AND EVENING CLASSES 
> 
A recognized medium for classroom, 
shop and laboratory training in all phases 
of Precision Casting as used in the mass 
production of fine jewelry—including the 
making of rubber and metal molds. 
s 
A dependable source from which such 
ready-trained, certified technicians may be 
obtained. ‘ 


SHOP AND LABORATORY EQUIPPED 
WITH LATEST TYPES OF EQUIPMENT IN 
GENERAL USE 


For Detailed Information 
Write for Bulletin P. C. 3B 


THE JELENKO SCHOOL 
OF PRECISION CASTING, INC. 
J. W. GLASER, Director 
136 W. 52nd St.—New York 19, N. Y. 
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Del., elected president. 
right: David E. Lakein, Baltimore, Md., re- 
elected treasurer; Milton Baer, chairman of 
the entertainment committee; Sidney M. 
Selinger, former president of the Associa- 


tion; Howard C. Heiss, Baltimore, Md., 
elected Ist vice-president; Howard R. Col- 
lins, Wilmington, Del., past president, elected 
director; Bernard Burnstine, Washington, 
D. C., elected director; Harry Groll, Wil- 
mington, Del., re-elected secretary; and 
Jay G. Engel, Baltimore, Md., director. 


Washington, D. C. on May 11 and 12. 

The convention opened at 11:00 A.M. 
on Sunday, May 11, with the customary 
reception and registration of members. 
After lunch, members and their guests 
attending the convention took a_ boat 
ride on the Potomac River and visited 
Mt. Vernon. That evening a _ dinner, 
preceded by a cocktail hour, was held in 


the Blue Room of the Hotel. After din- 
ner there was the usual entertainment 


and dancing. 





Standing, left to | 





On Monday morning, May 12, Howard | 


R. Collins, president of the organization 
opened the business session with a short 
address of welcome and briefly reviewed 
the activities of the group for the past 
year. 


Mr. Collins introduced G. Irving Baily, | 


Washington Representative, 
who delivered an address on “Washing- 
ton Trade-Winds.” In_ his 


ANRJA, | 


talk, Mr. | 


Baily told the members of the Associa- | 


the | 


tion of the directional straws in 
winds in Washington. He reported on | 
current hearings before the House | 


Ways and Means Committee on the gen- 
eral revision of the Internal Revenue 
Code under which excise taxes are 
included. He _ also’ considered _ the 


NEMJ&SA proposal for an exemption | 
from the tax on all jewelry selling at | 
$25 or less. “Such a proposal,” said Mr. | 


Baily, “would be of far more benefit to 
the department store and the variety 
store than the retail jeweler. 


determine whether or not an item is a 
luxury.” Mr. Baily observed, “Jewelry 
sales are off, but it is my opinion that 
they are not declining because of the 
excise tax.” 

Mr. Baily spoke briefly on department 
store sales of jewelry dropping off three 

(Please turn to page 315) 


This tax | 
is a luxury tax and price doesn’t always | 




















THE BUCKLE 


that has stood the 
test for over 30 years 


Made in Precious Metals Only 


STERLING @ 14KT. GOLD 
14 KT. GOLD FRONT ON STERLING 


JOHN A. PRYOR 
SONS, INC. 


50 COLUMBIA STREET 
NEWARK 5, N. J. 
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NO DELAY 
GUARANTEED 
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HOUR 
REPAIR 
SERVICE 


Let Max Stern and his 



















staff of skilled experts 
be your repair depart- 
ment. DIAMONDS 
and stones of every 


description supplied, 


polished, drilled, etc. 





For Over Three Decades 


Mla Stone Co Ire 


IMPORTERS of Diamonds, Precious 
& Semi-Precious Stones 













17-23 John Street N. Y. 7, N. Y. 




























Virginia-North Carolina 
RJA Holds Convention 


An address by Lazare Kaplan, the 
man who cut the fabulous Jonker dia- 
mond, highlighted a joint two-day con- 
vention of the Virginia and North Caro- 
lina Retail Jewelers Association at the 
Hotel Roanoke, Monday and Tuesday, 
May 5 and 6. 

The rough diamond was studied by 
Mr. Kaplan, who is head of the firm of 
Lazare Kaplan & Son, Inc., New York, 
for two years before he made the cut. 
The one blow—on which his future as 
a diamond cutter hung—took less than a 
second. The result was that he is now 
considered one of the greatest diamond 
cutters in the world, he increased the 
prestige of American diamond cutters 
generally, and he has the honor to have 
successfully cleaved the second largest 
diamond that has ever been cut. 


Mr. Kaplan’s somewhat technical dis- 
course centered around the precision 
cleavage and sawing of rough diamonds 
in preparation for the cutting wheel. He 
illustrated his talk with diagrams show- 
ing the necessary steps preparatory to 
actual cleavage. 


JEWELERS AS LEADERS 


Arnold Schiffman, vice-president, 
southeastern region ANRJA told of the 
part jewelers should play in community 
leadership which helps the growth of 
democracy. “Of the 250,000 citizens who 
are leaders in thought in this country,” 
Mr. Schiffman said, “jewelers today, as 
they always have been through history, 
stand as members as one of the most 
important and trusted of all trades. 
Therefore, it behooves us to speak out 
in our own communities as leaders in 
thought; to show our sincerity of pur- 
pose as honorable, fair-minded members 
of our communities by aggressive and 
earnest understanding; by civic leader- 
ship and compassionate thought and 
help to those who are in need. May we 
carry our burden and our banner of 
democracy with success as a fine con- 
tribution to a glorious cause,” he con- 
cluded. 

Other speakers and the subjects of 
their discourses were: Clem D. John- 
ston, director and past vice-president 
of the United States Chamber of Com- 
merce, “The Program of America;” 
Murray M. Pearlstein, Jewexers’ Circu- 
LAR-KeEyYsTONE store planning consultant, 
“Jewelry Store Design and Construction 
Today ;” Leo F. Henebry, president of 
Henebry and Son, Roanoke, Va., and 
member of the Jewelers’ Security Alli- 
ance Advisory Board, “Block That 
Thief ;” Robert H. Day, president of the 
North Carolina RJA and Miss E. AIl- 
berta Brener of Jewelers’ Group Ser- 
vice, Ine, “Jewelers Look to the 
Future.” 


A diamond collection, valued at up- 
ward of $300,000 was on display in 
Henebry and Son store windows during 








the week of the convention. It includeg 
a rare assortment of colored diamonds, 


including a three-carat Marquise ey} 


diamond valued at $20,000. 


Entertainment features for the 509 
delegates included a buffet supper on 
Sunday night for arrivals; a dinner-dance 
in the Hotel ballroom Monday night; a 
golf tournament Monday afternoon and 
a luncheon and bridge party arranged 
for the wives, daughters and sweethearts 
of the delegates. 





AGS is Gathering Data for Manual 


At the 12th Conclave of the AGs, 
meeting in Chicago last March, the In- 
ternational Committee suggested that a 
clear and definite statement of the aims 
and activities of the Society be made 
both to members and to the entire jew- 
elry trade. It has now been decided to 
carry out this suggestion by gathering 
all data concerning the Society and in- 
corporating it into a manual which will 
be issued to all members. 


In this manual it is hoped that a sim- 
plification and clarification of all AGS 
literature, rulings, classifications, and 
titles will be accomplished and that the 
manual will serve to both the trade and 
AGS members as an “encyclopedia” of 
the American Gem Society. 

Carleton G. Broer, Certified Gemol- 
ogist and past president of the Society, 
of Broer-Freeman Co., Toledo, Ohio, is 
in charge of the undertaking. 
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Earrings in various patterns in 14 KT 
Green and Red Gold 
St. Christopher Key—14 Kt in three 
sizes; also Bill Clips. Charms and 
Links to match 
ve Knot Ring—14 Kt Red and Green 
old Combination in four sizes; Ear- 
rings, Cuff Links and Studs to matoh 


Our comprehensive line of 
Gold, Platinum and Enam- 
el Novelties, including 
Vanity, Cigaraette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO.., Ine. 
Manufacturers 
64 West 48th Street 
New York 
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sailed for Europe the latter part of May 
to visit the Langendorf watch factory in 
Switzerland. 

q Rudolph’s J ewelry Store, Schenectady, 
will move to large quarters at 416-415 
State St., that city, as soon as extensive 
alterations are completed. 

q Berman Watch Co. is now located 
in their new and most attractive quar- 
ters at 587 Fifth Ave. The firm has in- 
stalled all new fixtures and equipment 
and have four times more space than 
they had in their previous location. 

q Cramers Jewelers of Utica have 
opened a store at Dominick and James 
Sts. in Rome, New York. Jack Plum- 
mer and \Valter Cramer, both formerly 
associated .with the Utica store, super 
vise the new branch. 

q The New York Guild of the American 
Gem Society held their monthly meeting 
on May 20 at the J. R. Wood & Sons 
Offices. Dr. Holmes delivered an inter- 
esting address on “The Methods Em- 
ployed in Attempts to Synthesize Dia- 
monds.” A photographer took a picture 
of the group attending the meeting 
which will be published in a future issue 
of Guilds. 

q The Schwab Watch Co., 22 West 48th 
St., recently announced that they have 
appointed Fred E. Warnecke, 29 E. 
Madison St., Chicago, IIl., as their repre- 
sentative to call on wholesalers in all 
states west of Cincinnati with the except- 
tion of Chicago proper. Mr. Warnecke 
has been a manufacturer’s representative 
in the trade for many years. 

q George W. Joseph has purchased the 
42-year-old jewelry and men’s furnish- 
ings establishment of Russell & O’Brien, 


NEW YORK 


q Benjamin M. Rodman, 580 Fifth Ave., | 


when it was established 25 years ago. 
Several years later, a move to less lim- 
ited space on the sixth floor provided a 
showroom for a general line of jewelry, 
diamonds, watches, and silverware. This 
latest move gives the Henry Co. one of 
the largest stores in downtown New 
York. 

Officers of the Frederick G. Henry & 
Co., Inc., are: Frederick G. Henry, 
president; Joseph C. Jiram, vice-presi- 
dent; Frank J. McCormack, secretary; 
and Russell Richter, treasurer. 

q M. Henri Mandelbaum, of Jacques 
Mandelbaum, Inc., importers of dia- 
monds, has returned to Antwerp, Bel- 
gium, for permanent residence. Mr. 
Mandelbaum will re-open the firm’s 
foreign office in 86 rue de Pelican, Ant- 
werp. 

q David Dab, president of the Metro 
Jewelry Corp., 21 West 46th Street, will 
leave via plane the latter part of June 
for Paris to visit the jewelry centers of 
Europe. Mr. Dab’s trip will be of six 
week’s duration. 





24-K Club Holds Luncheon Meeting, 
Sets Date for Golf Tournament 


The second luncheon meeting of The 
24 Karat Club of the City of New York 
was held May 5 in the Janssen Suite 
of the Waldorf-Astoria Hotel and it was 
one of the most interesting and lively 
sessions in this history of the club. Presi- 
dent Wm. B. Ogush made a short address 








DIAMONDS 
All sizes — All shapes © 


Single cut diamonds, from ¥% to 
7 points, for emblems, wedding rings, 
side stones, etc. 

Swiss cut diamonds, from 3 to 15 
pointers for all kinds of jewelry. 

Full cut diamonds, in small stones 
from 3 to 15 pointers and in larger 
sizes, from 16 points to 2 carats each 
for fine jewelry 

Finest polishing from Palestine 
and Belgium, straight sizes, classi- 
fied qualities. Please ask for our 
new price list, 


. SORI 


576 5th Ave. 
New York 19, N. Y. 
Longacre 5-3672 











CULTORE)D PEARLS 


NECKLACES AND LOOSE PEARLS 


TIVE PRICES 


‘ JACK J. FELSENFELD x. ; 


‘8. 9 MAIDEN LANE NEW YORK ” 








of welcome and expressed his pleasure | 


over the splendid attendance. 
The minutes of the previous meeting 
were read by Secretary Alan L. Brown 


| 


and followed by report of the treasurer, | 

















ETERNA 


Makers of Fine Watches Since 1856 


U. S. Agency 
ETERNA WATCH COMPANY 
OF AMERICA, INC. 


580 Fifth Ave., N. Y. 





W. Waters Schwab. P. M. Fahrendorf, | 
chairman of the Golf Tournament and | 
Outing committee, announced that the | 


Binghamton, from Mrs. May C. Russell, A ate : 


widow of the late fotinder. 
q Hugo R. Lehrfeld, president of Kas- 
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tenhuber & Lehrfeld, Inc., 21 West 46th 
St., sailed May 8 on the S. S. America 
for Europe on an extended business trip. 
Mr. Lehrfeld was accompanied by his 
wife and will visit England, France and 
Switzerland. He expects to return home 
about August 15. 


q Seventy-five members and wives at- 
tended the regional meeting of the New 
York State Retail Jewelers Association 
in Hotel Utica, Utica, recently. Charles 
P. Coster of Rochester, state president, 
attended. Frederick W. Roedel and Al- 
fred Payne were co-chairmen and Mr. 
Roedel presided. 

q Frederick G. Henry & Co., Inc., have 
moved to larger quarters and now oc- 
cupy the entire eighth floor at 170 
Broadway. This is the company’s third 
move within the same building. A small 
office on the thirteenth floor sufficed to 
serve the business organizations which 
were the Henry Co.’s principal customers 
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event would take place on Tuesday, June 
24, at the Quaker Ridge Country Club 
and that a letter would be mailed to 
each member with a detailed road map 
showing how to reach the club via auto- 
mobile. 

Interesting remarks on business con- 
ditions and trends were eloquently ex- 
pressed by Edward Krehbiel and W. 
Waters Schwab. 





Wichman & Co. Announce Officers 


The H. F. Wichman & Co. Limited, 
Honolulu’s 60-year-old jewelry and sil- 
versmith establishment, has announced 
its new officers. Lloyd E. Klumpp, vet- 
eran executive of the organization is the 
new president and manager; John C. 
Linezer will be first vice-president and 
assistant manager; Robert McCorriston, 
second vice-president; A. L. Powell, sec- 
retary-treasurer, and H. V. Van Hold, 
auditor. 








CULTURED PEARLS 
of QUALITY 


_ 


65 NASSAU STREET 


tis Chrisie VE 
E 


NEW YORK 





SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 











INTRODUCING — 
GEM STONE DRILLERS 


71 Nassau St.—CO 7-3374 
93 Nassau $t.—BE 3-2044 
New York 7, N. Y. 


Encrusting for drilling acc'ts only. 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 
Send for Catalog 


277 HALSEY ST. 


NEWARK 2, N. J. 








EASTERN STAR RINGS 











Complete assortment of 
Eastern Star rings. 


GEORGE BLADEN, INC. 
RINGS 


614 Lafayette Bidg. Buffalo 3, N. Y. 


Samples sent to reliable Jewelers on request 














eContracts e Receipt Books. etc. 
Samples Sent FREE 




















LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
| have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
**Send Me Your Next Package.’’ 


M. J. STERN 
Repairing ef Jewelry & Sptecial Order Work 
61 Beekman Street New York 7, N. Y. 
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DIAMONDS FOR ROYALTY 





Pictured above are the diamonds presented to England's Royal Family by the people of 
South Africa. Top left: diamond bracelet of brilliants and baguettes presented to Princess 
Margaret. Top right: diamond necklace of 2! large graduated brilliants, 21 baguettes and 
42 small brilliants presented to Princess Elizabeth on her 2Ist birthday. Bottom left: display 
of the diamonds presented to the Royal Family, with (center) a large, unset single diamond 
presented to Queen Elizabeth. Bottom right: unset diamonds, mounted in wax in the form 
of a springbok (South African antelope) presented to King George for setting in his Star 
of the Order of the Garter. 


Britains Royal Family 
Gets Fortune in Diamonds 


Princess Elizabeth, heir presumptive 
to the British throne, took an estimated 
quarter of a million dollars worth of 
diamonds home from her South African 
tour. 

Ninety of her April birthstones—un- 
set, but designed and matched for set- 
ting in a bar pin, and a necklace and 
a ring were presented to her. The larg- 
est number of stones was in her 2lst 
birthday gift from the Union of South 
Africa. It consisted of 21 graduated 
round diamonds with 63 baguettes and 
smaller stones to form a base of the 
throat necklace. 

The five diamonds for a bar pin, a 
nine carat emerald cut, two square cuts 
and two half-moons were presented to 
Princess Elizabeth when she opened the 
graving dock which bears her name at 
the Cape of Good Hope. 

No valuation has been announced for 
the gift, but diamond experts, basing 
their estimate on size and_ believed 
quality of the stones, guess at about 
$100,000. 

The third gift was a single engage- 
ment ring type stone solitaire weighing 
slightly more than six carats and 
described by the man who cut it as the 
most perfect stone he had even seen. 
It was presented, in a box cut from the 
“blue ground” in which diamonds are 
found and decorated with a diamond 
studded gold crown, by De Beers Con- 
solidated Mines, Ltd., as a souvenir of 
the Royal Family’s visit to the Kim- 
berly Mines. 

King George, Queen Elizabeth and 
Princess Margaret also took diamonds 
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back to London with them. At her 
older sister’s birthday presentation, the 
17-year-old princess was given 17 large 
brilliant cut diamonds for a bracelet by 
the Union of South Africa. 

The Queen’s gifts included an eight- 
carat, blue-white marquise’ diamond. 
The King was given a golden box full 
of several hundred small diamonds for 
setting in his Star of the Order of the 
Garter. 

Princess Elizabeth’s birthday _ has 
been celebrated with diamonds before. 
On her 15th birthday she received as a 
family inheritance the diamond and tur- 
quoise necklace, brooch and bracelets 
which belonged to Queen Victoria. On 
her 18th birthday her parents gave her 
a wrist watch, brooch and pair of clips 
set with diamonds which had _ belonged 
to her mother. On the same birthday the 
Grenadier Guards, of which she is 
honorary colonel, presented her with a 
diamond and ruby studded replica of 
their regimental crest. 





Elected V. P. of California RJA 


Max Strasburg, president of the Jewel- 
ers 24 Karat Club ef Southern California, 
has been elected vice-president of the 
California Retail Jewelers Association. 
Mr. Strasburg, who owns the largest 
and oldest jewelry store cn Hollywood ~ 
Boulevard is widely known for his many 
civic and philanthropic activities. He has 
served as pioneer chairman of the Holly- 
wood Santa Claus Lane parade, past- 
president of the Hollywood Merchants 
Association; member of the board of 
directors Hollywood Chamber of Com- 
merce. His most recent appointment 
was to the Budget Committee of the 
Community Chest Welfare Council. 
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TRISTATE CONVENTION 
(From page 311) 


per cent for January and February of 
this year. He said it might indicate that 
the drive to educate customers to buy 
jewelry from jewelry stores is bearing 
fruit. In conclusion, Mr. Baily summar- 
wed the current controversy on Swiss 


watch imports. 

Marx Kaufman, leading advertising 
authority, delivered an interesting ad- 
dress on jewelry advertising titled, “Ex- 
perience Vs. Experiment.” He said there 
is a strong necessity for taking stock 
of methods as well as merchandise, and 
increasing efforts in the way of new ad- 
vertising and sales techniques. “The so- 
called buyers market is nothing new,” 
he observed. “It always exists in normal 
times and only changes with wars, when 
merchandise becomes scarce.” He said 
jewelers need to examine the situation 
and make some long term plans. Citing 
examples of some current national ad- 
vertising programs carried on by lead- 
ing manufacturers, he said jewelers to- 
day must combat new competition, name- 
ly drug stores and stationery stores 
selling jewelry. In conclusion, he listed 
nine rules for jewelers to follow that 
will increase sales and better relations 
between the customer. and jeweler. 

At the afternoon business session on 
Monday, Cecil D. Kaufman, Chairman 
of the Jewelry Industry Council, ex- 
plained the program of the Council and 
described in detail services which have 
been and are being planned and which 
will be sent to jewelers for their use. 
He also thanked the jewelry trade 
papers for their cooperation in keeping 
the industry informed of the activities 





WITH THIS BIRTHSTONE AND 
WEDDING ANNIVERSARY 
POCKET ADDRESS BOOK 


Make your store opening more successful. Bring in 
the crowds for a free gift and distribute this Address 
Book made especially for you. Your advertising mes- 
sage in gold on the leatherette cover. Charts of birth- 
stones and wedding anniversaries on the inside covers 
Ample supply of pages for names, addresses, tele- 
phone numbers and memoranda. Prices for large dis- 
tribution, naturally. Send today for samples and prices 
Complete line of advertising gift items. 


VICTOR E. LEDERER CO. 


123 WEST 33rd STREET, NEW YORK 1, NEW YORK 
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of the JIC. It was unanimously voted | 


upon at the convention that the Asso- 
ciation would contribute a_ substantial 
amount of money to the JIC to aid them 
in carrying on their program. 

Kenneth I. Van Cott, regional vice- 
president, ANRJA, delivered an _ inter- 
esting talk titled “Keep Them Coming.” 
Mr. Van Cott said courteous and coop- 
erative sales technique induces many re- 
turn sales from customers. He told the 
members in attendance to check their 
ledgers, charge slips and account books 
on old customers. He told them to get 
in touch with old customers by phone 
or mail and tell them about new mer- 
chandise and see if they’re still loyal. 
In conclusion, Mr. Van Cott summar- 
ized the activities of ANRJA for the 
past year. 

An election of officers was held at the 
convention and the following were chosen 
to serve for the following year: Melvin 
M. Levitt, Wilmington, Del., president; 
Howard C. Heiss, Baltimore, Md., Ist 
vice-president; Samuel T. Schwartz, 
Washington, D. C., re-elected 2nd vice- 
president; David E. Lakein, Baltimore, 
Md., re-elected treasurer; and Harry 
Groll, Wilmington, Del., re-elected secre- 
tary. Elected to serve on the board of 
directors were: Edwood A. Davis. 
Wilmington, Del.; Jay G. Engel, Balti- 
more, Md.; Howard Kleitz, Wilmington, 
Del.; James Levi, Baltimore, Md.; A. C. 
Mayer, Washington, D. C.; S. Judson 
Mealy, Baltimore Md.; Sydney Ross, 
Baltimore, Md.; Col. Jules Peyser, Wash- 
ington, D. C.; Arthur J. Sundlun, Wash- 
ington, D. C.; Howard R. Collins, 
Wilmington, Del.; and Bernard Burn- 
stine, Washington, D. C. 





The Taus School of Watchmaking 
Offers Watch Repairing Course 


On December 2, 1946, the Taus School 
of Watchmaking, Inc., 35 West 64th St., 
New York, inaugurated a course of edu- 
cational training devoted exclusively to 
watch repairing. The school’s 1200-hour 
course offers a curriculum which projects 
a combination of the latest techniques in 
theory and proper application, requir- 
ing attendance on a sustained 48-week 
basis. 

Operating with a capacity enrollment 
of 150 students since its inception, 
efforts have been 
school’s director, Teddy Taus, and his 
faculty, to develop this institution into 
the model school. Mr. Taus, with 30 
years experience, possesses a wealth of 
background in this field. 

A progressive feature of this course 


is the individual aptitude test conducted | 
under the personal supervision of Mr. | 
Taus. Attainment of a satisfactory re- | 
sult in this test is a necessary pre-requi- | 


site to enrollment in every case. 

The school is approved by the Vet- 
erans Administration as well as the New 
York State Education Department of 
the University of the State of New 


York. A goodly portion of its enroll- | 
ment roster is comprised of veteran | 


trainees. 


Match Diamonds 


| match stones 
to any size and 
In any quantity. 
V 
Speedy On-Approval Service 
Wire Collect 


WWeinberg 
DIAMOND COMPANY, Inc. 
580 Fifth Ave.. New York 19, N.Y. 




















ENCRUSTERS 


STONE ENGRAVERS 


Ruby and Onyx Drilling 
Special Orders 


BRAUNFELD & MEHLMAN 
108 Fulton St. New York 7, N. Y. 

















expended by the | 


Make Newspaper Ads Pull! 
SEE THE NEW 
BROWN & GRAVENSON 


PROMOTIONAL 
AD-MAT SERVICE 


150 ADS FOR 5100 


EVERY AD A PROMOTION! 


Write! Wire! Phone! 


BROWN & GRAVENSON, INC., Advertising 
101 W. 3ist ST., NEW YORK 1, N. Y. 
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ADVERTISE IN NEWSPAPER? 


The best way to discover 
what makes Edwin Freed’s 
new NEWSPAPER-AD 

MAT SERVICE grow 

so fast... is to SEE IT! 


We're always very eager to send out a 
sample copy of our mat service to al) 
who request it because that sample is 
the best salesman in the world. Jewelers 
see it, like it and subscribe to it for 

a year. We produce our Mat Service monthly 
and would like you to see our latest issue 

and quote you monthly rates for your exclusive 
use In your city. Write teday. Your city may 
still be open. 


EDWIN FREED ADVER| 


3 SIXTH AVE AT 49thST NEW Yt 


WRITE FOR A SAMPLE TODAY! 


ISI\G 


IN Y 








SPECIAL PACKAGES RHINESTONE 


Pkg. #1—Small White Mixture 


Pkg. #2—Large White Mixture 
Pkg. #3—Small Colored Mixture 
Pkg. #4—Large Colored Mixture 


OVALS & OCTAGONS—Mixed Colors 


$1.50 @ dozen 
$2.00 @ dozen 
$2.50 @ dozen 
$3.25 @ dozen 


MARQUISE SHAPES—Mixed Colors 


$1.00 @ dozen 
$1.50 @ dozen 


LARGE ROUNDS 


White Mixture 
Colored Mixture 


$1.50 @ dozen 
$2.00 @ dozen 


Please send check with orders and include 
15¢ for postage 


TOMKINS BROTHERS 
106 Fulton St. New York 7, N. Y. 











ALL YOUR NEEDS UNDER ONE ROOF 
WE CARRY A COMPLETE LINE OF: 


Send For Jewelry findings 

Our Jewelers and Watchmakers tools 

Watch cases and dials 
Catalog Spring rings & sister hooks 
Ring quards 
* Ear Wires, Sterling or Gold 

Our Prices Sterling charms 

A A full line of jewelry 

re Polishing materials 
Right Leather & metal watch attch'fs. 


M. HARRIS, Wholesale Jeweler, 124 Hester St., N.Y. 











LAPIDISTS 


Specializing in Synthetic Rubies 
and Blue Spinels 
BUFF TOPS — CABACHONS 
PEAR SHAPES — FACETS 
Sizes Cut to Your Specifications 


MUKAI & CO. 


217 East 97th St. New York 29, N. Y. 
SAcramento 2-3477 














316 


et OOOO, ORCC SCORER: 
ae 


GIA Honors Godfrey Eacret With Memorial Banquet 
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The Sun Lounge of the Beverly Hills Hotel, Beverly Hills, Calif, provided luxurious setting 
for Godfrey Eacret Memorial Banquet given by the Board of Governors of the Gemological 
Institute of America. Sustaining members of the GIA and more than fifty friends and 
associates of the late first chairman celebrated and honored his memory at the celebration, 


Honoring the memory of the late | of scientific accomplishment since the 


Godfrey Eacret, first chairman of the 
Gemological Institute of America, the 
Board of Governors acted as hosts to 
the sustaining members of the Institute 
recently at a banquet given at the 
swank Beverly Hills Hotel, Beverly 
Hills, Calif. More than fifty friends and 
associates of Godfrey [Eacret were on 
on hand to commemorate his 15 years 





founding of the Los Angeles laboratory, 
which bears his name. 

Acting as master of ceremonies, Leo 
J. Vogt, C.G., of Hess & Culbertson 
Jewelry Co., St. Louis, and Chairman of 
the Board, paid high tribute to the late 
first chairman for his sincere endeavors 
and his inspirational fight for the recogni- 
tion of the trade’s professional standing. 





Stifft's Hold Formal 
Opening of New Store 


Formal opening of Stifft’s Jewelers in 
its new location at 511 Main St. in 
Little Rock, Ark., was held on April 21. 


Construction of the new quarters had 


been under way for several months. 

Max Moses, president of  Stifit’s 
Jewelers, said the new store was follow- 
ing “in the footsteps of our founder.” 
He referred to the long history of the 
firm which was established in Little 
Rock by the late Charles S. Stifft on 
April 1, 1881 at Third and Main St. 
About 1900, the location was moved to 
310 Main St. The late Perry W. Stifft 
became owner-manager when his father 
died, and he served until his death. Mr. 
Moses then assumed the managership 
and later became owner. 

Entering on the main floor of the 
three-story building, visitors are con- 
fronted by a greater selling space ap- 
pearance, made possible through re- 
cessed and specially designed fixtures in 
the walls. All fixtures are finished in 
Prima-vera, a pale straw-colored wood. 
Diamond-matched inlays of Prima-vera 
are used in floor-to-ceiling columns. 

Included on the first floor are dia- 
mond, watch and jewelry departments 
as well as displays of china, crystal and 
gifts. In the rear on the main floor are 





the cashier’s office and the jewelry re- 
pair department. 

Midway on the main floor is the mod- 
ern elevator as well as a stairway in 
chrome and marble, with a _ mirrored 
background. On the mezzanine are the 
offices of Mr. Moses. 

On the second floor, silverware, china 
and gifts departments comprise _ the 
bulk of sales space. Aluminum columns 
and mirrored background also add to 
the general appearance. General offices, 
jewelry workshop and repair facilities 
also are on the second floor. 

Spacious receiving, shipping and stor- 
age departments are on the third floor. 
Indirect lighting and _ air-conditioning 
are among the many modern facilities 
of the store. 








OPALS 
ALL RING SIZES IN STOCK 
SPECIAL SIZES CUT ON ORDER 


ACE LAPIDARY CO. 
HENRY SCHULER 


92-32 Union Hall St., Jamaica 5, N. Y. 














STERLING CHARMS 


25,000 Sterling Silver, heavy, fine detail, 
cast charms. Factory close out at $2.50 
per dozen in quantity lots. Twenty-five 
different patterns. 


MILITARY RING MFG. CO. 
424 So. Broadway Los Angeles 13, Calif. | 
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Metals in Industry 
Discussed At Meeting 


In a talk presented before the Metals 
Science Club’s monthly meeting held in 
New York on May 8, E. M. Wise dis- 
cussed the importance of the platinum 
metals in modern industry and the value 
of all of the precious metals produced 
annually. Approximately $1,500,000,000 
worth of precious metals are produced 
annually and of this about 7 per cent 
of the gold, 40 per cent of the silver 
and practically 100 per cent of the plat- 
inum group metals (platinum, palladium, 
‘ridium, ruthenium, rhodium and os- 
mium) are employed in the arts and in- 
dustries of the world. 

Mr. Wise described the corrosion re- 
sistance of these metals and their con- 
tribution to various industries. He 
pointed out their use in the manufac- 
ture of rayon and glass fibers, and in 
telephone relay contacts where reliability 
contributed much to the continued op- 
eration of the dial systems during the 
recent troubles. Age-hardening phe- 
nomena as related to high strength den- 
tal alloys and uses of the precious metals 
in the jewelry and allied artistic fields 
were summarized. 

The speaker pointed out that a single 
small platinum alloy spinnerette in the 
course of its life produced as much as 
9,000 Ibs. of 150 denier rayon—enough 
to reach two-thirds the distance to the 
moon. He also indicated that platinum 
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Antique - Reproduction 


DIAMOND CROSS 
ow 








14-Karat Yellow Gold, with Black 
Enamel Inlay. Size: 134 inches 
high; 134 inches wide. Contains 
eleven diamonds of good, brilliant 
quality, approx. 71/, points each 
—a total of about 821/, points. 


Our special price to the trade 


$135 


2% —30 Days 


14-K cross mountings furnished and vour 
own diamonds set. Complete $45.00. 


WALSAM DISTRIBUTORS 


114 Baronne St., New Orleans 12, La. 
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had made possible the glass fiber in- 
dustry and the long-life aircraft spark- 


plug employed in the aircraft which | 


won the Battle of Britain. This same 
type sparkplug is now available for 
civilian use. 

Mr. Wise is in charge of the Section 


on Platinum Metals and Electronics of | 


the Development and Research Division 


of The International Nickel Co., Ine,, | 


in New York, and has been in charge 
of the technicai development of platinum 


metal uses for the past twenty years. | 


Prior to that he was metallurgist for the 


Wadsworth Watch Case Co. in Dayton, | 
Kentucky, and later in charge of their | 


Research Department. 





Store Modernization Show to be 
Held in New York on July 7-12 


Modernization of jewelry and watch | 


repair stores will be among the features 


of the first annual Store Modernization 


Show to be held at Grand Centra! 
Palace, New York, July 7-12, it was 


announced by John W. H. Evans, man- | 


aging director of the exposition. 


On exhibition will be displays of the | 
latest techniques of store exteriors, in-— 


teriors and all the furnishings 


and | 


decorations that make the modern store. | 
Jewelers will have the opportunity to see | 
and compare for the first time under one | 


roof competing systems of store modern- | 
In addition to many exhibits, | 
all phases of store modernization will | 


ization. 


be considered in six days of discussions, 
reading of prepared papers and ques- 
tion clinics. 

“This show is designed to give jewelers 
an opportunity to speak to leading 
manufacturers and designers in the field, 
compare styles, materials, prices, and 
actually do the necessary ‘shopping’ in 
a few days which otherwise might take 
months of inquiry,” said Mr. Evans. 

The Lamp Department of the General 
Electric Co. recently announced that they 
are planning to exhibit at the Show. 
They are dedicating their exhibit to the 
sole purpose of helping retailers use 
lighting to best advantage in their stores. 
The exhibit will present a unique and 
thoroughly integrated’ display 
Should prove extremely valuable to mer- 
chants and designers of retail stores. 


Registration cards of admission mav | 
be obtained by writing Store Moderniza- | 


tion Show, 20 East 55th St., New York 
7, N.Y. 





Academy of Time Makes Award 


The Academy of Time, 200 Hudson | 
St., New York, recently announced, as | 


its eighth appointment under the spon- 
sorship of the Benrus Watch Co. dur- 
ing the past year, the award to Leonard 
J. Tolmach of the $750 Academy of Time 


Fellowship at the University of Chicago 


during the coming year. 


Under the guidance of Dr. Harrison | 


Brown of the Institute for Nuclear 
Studies, Mr. Tolmach will do research 
in the field of geologic time with specific 
reference to the age of the solar sys- 
tem and the earth itself. 
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aaa LEATHER WATCH STRAPS 





WATCH 


730 SANSOM STREET 
PHILADELPHIA 6, PA. . 
DEPT. 2 i 
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SURPLUS | 
WATCHES ‘3 
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. sweep second 
nand. Buy from a 
new shipment. 25% 
with order—balance 
C.O0.D. If not rated. 
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Inverto style block—with the exclusive 
snap it's in—spring it’s out’’ feature. 


100 punches and 20 
stumps. Hardwood- 
finished box. 


$7.00 


Genuine 


MOSELY WIRE CHUCKS 


48 chucks in strong case. Numbers 


3 to 50 inclusive. 
$45.00 


Ordinarily sells 
per set 
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PHOTO FRAMES 


Hand created by artisans in 2, 
3 and 4 panels, assorted sizes, 
14K Gold or Sterling Silver. 
Beautiful Gift for Brides- 


maids, for Dad’s desk and 
many other occasions. 


Write for Circular 


THE RADE CO. 


Manufacturing Silversmiths Since 1920 


31 N. State St. — CHICAGO 2 

















UNREDEEMED 


AND 


REBUILT 
WATCHES 


All rebuilt watches are 


GUARANTEED— 


Full line of Watch Cases and 
Watch Attachments. 


Tell us what you can use, or 
write for prices and list of 


available watches. 


PAUL ROSENBERG 


5 So. Wabash Ave. 
Chicago 3, Illinois 


| Jones and 
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Maynard-Page Opens New 
Store in Coral Gables 


A branch of the well known jewelry 
firm of Maynard-Page has been opened 
on Miracle Mile in Coral Gables, Fla. 
Organized almost a half century ago, 
the firm is well known throughout Flor- 
ida and operates shops in Miami and 
in Fort Lauderdale. The new Coral 
Gables branch is housing the central 
accounting offices of the firm. 

The ground floor, which offers 1,938 


| square feet of floor space, has been at- 
_ tractively paneled in oak with a French 
| gray finish. Show cases also carry this 


motif. The floor covering is a carpet 
in aqua green, with walls carrying out 
the color scheme in a lighter tone. Rose 
colored indirect lighting is produced by 


_ cold cathode strip lighting. 


Upholstered custom built chairs en- 
able customers to remain seated while 
making purchases at any of the coun- 


| ters. 


The front exterior has been finished 
in roseal pink veined marble in combina- 


| tion with dark cedar marble which forms 


a frame for the display windows. 

The Bride’s Room is a small beauti- 
fully appointed salon. Here the bride 
may see exactly how her silver, crystal 
and china will look in an actual dining 
room setting. 

Another private room is a blush-saver 
for the newly engaged couple. Instead 
of standing at an open counter to select 


' the engagement and wedding rings, the 
| couple can escape the amused glances of 
| other customers behind the closed doors 


of the “Diamond Room.” 

The new store has a frontage of 34 
feet and a depth of 90 feet. At the rear 
is a paved and landscaped parking lot 
with a capacity for caring for 90 cars. 
An entrance to the store from this park- 
ing lot has been provided for the con- 
venience of customers. 

The second floor contains besides the 
accounting offices, a stock room, watch 
repair department and jewelry repair 
rooms. 

Eugene Mumpower is president of the 
firm. He came to Florida in 1938 from 
Newark where he was vice president of 
Woodland, manufacturing 


| Lazrus, Arnstein Head Committee 


For Greater New York Fund Drive 


Oscar M. Lazrus, chairman of the 
board of Benrus Watch Co., and Alex- 
ander H. Arnstein of Arnstein Brothers 
and Co., again accepted the co-chairman- 
ship of the Jewelry Solicitation Commit- 
tee in the Greater New York Fund’s 
10th annual campaign, which opened 
April 29. 

Mr. Lazrus and Mr. Arnstein, who 
headed the committee for the second 
successive year, formed a soliciting or- 
ganization to canvass the entire jewelry 
industry, including retailers and whole- 
salers of diamonds, watches, and clocks. 











The Fund is the channel through whic) 
business annually contributes its share 
of the support needed by the city’s vol- 
untary hospitals, health and welfare 
agencies. Four hundred and twenty-three 
such agencies, conducted under Catholic, 
Jewish, Protestant and Non-Sectarian 
auspices, participate in the Fund. 


March Retail Sales Show 
Decrease of 8 Per Cent 


Sales of independent jewelry stores 
were eight per cent lower in March, 1947, 
than during the same month of 1946, 
according to data compiled by the Bu- 
reau ot the Census, Department of Com- 
merce, from 1,133 jewelers in 33 states. 
March sales were four per cent greater 
than sales for the preceding month. 

Comparing the first quarter of this 
year with the corresponding period of 
last year, independent jewelry - store 
sales show a decrease of 10 per cent. 

Alabama, Iowa, Maryland, New Jer- 
sey and Pennsylvania averaged _in- 
creased jewelry sales for March, 1947, 
in comparison with the same month of 
1946. 

Marck, 1947, jewelry store sales, in 
comparison with March, 1946, are shown 
for six cities as follows: Chicago sales 
decreased three per cent; Portland 12 
per cent; St. Louis 20 per cent; San 
Francisco 21 per cent, and Seattle 33 
per cent. Los Angeles sales showed an 
increase of nine per cent. 


“NATIONAL” PLASTIC 
WATCH CRYSTALS 


Patent Applied for 


UNCONDITIONALLY 
GUARANTEED 
FOR ONE YEAR! 

¢ AGAINST BREAKING 
¢ COMING OUT 
¢ LEAKING DUST 
¢ or DISCOLORING 
and NO CEMENT IS USED 


ANY SIZE OR SHAPE 


CLEAR OR COLORS 


PROMPT SERVICE 


SEND YOUR BEZEL FOR A 


FREE FITTING 


FITTED EXCLUSIVELY BY 
GYGER BROTHERS’ 


NATIONAL CRYSTAL CO. 


29 E. MADISON STREET 
DEPT. A CHICAGO 2, ILL. 
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Costume Jewelry Industry 
Holds Dinner for UJA 


Bernard Bernstein, of the National 
silver Co., was the guest of honor at 
the dinner of the Costume Jewelry Divi- 
sion of the United Jewish Appeal. The 
dinner took place on Wednesday evening, 
May 21, at the Hotel Ambassador in 
New York. Guest speaker was Rabbi 
Irving Miller. . 

Honorary chairman of the division is 
Carl Rosenberger, of Coro, Inc., and co- 
chairmen in the drive are Albert Brooks, 
of Brooks & Co., and Manny Cohan, of 
the Cohan Epner Co. Max Schaeffer, of 
Devon Originations, was chairman of 
the dinner committee. 

“This year we believe that the num- 
ber one cause that should win our sup- 
port is that symbolized by the United 
Jewish Appeal,” Mr. Yokel, Chairman of 
the costume jewelry industry's cam- 
paign for UJA said. “Not only because 
the situation in which so many hundred 
of thousands of survivors find them- 
selves, two years after a “liberation” 
that has been to so large a degree a 
mockery to them. It is also because our 
treatment of these survivors issa test 
of our oft-expressed devotion to peace 
and security for all men. Unless we 
solve the problem of these first fighters 
against, and victims of, Hitlerism, our 
professions of brotherhood are just 
empty words.” 

“We did a wonderful job last year 
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Harry B. Mahan Co. 


Jewelry Box Division 
320 W. South St. 


Indianapolis 4, Indiana 
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in helping keep these survivors alive,” 
Mr. Yokel continued. “Now we must 
go further—we must give them some- 
thing to live for, some measure of hope, 
some promise of security in their pitiful 
quest for normal living. To that we 
pledge ourselves in UJA’s $65,000,000 
campaign in New York.” 





Watchmakers in Cedar Rapids Form 
Guild; Hold First Dinner Meeting 
The Cedar Rapids Watchmakers Guild 
was organized recently to maintain the 
high standards of the craft. Membership 
is limited to watchmakers actually en- 
gaged at the bench in the profession. 
The new organization recently held its 
first dinner meeting and elected the fol- 
lowing officers: M. W. Jacobson, presi- 





Shown above are the officers of the recently 

organized Cedar Rapids Watchmakers 

Guild. They are, left to right: Pat Ober- 

broeckling, secretary-treasurer; C. E. Shan- 

non, vice-president; and M. W. Jacobson, 
president. 


dent; C. E. Shannon, Iowa City, vice- 
president; Pat Oberbroeckling, secre- 
tary-treasurer; and Louis Prastka, chair- 
of the board of directors. 

The Guild was largely the idea of G. 
Y. Swartzendruber, who is_ secretary- 
treasurer of the Horological Association 
of Iowa. It has no connection with the 
Iowa RJA or with the Iowa board of 
examiners in watchmaking. 





New York State Watchmakers' Ass'n 
Holds Meeting, Elects Officers 


Robert G. Taylor of Utica was elected 
York State 
Watchmaker’s Association, by 35 dele- 
gates from local guilds who attended an 
al! day session in the Hotel Hamilton, 
Utica. 

Other officers elected were: Henry B. 
Fried, Brooklyn, vice-president; Paul O. 
Beckes, Orchard Park, secretary, and 
Ray D. Evans, Endwell, treasurer. Mr. 
Fried, an instructor in watchmaking at 
the Vocational High School for Special- 
ty Trades, is also the executive secretary 
of the 82-year-old Horological Society 
of New York. Prof. George J. Schlehr, 
Sr., of the New York State Agricultural 
and Technical Institute, Morrisville, was 
elected national trustee. 

The watchmakers spent time discussing 
proposed legislation aiming at the 
licensing of watchmakers in New York 
State. After the Association has ap- 
pealed to the New York State RJA and 
other allied organizations for support, 
they will forward their license request 
to the State Board of Examiners and 
urge passage of legislation at Albany. 














12 EXPANSION BRACELETS 


and 


EXPANSION SETS with 
LOCKET 


Only 56 02° 


Retail Value $172.50 (approx.) 
ALL FAMOUS MAKES 
Spidel * Marathon 
LaMode °* Lustern 
Carl Art * Mayfair 
Every One Gold Filled 


Minimum assortment of 
& Individual Bracelets 
6 Bracelets and Lockets 
in original factory box 


We will furnish less than 
minimum assortment if 
desired 


Individual Bracelet 4.50 
Bracelet & Locket Set 6.75 


Quantities Are Limited 
Rush Your Order 


Louis Sickles 


1015 Chestnut St. 
Philadelphia, Pa. 
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_ cord, Secretary of the Association. 


q As this issue went to press, the Bos- 
ton Jewelers Club was about holding its 
annual summer outing at.the New Ocean 
House, Swampscott, Mass., on Wednes- 
day, May 14, the afternoon sports pro- 
gram being followed by the usual shore 
dinner, presentation of the prizes to 
winners of athletic events, and a bang-up 
cabaret show. Co-chairmen of the Sports 
Program were Albert Munnis and Her- 
bert L. Thomae. J. Gould Cook was in 
charge of golf; Charles Thomae of the 
soft-ball game; Frederick T. Widner 
of the three-legged race; Roy S. Brooks 
of the potato race; Herbert Thomae of 
the bag race; and John S. Kennard of 
the tape race. Entertainment was in 
charge of a committee of four—J. Gould 
Cook, Carl F. Lawton, Roy S. Brooks, 
and Ellsworth Read. 


_ q Plans were about complete for the an- 


nual meeting of the New Hampshire 
Retail Jewelers Association, to be held 
Hotel Wentworth-By-the-Sea, 
Portsmouth, on Sunday and Monday, 
June 29 and 30, according to an an- 
nouncement from Robert Fickett of Con- 
Mrs. 
Addie Fiske Goodell, President, attended 
the recent dinner-meeting of the Dia- 
mond Peacock Club, and also the an- 
nual convention and dinner of the Massa- 
chusetts & Rhode Island Retail Jewel- 


_ers Association, and promised “a bigger 
| and better time than ever.” 


q Bruthers & Co., operated by Irving 
and Max Grossman for some time at 
32 Mount Vernon St., Waltham, has 


_ opened a new jewelry store at 78 ‘Tre- 
_ mont St., next to Tremont Temple, in 


Boston, closing down the Watertown 
store on April 1. 
q Myer Kasner, jeweler of Laconia, 


N. H., is back there after spending an 


| extended vacation of three months in 


Florida. 


| q Completing 75 years in business, the 
| George T. Springer Co. 


of Portland, 
Maine, celebrated its Diamond Jubilee 


by holding “Open House” on May 12. 


q Scannell’s Jewelry, Lawrence, Mass., 
has purchaged the building in which this 
store is located and is planning to break 
through walls into the adjoining space 
and enlarge the store. 

q George Anderson, formerly’ with 
Peterson’s Jewelry Store in Needham, 
Mass., recently opened for himself un- 
der the name of Anderson’s, close to 
Wellesley Square, Wellesley, Mass. 

q James Bridges, salesman for Smith & 
Zaff. Jewelers Building, escaped injury 
recently when another car skidded into 
the rear of the car he was driving. The 
other car was badly damaged. 

q The Smith Patterson store, which re- 
cently announced plans for a big new 
store on Washington St., Boston, has 


NEW ENGLAND 


been running a series of pre-moving 
sale advertisements, with savings of 1/3, 
Yo and more in every department, 

q Alice Lilley of Milford, Mass., wag re- 
cently in the Weymouth, Mass., hos- 
pital for an operation, but is now con- 
valescing at her home in Braintree, 

q A. H. Bystrom of Taft Jewelry Co,, 
Campello, Mass., sailed on May 23 for 
a visit to Sweden. 

q Among out-of-towners seen recently in 
Boston jewelry circles were: Burt W. 
Howland, Brandon, Vt.; Jack C. Sawyer, 
Laconia, N. H.; John Palmer, Newport, 
N. H.; and Waldo B. Landry, Frank- 
lin, Mass. 

q The Eastern Guild of the American 
Gemological Society held its regular 
monthly meeting at the Boston City 
Club on May 21, with Prof. Cornelius 
Hurlbut of Harvard University devoting 
the entire evening to the testing of gem 
stones under various methods, including 
use of the diamondscope, polarascope, 
dichroscope, and_ refractometer, both 
English and American makes. Gem 
stones were subjected to every known 
test. 

q J. O. Desjardines of Manchester, 
N. H., made a trip recently to Bermuda. 
q George Romm of Romm’s, Inc., Broc- 
ton, Mass., took part recently in a radio 
round table in a discussion of veterans’ 
problems. Romm is Commander of the 
AVC in Brockton. 

q Mrs. Samuel H. Kline of Roxbury, 
who was in the hospital recently for a 
serious illness, is now recuperating at 
her home. 

q Bernie Smith and Oscar Zaff of Smith 
& Zaff, Jewelers Building, took time out 
to attend the Ohio Retail Jewelers Con- 
vention in Columbus, Ohio. 




















THE SERVICE YOU HAVE 
BEEN LOOKING FOR 


We can save you time and 
money in all departments; a 
service for jewelry stores, 
large and small, by expert- 
enced retail jewelry men. 


Write for Details 
PREVILLE PURCHASING CO. 


570 SEVENTH AVENUE 
NEW YORK 18, N. Y. 
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Massachusetts -Rhode Island RJA Re-elects 


All Officers at 32nd Annual Convention 


Head table notables at the Massachusetts-Rhode Island Retail Jewelers Association's annual 
convention banquet held in the Parker House at Boston on April 23 were, left to right, seated: 
Fred V. Cole, Editor, JEWELERS' CIRCULAR-KEYSTONE; Mrs. Addie Fiske Goodell, presi- 
dent of the New Hampshire RJA; Kenneth |. Van Cott, vice-president, Northeastern Region, 
ANRJA; Mrs. Robert A. Abbott; Robert A. Abbott, Wood-Abbott Co., Lowell, president 
of the Massachusetts-Rhode Island RJA; Vincent Chapman, Jewelers Board of Trade and 
president of the Diamond Peacock Club. Standing, John H. Peterson, secretary of the 
Massachusetts-Rhode Island RJA; and Frederic W. Bird, treasurer. 


All of the officers of the Massachu- 
setts-Rhode Island Retail Jewelers 
Association were unanimously re-elected 
for another year at the 32nd annual 
convention of that association held at 
the Parker House in Boston on April 
23. They are: President, Robert A. Ab- 
bott, Wood-Abbott Co., Lowell; First 
Vice President, Douglas Nathan, S. M. 
Nathan Co., Fitchburg; Second Vice 
President, Elsworth Read, Boston; 
Treasurer, Frederic W. Bird, C. B. 
Horn, Boston; Secretary, John H. 
Peterson, Needham. 

Seven of the eight directors were re- 
elected for another term, the only 
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change being that David A. Robinson 
of Framingham, Mass., replaces Leo 
Simard of Holyoke. The other members 
of the board in addition to the officers 
are: C. Edward Cotter, Lowell; J. H. 
Coutu, Providence; Forrest Davidson, 
Boston; R. H. Gilbert, Plymouth; Cy- 
rus J. Gidley, New Bedford; L. Blaine 
Libbey, Milford, and Harold Partridge, 
Boston. 

Talks by six speakers made up the 
program of the business session on Tues- 
day afternoon. Fred V. Cole, Editor of 
JEWELERS’ CircULAR-KEYSTONE, speaking 
on “The Future of the Jewelry Busi- 
ness,” made the point that the important 
consideration to each jeweler is not so 
much the total statistics of the trade 
as the question of his own individual 
success or failure, and that that success 
or failure depends primarily upon the 
jeweler’s own enterprise and_ ability 
rather than upon statistical trends. The 
opportunity is there for profitable busi- 
ness in the year ahead, judged by any 
normal standard of measurement, the 
speaker said, if the retailer will make 
proper use of that opportunity. 

Daniel Bloomfield, manager of the 
Massachusetts Council of Retail Mer- 
chants, spoke of the impending threat 
in the New England states of a retail 
sales tax and related the stéps that are 
being taken by consumers and retailers 
alike to combat the enactment of the 


(Please turn to page 329) 
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LAPIDISTS 


Specializing in 


BUFF TOP ° FACETED 
CABOCHON 
SEMI-PRECIOUS & SYNTHETIC 
RUBIES * BLUE SPINELS 
BLUE AND WHITE SAPPHIRES 


Prompt Service 


Expert Workmanship 


EASTERN LAPIDARY, 
INCORPORATED 


Cutters of Semi-Precious Stones 


12 Old Broadway 
New York 27, N. Y. 
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ED-MAR 
Crystal & Jewelry Cs. 
WATCH CRYSTALS 


All Types and Shapes 


24 HOUR SERVICE 
Orders promptly filled 


Also Dealers in Swiss Watches, Rings 


Metal and Leather Wrist Straps 


727 SANSOM ST., PHILA. 6, PA. 


WAlnut 2-5469 














K. NYGAARD 


Formerly 


7g@ NORWAY 
GENEVA 
PARIS 


Any handmade Jewelry & Watchcase 
Platinum—Gold—Palladium. 
Modelmaker** 
** Vanufacturer 


a7 | All Mail to: 
New York City 17 _ Waterbury 85, Conn. 


Gr. Ct. St. Box 847 : Box 136 
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BELMAR CREATIONS 
Watches & Jewelry 
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¢ Louis SICKLEs ¢ 


1O1S Chestnut St. 
22 West 48th St. 


Philadelphia 
New York 











READY TO SERVE YOU 
In All Your Needs For... 


@ Watch cases, @ Staking tools 
dials to match. @ Cleaning 


, machines 
@ Watch materials @ Other precision 
@ Lathes tools 





IMMEDIATE DELIVERY 
WRITE FOR PRICE LIST 
CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 
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Prompt Mail Service 


GOLDBERG & POSSOFF 


124 South 8th Street Philadelphia 7, Pa. 


WHOLESALE JEWELERS 
WATCHMAKER'S TOOLS & MATERIALS 
JEWELER’S FINDINGS & SUPPLIES 
* 


DISTRIBUTORS 
K & D - LEVIN - G & F TOOLS 
8-B AND FULTON CRYSTALS - F-S FLEXO 
KESTENMAN - BANDS - WRISTOCRAT 


Comslete Line Dennison Goods Boxes & Tags 
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Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadel phia 














BEADS and PEARLS 
RESTRUNG 5()¢ A STRAND 


High quality work expertly done at unbeliev- 
able low prices Reliable and prompt service. 
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Philadelphia College of Horology 


SCHOOL FOR WATCH MAKERS, 
SEWELERS AND ENGRAVERS 


Broad and Somersel Streets 
PHILADELPHIA. PA. 



























q Kurtz jewelers opened the third store 
in their chain at 1026 Chestnut St. on 
April 30. Other stores are located at 
2801 Girard Ave., Phila., and 6922 Mar- 
ket St., Upper Darby. The store has 
been completely redecorated to be a show 
place. 

q John Wanamaker has _ re-established 
the revolving credit plan allowing cus- 
tomers to buy several hundred dollars 
worth of merchandise to meet some 
special occasion such as a wedding and 
pay for it on extended credit terms. 
Spokesman for the Jewelry Department 
expect to have it bring some direct busi- 
ness but report that they have not had 
the chance to feel the effects of it yet. 
q Over one hundred people attended the 
Allied Jewish Appeal Dinner May 6 
which proved to be quite successful in 
every way, including financially. Joseph 
Milner of 728 Sansom St. served as 
President of the Jewelers’ Group; Sam- 
uel Z. Korff was Chairman of the 
Wholesale Jewelers; Ralph Huberman, 
Chairman of the Retail Jewelers; and 
Bernie Kaeserman, Chairman of the 
Pawnbrokers. 

q William Collison, secretary of the 
Eastern Pennsylvania Guild, American 
Gem Society left Monday, April 21, for 
Los Angeles, California, with the possi- 
bility of joining the faculty of the So- 
ciety as instructor of Gem Identification. 
This is in recognition of his splendid 
work in instructing students at the 
regular meetings of the Pennsylvania 
Guild. 

q Chester R. Snyder of Norristown en- 
jJoyed a vacation cruise from May 1 to 
May 16—a well earned vacation. - 

q Maurice Mintz, wholesale jeweler, re- 
cently bought the building his establish- 
ment now occupies at 128 South Eighth 
St. 

q Miss Helen Rosenber of the House 
of Milner, married Samuel Gross of this 
city on April 18. 

q Ludwin & Sherman of 721 Sansom St., 
have completed improvements on their 
offices which considerably enlarge their 
facilities to meet the needs of increas- 
ing business. 

q Louis Sickles, prominent jeweler of 
1015 Chestnut St., who has been retired 
since 1936, died on April 5. 

qC. L. Thomas of Kennett Square, 
Pennsylvania, Miss Elaine Cooper of 109 
S. 13th St., Philadelphia, and many other 
local jewelers are finding that public 
speaking pays in publicity and in direct 
sales. Miss Cooper has addressed Drexel 
Institute of Technology students and 
many other groups. Mr. Thomas has 
addressed countless organizations such 
as the West Chester Lions Club. 

q C. Fred Muth of Jenkintown, Pa., has 
erected a sign on Old York Road, main 
street of the town, to interest customers 
in his clock shop which is on a side 
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street. He credits good business to this 
sign, claiming that without it few people 
would notice. . 

q Fred J. Cooper of south Thirteenth 
St. has received so many fine comments 
on his sign “Jeweler By Birth” and the 
talks given by his daughter, Miss Elaine 
Cooper, that the family is planning to 
write a history of the establishment as 
institutional publicity. Since his sign 
has already been mentioned in the New 
Yorker, he expects an excellent reception 
for the history. 

q Litchey’s Jewelry Store at 15th & 
Chestnut St. cooperated in celebrating 
the 25th anniversary of radio station 
WCAU by arranging expensive jewelry 
in a display centered around the sign 
announcing the anniversary. Although 
Litchey’s are not at the moment spon- 
soring any radio programs they were 
probably the first jeweler on the air in 
this vicinity. In 1924 they sponsored a 
time signal daily. Appropriately, the 
display commemorating the anniversary 
featured old and new pieces of jewelry. 
q Duvals, 1521 Chestnut St., turned an 
accident into advantage recently. A 
three foot panel of building glass which 
decorated each side of the show window 
was torn off in a storm leaving only 
the metal strip which framed it. To 
“cover up” and at the same time make 
use of the space, the owner Philip J. 
Daley, inserted signs reading: “Watch 
Crystals 50¢ While You Wait. Expert 
watch repairs—5 day service—complete 
overhaul $4.75 — guaranteed for one 
year.” Mr. Daley claims that these signs 
brought in more business than _ news- 
paper advertising and he intends to re- 
place them with permanent sign boards 
in which he will place simlar advertising 
and perhaps a six inch show case with 
merchandise above the advertising. 
q.S. Kind & Sons, Chestnut St. at Broad, 
celebrated their 75th anniversary May 
9th to May 13th inclusive. Main event in 
what one spokesman called “A three ring 
circus,’ was a diamond jewelry exhibit 
featuring a fabulous collection of dia- 
mond jewelry valued at over one million 
dollars. In connection with this exhibit a 
contest was held to obtain the oldest 
lady’s wedding ring and man’s pocket 
watch purchased from this company. 
Flowers from: well wishers filled every 
counter and received so many favorable 
comments they vied with the jewels for 
attention. In lieu of the regular musical 
program “The Philadelphia Philhar- 
monic” program broadcast over station 
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WPEN each evening followed the prog- 
ress of a special banquet in honor of 
the anniversary. Ruth Welles, Anice 
Ives and many other commentators men- 
tioned the exhibit on their program. 
Consequently the store was crowded 
with customers and “just lookers” for 
the entire week. The Evening Bulletin 
and other newspapers included write-ups 
on the women’s pages which, combined 
with direct-mail, radio and newspaper 
advertising insured a tremendous inter- 
est in the event. 

q At the regular monthly meeting of the 
Eastern Pennsylvania Guild of the 
American Gem Society at the Academy 
of Natural Sciences, Philadelphia, over 
twenty attended. Officers of this organ- 
ization report an increased interest and 
gradually increasing membership. Some 
of those who attended quite regularly 
travel from Lebanon, Reading, Kennett 
Square, Allentown, Wilmington, Dela- 
ware and parts of New Jersey. 

At this meeting of the American Gem 
Society the work continued on_ the 
Dichroscope and Polariscope by which 
GIs and other students identified gems. 
Chester Snyder of Norristown took part 
of his extensive collection of stones on 
which the students were permitted to 
work. 

This Society is interested in acquir- 
ing the services of Mrs. Hannaford of 
N. W. Ayer to give her series of talks 
on Diamonds in the near future. 

q The retail Jewelers Association of 
Philadelphia met on April 28 and ac- 
cepted several new members into their 
organization, including: C. Fred Muth 
who has been in business since 1899 and 
is now located at 403 Old York Road, 
Jenkintown, and the Kay __ Stores, 
Litcheys, and Haggerty all of Phila- 
delphia. Members admitted recently but 
not at the April meeting include: Crown 
Jewelry Shop, Hubert H. Gross, Hays 
Jewelers, Harry Hyman, A. Feinman, 
and Victor Jewelers. 

q The April meeting of the Retail 
Jewelers was addressed by William 
Wagner, Executive Secretary of the Na- 
tional Association of Credit Jewelers. 
q John Wanamaker opened a new clock 
Department on May 1 on the first floor 
gallery at Chestnut St., the sight of the 
old offices for the Jewelry Department. 
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The new and modernized offices are now 
on the second floor gallery. A spokes- 
man for the store claimed that the at- 
tractive department is one of the most 
complete in the city; and it is obviously 
one of the most impressive displays. 

q Time store, retailing clocks and 
watches, has also found the repair ad- 


vertising profitable. They have inserted | 


a sign in the front window advertising | 


watch and clock repairs and have re- 
decorated a rather dingy basement into 
a luxurious office and repair room. An 
iron spiral staircase leads down to the 
office covered with salmon colored carpet- 
ing and decorated with a modern mural. 
The walls are panelled and the furnish- 
ings new and modern. They have com- 
bined the window signs with radio and 
newspaper advertising to promote the 
repair business and the sale of new 
merchandise. 

q Charles Engleback who recently moved 
from 721 to 720 Sansom St. has com- 
pletely redecorated his new store with 
panelled walls and pastel colors stand- 
ing out beautifully against the dark, 
usually gray, stone buildings, suround- 
ing it. 





Benrus Plans New Financing, Files 
Registration Statements With SEC 


The Benrus Watch Co. of New York 
City recently filed registration state- 
ments with the Securities and Exchange 
Commission. 

The company will split its 12,000 out- 
standing common shares, $100 par value, 
into 504,000 common shares at $l. At 
the same time, the board intends to au- 
thorize 904,000 common shares, accord- 
ing to the registration certificate, which 
covers 150,000 shares of $1 common to 
be sold by five executive officers. These 
are: Oscar M. Lazrus, chairman of the 
board; Benjamin Lazrus, president, and 
S. Ralph Lazrus, treasurer, who are each 
selling 44,000 shares; Benjamin Ozaroff, 
vice-president and Jacques Braunstein, 
secretary, who are each selling 9,000 
shares. 

The 150,000 shares registered will be 
offered by an underwriting group headed 
by Hayden, Stone & Co. at a price to 
be filed by amendment. 
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CERTAINLY 
WE HAVE THE 


VESTPOK 


DRY SHAVER 


NEEDS: ¢ NO ELECTRICITY 
¢ NO SOAP OR WATER 
¢ NO MIRROR 


RETAIL $3.00 WITH 10 BLADES 


YOUR COST—1 to 23 SHAVERS $2.00 
2 dozen or more $1.80 


Louis Sickles 











The formation of a local unit of the | 
Florida State Watchmakers Association | 
to be known as the Jacksonville Watch- | 


makers Guild, was announced recently. 
Officers of the new organization are 
S. Goodfriend, president, and W. R. 


Grundmann, secretary-treasurer. Month- | 


ly sessions of the guild will be held in 


the future, and all local watchmakers | 


and jewelers will be invited to the next 
meeting. 

The purpose of the Guild will be to 
elevate the standards and ethics of the 
watchmaking profession, to assist new- 
comers in attaining the highest skill and 
to make available to all members the 
newest techniques and methods in watch 
repairing. 
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° REFINISHED 
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JEWELRY 


° REPAIRED 
° REFINISHED 
° GOLDPLATED 


WATCH REPAIRS 
Serving the trade for 55 years 


Complete Facilities 
Experienced Staff 


Inquiries Invited 


LOUIS J. MEYER, Inc. 


205 So. 9th Street 
PHILADELPHIA 7, PA. 
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q John Darden, prominent jeweler of worth, the jeweler simply said, “It’s quite 
Conway, S. C., has been installed as the valuable.” 
new president of the local Chamber of q The Pearl Building, at the corner of 


The CHAMPION IDEA Commerce. Pearl and Bowle Sts., Beaumont, Texas, 


: ° Weldon’s Jewelers of Morehead City, will be occupied by the Zale Jewely 
for increasing your . C., have been granted a charter “a Co. as soon as it is vacated this fall, i 
Diamond Sales Secretary of State Thad Eure to en- will be remodelled and redecorated, and 
gage in a general jewelry business. Au- will be one of Beaumont’s finest retajj 
ij thorized capital stock is $100,000. Lud- jewelry stores. 

Watch this space | low T. Rogers, Weldon Herndon and q The Bickford Jewelry Co., of Beeville, 
NEXT MONTH Esta Lee Duncan, all of Durham, N. C., Texas, has recently completed extensive 

| were listed as the incorporators. remodelling of Its building. 
for a sensational q Clifford Q. Tritchler, who has _ been q Chicago Credit Jewelers, Inc., of Mor- 


gantown, W. V., has filed articles of jp- 
corporation with the Secretary of State 
to do a wholesale and retail jewelry 
business under authorized capital stock 


prominently identified with the jewelry 
announcement business in Atlanta, Ga., for the past 
concerning 12 years, has been named vice-president 
and a member of the board of directors 

of $50,000. Incorporators: Roy L, 


M: . = g . r 
4 of , aier & Berkele, one of the le iding Bokey, Yvonne E. Bokey and Helen G 
jewelry firms of that city. Mr. Tritchler, 
Yuceay : , Bokey, all of Morgantown. 
a veteran of World War II, has been Richards Jewel. I Charl 
associated with the Maier & Berkele or- q Richards ee ae arlotte, 


. oj . "ge ' N. C., has been formed with authorized 

Lé t We + 
Diamon Rin gs ammcdaandies as mes . capital stock of $100,000 to engage in a 
q Baxter's Jewelry Store, Inc., at New jewelry business. Incorporators: Sam 


Bern, N. C., has just been granted a Rubenstein, Harry I. Sobell, both of 


charter by the Secretary of State to Raleigh, and Richard S. Rubenstein, of 
engage in a general jewelry business. Durham. 


Authorized capital stock is $100,000. Dr. q Leutwyler, Jewelers, of Austin, Texas, 
J. O. Baxter, Sr., Theodore J. Baxter formally opened their expanded and re- 













































. and Benjamin H. Baxter, all of New modelled store at 617 Congress St. on 
BALTIMORE 1, MD. Bern, were listed as the incorporators. Saturday, April 19. The store now occu- 
| q Clingingsmith’s Jewelry Store of Den- pies a space 25 feet wide by 150 feet 
a ~| ison, Texas, is now under the mamage- | deep, and is one of the largest and hand- 
_ ment of Pat Riley, who last was asso- somest jewelry establishments in Aus- 
| ciated in the jewelry department of San- tin. E. T. Leutwyler, president of the § 
| | ger Brothers in Dallas. Mr. Riley has firm, established the store in 1939, when § 
TO y AY had about six years experience in it occupied about one-third of its pres- § 
saris jewelry sales and watch repair work and ent space. Charles Leutwyler is adver- 
will also be in charge of repair work tising manager and J. L. Leutwyler sales 
You Can at Clingingsmith’s. — manager of the company. 
q A. Holzman is celebrating his 57th q Glenn F. Hicks, formerly associated 
Profit By year as an Atlanta, Ga., jeweler. In | with the company for a period of 2 
1890 Mr. Holzman made his home in At- years, has re-joined the Corrigan Jewelry 
e | lanta as a manufacturing jeweler and a Co., of Houston, Texas, in the capacity 
Experience— | few years later entered the retail jewelry of advertising manager and_ publicity 
i | business for himself. Although the busi- director. 
: ness which bears his name was sold sev- q Mr. and Mrs. G. P. White of Kansas 











i eral years ago to a chain store, Mr. |) 
—AND KOHNER CAN | Holzman is actively engaged in the dia- 
| mond business with his son, Lawrence. ARE You 
— nagar a | They operate the Georgia Diamond Mer- 
: _ chants at 310 Standard Building, corner “MISSING OUT" 
of Luckie and Fairlie Sts., Atlanta. 
q Roy E. Norvell has become associated ON SOMETHING? 
with Claud S. Bennett, Inc., diamond 


merchants, 207 Peachtree St., Atlanta, See Page 66 
Ga. 


A.L. Girardin, Valdosta, Ga. jeweler, has UJ S \J y C0 | 
scoawad one of the most interesting war » WU. % EWELR ¥ INC. 
souvenirs to come into Georgia. He has ——<——— H. E. BAUMOHL, Pres. 
Hermann Goering’s cigarette case. The 
case is made of gold, grooved in checker- SSCCSUSESES 


board design, set with a Prussian eagle, 
and contains 60-odd diamonds. Mr. 


Girardin said that in the detachment ALBERT S SMYTH C0 
which captured Goering there was a s. . 


WELERS : South Georgia youth who was permitted WHOLESALE 
5 OF OEPENDABI 7) to keep the case. However, when the DIAMONDS - WATCHES 
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, C BALTIMORE ST. youth returned to his farm he decided ® JEWELRY © 
he had no use for such a fancy case, O 
; 5 HOPKINS PLACE, BALTIMORE, MD. 

ae ee | so he sold it to Mr. Girardin. As to its 
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City, Mo. have purchased the jewelry 
‘al watch repair shop of Dr. G. W. 
Klink at Savannah, Mo. Dr. Klink had 
operated the business for the last 30 
years. 

y Buel Warren and his son, Mancel, who 
have been operating Warren’s Jewelry 
at Fulton, Ky., for the last three years, 
have purchased DeMyer’s Jewelry Store, 
also located in Fulton. They will con- 
tinue to operate both establishments. 

q New wall showcases of the most mod- 
ernistic design have been installed in 
Hale’s Jewelry Store at Bonne Terre, 
Mo. They are made of maple, with slid- 
ing doors and will have fluorescent lights. 


q A new jewelry store was opened in 
April at Salem, Mo., by C. J. Marks, 
who will be associated with Mrs. Marks 
in the business. Mr. Marks was in the 
employ of J. J. Fuller while the latter 
operated stores at Sullivan, Mo., and 
Rolla, Mo., Marks leaving the employ 
of Fuller at Rolla, Mo., when he decided 
to open his establishment at Salem. 

q Novin’s Jewelry Store has been opened 
at 103 N. St. Paul, Dallas, Texas, by 
Ralph Novin. Mr. Novin was connected 
with the former Novin’s Jewelry Store, 
operated in Dallas for more than 30 
years by his father, Louis J. Novin. The 


~ store’s services will include a loan de- 


partment. 

q Sam Friedman, widely known in the 
jewelry and silver market, has been ap- 
pointed department manager for Thal- 
himers’ Jewelry and Silver Store, of 
Richmond, Va. Mr. Friedman has been 
in the jewelry and silverware field for 
many years, most recently as buyer of 
diamonds, watches, fine jewelry, silver 
and clocks for Frederick Loeser and Co., 
Brooklyn, N. Y. 


Thalmiers’ Jewelry and Silver Store 
occupies three floors of a building with 
60-foot front on Sixth St., adjacent to 
the main store and _ with a separate en- 
trance of its own. The store represents 
all major lines in silver, fine jewelry 
and quality watches, and also carries 
antique silver. 

q Mr. John A. Bauer, Jr., a watch- 
maker at 11 E. Lexington St., Balti- 
more, for a number of years, opened a 
modern new store at 662114 Harford 
Rd. on May 8. He is trading under 
the name of Northway Jewelers and will 


sell nationally advertised-lines of mer- 
chandise. 








PLATING WORKS 


Silver and Gold Plating — Expert 
Repairing. Chromium, Nickel, Cad- 


mium and Zinc Plating. Pistols 


Reblued. 
ESTABLISHED 1891 
219-21-23 PRYOR STREET, S$. W. 
ATLANTA 3, GEORGIA 
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q At the Maryland-Delaware-District of 
Columbia Jewelers’ Association’s 33rd 
Annual Covention, held at the Shore- 
ham Hotel on May 11-12, two jewelers 





from Wilmington, two from Baltimore, | 
and one from Washington, were elected | 


to office. They are: Melvin Levitt, Lev- 
itt Jewelry Co., Wilmington, president; 
and Harry Groll, Harris & Groll, Wil- 
mington, secretary; Howard Heiss, 
Howard C. Heiss Co., Baltimore, Ist 
vice president; David E. Lakein, Lake- 
in Jewelry Co., Baltimore, treasurer; 
and Samuel Schwartz, Charles Schwartz 
& Son, Washington, 2nd vice-president. 
The convention was a great success, but 
many Baltimore jewelers missed _ the 
fun as they did not have reservations 
and were turned away. These were the 





only jewelers seen around Baltimore on _ 


the morning of May 13. 


q The Royal Jewelers Supply Co., 108 | 


W. Fayette St., Baltimore, has remod- 
eled the entire inside of the store and 
put in new show cases for watch mate- 
rial and jewelers’ supplies. 


The fur- | 


nishings and cases are modernistic and | 


of a two-tone maple. The effect is un- | 


usually beautiful and attractive. 


q The Baltimore Bowling League held 
its Prize Award Banquet at the Hotel 
Emerson on May 14 after a very suc- 
cessful season. The banquet, sponsored 
by the Jewelers’ Association, was very 
well attended and many valuable prizes 
were given to the lucky winners by the 
members of the Association, including 
the wholesale jobbers. Among the prizes 
were an Elgin watch, given by the Elgin 
Watch Co., a Bulova watch, by the 
Bulova Watch Co., and a Benrus watch, 


by the Benrus Watch Co. 


Participating teams finished in the 
following order: Moderne Watch Crystal 
Company, Kaplan Engraving and Manu- 
facturing Co., Stieff Co., Max Kohner, 
Lakein Jewelry Co., Morstein’s, Royal 
Jewelers Supply Co., Wagonheim’s, S. 
& N. Katz, Winkler’s Watch Repairs. 
The retiring officers in charge of the 
banquet were David Wiegman, presi- 
dent; August Beck, treasurer; and Hil- 
ton Kampis, secretary. A meeting was 
held and Jules Morstein was elected 
president. Mr. Beck and Mr. Kampis 
were re-elected treasurer and secretary, 
respectively. In the pre-war days 











INDIVIDUAL 
DESIGNS 


of Emblem Rings 
WITHOUT SPECIAL ORDER EXPENSE 
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ot? exclusive development in 


manufacturing enables us to 
furnish Rings, such as illustrated, 
in any combination of Emblems, 
without the usual “special order” 
expense. These rings are not made 
up of the usual “Stock” emblems, 
but: are the equivalent of individu- 
ally designed specially made rings 
of heavy construction and finest 


“GRAN” workmanship. 


Our representative in your territory 
will be glad to show you our com- 
plete line of Emblem Combinations 
available with this Money Saving 
Service. 

Your inguiry will bring prompt 
attention. 


GRAN and co. 


Creators and Manufacturers 
of Fine Emblem Jewelry 


546 So. Meridian St. Indianapolis 4, Ind. 

















twelve teams were in the league, but | 


this year many of the jewelers were un- 
able to participate because of the short- 
age of help in their businesses. How- 
ever, the League is anticipating a big 
season next year with all the old-timers 
again entering the contest. 


q The new Maryland State Retail Sales | 
Tax is causing concern among the re- | 


tail jewelers. Becoming effective July 
1, it specifies a 2 per cent collection on 
all items. It also specifies that every 
retail establishment must have a license, 
costing $1.00, for each and every store. 
The methods of collection and the prob- 
lems connected with the payment of the 
tax on installment payments and on 


(Please turn to page 329) 





EXPERT REPLATING 
AND REPAIRING | 


By Sterling Silversmiths Since 1885 


QUICK SERVICE FAIR RATES 
SPLENDID WORKMANSHIP 


Estimates Gladly Given 


THE A. G. SCHULTZ CO. 
423 E. Lombard St#., Baltimore 2, Md. 











HANDMADE 
STERLING JEWELRY 
DOGWOOD DESIGNS 
Send for Catalogue 


PISGAH SILVERCRAFTS 


ASHEVILLE, N. C. 











Detroit store reports direct 
mail outpulled other ads ten 
times! You 


can use this 
GZ vrotitable 


Z-—_ medium. 


free report- 








Gold=Silver 
DLATING 


“ASK ABOUT” 


HODANIZE 


TRADE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 


























ALWAYS USE 
Sy, THE NEWALL 
SS 2 "Finger Print" System 
WHEN SELECTING 
SWISS WATCH 
MATERIAL 


Order From 
' Your Jobber 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 
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_ All Sizes and Qualities 


oleh gal oki 4 -Mae backon Gummo) i 
jewelry 

OXF Vaalolals Mn Fr baal + Pee bool eel cekhe Peenr: 
salohelo Me lohin® Sha + Pamcim@ier- Bam 1-20 Fame 7-ceneinaze 
‘miele? Pamcn) Deskehaleme-) Sabe Mialale> fam eigen Reels oF 
ole 1% Bi Be mer hale Gros Sal 2 am clit Beal chalomem ont ten +.B 


bdeme Selections te Rooted Jewelers 


AMERICAN 
DIAMOND SYNDICATE 


37 So. Wabash Ave., Chicogo 3, 
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WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 














HAVE YOUR GEMS RECUT OR POLISHED 
BY A CERTIFIED GEM CUTTER 
Neeieeneeenin, 24 


REIS 


ROBERT REIS 
LAPIDARY 





PROMPT SERVICE 
REASONABLE PRICES 


3805 WEST 66TH PL. 
CHICAGO 29, ILL. 
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q Ralph Weckerle, Wisconsin represen- 
tative of Stein & Ellbogen Co., attended 
the Wisconsin RJA annual convention 
held April 27 to 29 at the Hotel 
Schroeder, Milwaukee. 


q The Paramount Wedding Ring Co., 
located for past several years at 30 W. 
Washington St., recently purchased the 
large eight-story building at 910 W. 
Jackson Blvd., and moved their main 
office and Chicago factory to that loca- 
tion where they will occupy two entire 
floors. They will continue to manufac- 
ture rings in their eastern factory at 
Newark, N. J. 

q Stanley McKeon, manager of _ the 
Watch Department of Stein & Ellbogen 
Co., recently spent several days in De- 
troit with A. C. McKay of the Detroit 
office. 

q Jules Schwob, New York, formerly a 
regular visitor to Chicago, visited here 
last month for the first time in several 
years and renewed acquaintance with his 
host of friends in this city. 


q The employees of Stein & Ellbogen 
Co. held a bowling party on May 7 at 
the Benzinger Bowling Alleys on Ran- 
dolph St. 


q The Park Sherman Co., Springfield, 
Illinois, have recently announced that 
Glen Reed, 370 N. Cretin St., St. Paul, 
has been appointed to represent the com- 
pany and carry their complete line of 
smokers and sundry gift and stationery 
items in the state of Minnesota, Iowa, 
Nebraska, North and South Dakota and 
Northen Wisconsin and Michigan. At 
the same time they announced that Wm 
C. Wylz Co., 2023 Jackson St., Dallas, 
will represent their complete lines in 
Texas, Oklahoma, Arkansas, Western 
Missouri and Kansas. 


q Milton Nathan, Michigan representa- 
tive of Stein & Ellbogen Co., attended 
the Michigan RJA convention held in 
Grand Rapids on April 13-15. 


q The Chicago Jewelers Bowling League 
finished their 36th season on April 23rd 
and on the 30th held their annual dinner 
at the Illinois Athletic Club where prizes 
were awarded and players’ received 
felicitations from sponsors of the teams, 
Martin Lenz, M. F. Lenz Co.; John G. 
Leiner, Benj. Allen & Co.; Webb C. 
Ball, The Ball Co.; Al Kolker, J. Milhen- 
ing, Inc.; James Swartchild, Swartchild 
& Co.; Clarence Olsen, Olsen & Ebann; 
Willard Hagn, Joseph Hagn Co.; and 
George Cureton, Newall Mfg. Co. In ad- 
dition to cash awards, trophies donated 
by F. H. Noble & Co., Williams Jewelry 
& Mfg. Co., and Martin F. Lenz were 
awarded. 

q After holding first place for many 
weeks the Benj. Allen & Co. team was 
pushed out of place by the M. F. Lenz 
team to win the honors. Teams finished 
in the following order with games won 





CHICAGO 


and lost as indicated: Lenz, 51-33; Allen, 


48-36; Newall, 47-37; Olsen & Ean, 
10-44; Milhening, 40-44; Ball, 39-45, 
Swartchild, 37-47; Hagn, 34-50. Len, 


won the high three games with 2916 anq 

Allen the high single game with 1045. 
Earl Swanson of Ball, with 656 had high 
individual three games Walter Ferrette, 
Allen, second with 626. For single game 
B. Kreschke, Lenz, was first with 259 
and Art Brill, Milhening, second with 
257. Ralph Milhening received a special 
award for making greatest improve- 
ment in average, increasing his by 14 
points over last year. Officers elected 
for next year are: president, Art Brill, 
Milhening; vice-president Al Schlesser, 
Olsen & Ebann, and for the 29th suc- 
cessive year Dave Newman, D. E. New- 
man Co., was named for secretary. 

q Lena Ginsburg of the Jewelry De- 
partment of Stein & Ellbogen Co. re- 
cently returned from a vacation in New 
York City. 

q An unusually large attendance was at- 
tracted to the May dinner meeting of 
the Chicago Credit Jewelers. Association 
held at the Standard Club on the eve- 
ning of the 7th. A very interesting pro- 
gram was the attraction. President Phil 
Martin first introduced Joe Slow, repre- 
senting the 1847 Rogers Bros. division 
of International Silver Co., who de- 
livered a_ brief introductory talk and 
presented the company’s “America’s First 
Silverplate” sound film showing the de- 
velopment of silver plate from 1847 to 
1947. William T. Smith, Manager of the 
International Silver Co., Chicago office, 
explained the difficulties encountered by 
manufacturers of plated silver in secur- 
ing equitable distribution after several 
years of being off the market and what 
his company is doing and will do to 
assist jewelers in receiving their propor- 
tionate share. 

Lew Kanow, western sales representa- 
tive of Jacques Kreisler Mfg. Co. sur- 
rendered his time on the program to 
Robert Robertson, of the trade exten- 
sion division of American Weekly, who 
took for his theme “how to get more 
people in the store,” and stated that one 
of the best methods is for a jeweler to 
tie his store in with the national adver- 
tising of manufacturers, naming a num- 
ber of them in the trade. Specifically 
he used the extensive campaign of the 
Kreisler Co. which is breaking at this 
time. He pointed out that this advertis- 
ing would cover approximately 70 per 
cent of the homes in the Chicago terri- 
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SILVERWARE 


REPAIRING AND PLATING 


GUARANTEED 


Gold—Silver—Rhodium Plating. 
Also Production runs to Specifications. 
NORTHERN PLATING CO. 
6 E. Lake St. Chicago 1, Il. 
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BON VOYAGE 





The four men pictured above are shown aboard the Queen Elizabeth sailing for Europe 
on business trips for their firms. They sailed from New York on April 9 and will probably 
all be home this month. From left to right: Harold J. Eberle, A. C. Becken Co.; J. P. (Jack) 
Beckman, The Ball Co.; John M. (Jack) Montgomery, M. A. Mead & Co., all of Chicago and 


Nat Wachtel, Regent Watch Co. 





tory, making it really local advertising 
and urged jewelers to use every means, 
their advertising, windows and material 
furnished by the company to let people 
know this merchandise is in their store. 
qMr. and Mrs. Charles D. Ellbogen en- 
joyed a short trip to California. 


q Ernie Adams of the Billing Depart- 
ment of Stein & Ellbogen Co. recently 
visited his son in Minneapolis, Minn. 

q Morris Morwitz, Office Manager of 
Stein & Ellbogen Co., spent a week in 
Hot Springs, Ark. 


Arizona RJA Holds First 
Convention Since 1941 


“Jewelry prices have reached the 
highest point at which the public is will- 
ing to pay,” Durward Howes, president 
of the ANRJA, told Arizona Retail 
Jewelers Association members at their 
convention held in Phoenix May 3 and 4. 

While opposing such blanket price re- 
ductions as the Newburyport plant be- 
cause of their tendency to start “price 
cutting orgies,’ Mr. Howes urged his 
audience to keep prices at least at pres- 
ent levels. “Let your manufacturers and 
wholesalers know that the public will 
no longer pay sky’s the limit prices, and 
tell them to act accordingly,” he said. 

Urging their support of the Jewelry 
Industry Council, Mr. Howes declared 
that, traditionally, jewelers have been 
the worst merchandisers and publicizers 
in the retail field. “Fifty per cent of 
America’s jewelers have always been 
sound asleep and during the past five 
years they have been successful in spite 
of themselves,’ Mr. Howes said. 











[MAYNARD LEVY 


Leading Jewelry Auctioneer for le- 


gitimate jewelers. Write for date and 
information. 


PHONE BUTTERFIELD 1100 
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Lashing out against the practices of 
certain silver manufacturers, Mr. Howes 
called on the jewelers to boycott com- 
panies promoting door-to-door selling 
schemes. “Thousands upon thousands of 
dollars are being diverted from jewelry 
stores by the new direct selling methods 
of silver companies who owe their very 
existence to the retail jeweler.” 

The Arizona jewelers, who held their 
first annual convention since 1941, voted 
down a resvlution calling for the modi- 
fication of the Silver Purchase Act to 
allow silver to be sold at normal prices 
on a free world market. State loyalties 
won out over industry loyalties as the 
50 Arizona jewelers agreed that high 
silver prices would do more good to 
the state as a whole than would low 
prices. 


GERALD E. WESLEY 


Other speakers at the meeting were 
Claude Moorhead, president of the Cen- 
tral Arizona Watchmakers’ Guild, and 
Loyal Clark of the Gemological Institute 
of America. Mr. Moorhead urged the 
support of the jewelers in putting 
through the State legislature a bill pro- 
viding for watchmaker registration. 

‘lected to the presidency of the Ari- 
zona RJA for the coming year was 
Gerald E. Wesley, Phoenix. Vice-presi- 
dent is Howard Sanders, Prescott, and 
secretary-treasurer is Lars H. Dahlgren, 
Dahlgren, Mesa. 

Named to the executive board were 
Henry Sanchez, Glendale; Wiliam 
Brown, Flagstaff; Adolph Cubitto, 
Safford; Clifford A. Parks, Yuma; and 
H. T. Johnson, Tucson. 





by VOGEL 


The most unusual 
cross ever made. 
Beautifully hand 
wrought frame _ of 
14k yellow gold, set 
with synthetic rubies 
or white sapphires. 





Actual size 
1%” x 


me $10.00 net. Sent for 
identical inspection to rated 
*T.M. Reg. jewelers. 


LOUIS VOGEL, 39 S. STATE ST., CHICAGO 3 
Stylists and Makers of Fine Wedding Rings Since 1907 








REPAIRING 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
Prices from 50¢ 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN 


Rm. 604 5 S. Wabash Ave. 
CHICAGO 3, ILL. 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, (il. 











>= STOP SILVER TARNISH | 


} Oue simple application of Pro-Tez- 
Sil will protect beautiful silver from 
ternish for many weeks. 


FREE TEST SAMPLE 
WELMAID MANUFACTURING Corp. 


A=) 1 ) 1737 N. Campbell, Dept. 26, Chicago 47 
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dome WATCH CO. 


3S S.WABASH AVE. CHICACOILL. 
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MATERIALS 2 
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Good Condition 2 ] 
Good Dials 
O-Size Elgin, fast 
Waltham ce 
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ze Hunting, re 
Elgin, Waltham NCW MATER'ALS p= 
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18 Size O.F. Wheels, pinions, ¢5 
Elgin, Waltham pallet forks, etc. 


7J, $2.50—15J, $3.50 for all watches. 
6 Size Elgin, Wal- Send sample of 


-_ tham, Hunting what you want! All 
7J, $2.00—15J, $2.50 Guaranteed! Remit 


6J, Sto-1s5° $3.50 only if satisfactory. 














327 


Re 











WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
‘mit a design without 
obligation. 


THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 


5 €. Third St. Cincinnati, Ohio 








DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnats, Ohio 








KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 





ENQUIRER BLDG. CINCINNATI, O. 











PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 








Harry Greenwold Co. 


The House of Quality and Service 
18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 and 8) 


Lines of quality and style that give you pro- 
tected profit. You can recommend these lines 
ToMe Jol aml Seles! le Me Abii maoltilel lila B 
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q The C. R. Heileman Co., jewelry man- 
ufacturers, recently announced that the 
company has acquired the Feder Build- 
ing, 414-13 Race St., for approximately 
$200,000. The parcel, which will be reno- 
vated, is an eight-story structure and has 
two stores fronting on Race St. The 
building has a frontage of about 44 feet 
and a depth of 100 feet. 


q The Richter Jewelry Co. at Sixth and 
Main Sts. has filed articles of incorpora- 
tion listing capital of 1000 shares of no 
par value. Incorporators are Charles 
Richter, Ralph Becker and Robert J. 
Imbus. 


q Gus Kuhnhein’s wife passed away on 
Monday, April 21. He is a salesman 
for D. Jacobs Sons Co., 811-813 Race St. 


q The Northern Ohio Guild of the 
American Gem Society held a meeting 
on May 13 at the Hatch Building, West- 
ern Reserve University. Dr. Henry F. 
Donner delivered an interesting lecture 
on “Double Refraction and _  Pleo- 
chroism.” A question and answer ses- 
sion followed the lecture. 


q May Ist marked the dedication of Vine 
St., Cincinnati, in ceremonies sponsored 
by the Vine Street Merchants Assn., 
which numbers many jewelers in_ its 
ranks. Al Esberger, of Esberger Bros., 
was particularly active, and his firm 
provided the prize for the “Queens” who 


CINCINNATI 










were selected. A parade featuring elah. 
orate floats and speeches at the conely- 
sion was a highlight of the affair. R, w. 
Brown, Adolph Weibell, Sr., and Charles 
Kaelin also participated in the dedica- 
tion. 

q Joseph Koester, Covington, Ky, 
jeweler, recently opened a new store at 
706 Main St. 

q Disappearance of a tray of rings 
valued at $1,132 from a display counter 
at Carroll’s, Fifth and Main Sts., was 
reported to police by Carrol Seghers, 
owner. Two of the rings were men’s 
diamond rings valued at $273 and $140, 
respectively, and the rest were ladies’ 
diamond wedding rings. The rings dis- 
appeared some time between April 7th 
and 11th, and a description of three men 
who had examined the rings on April 
7th has been furnished the police. 

q George Emmett Brown of Gerwe- 
Brown Co., attended the running of the 
Kentucky Derby at Louisville, Ky., early 
in May. 

q Albert & Seifert Co. have moved into 
Gerwe-Brown’s old quarters on Seventh 
St. Formerly, they were located in the 
Merchant’s Building. 

q Charles Detzel of Albert H. Feltman, 
Inc., recently became the proud father 
of a baby boy. 


q Louis Hummel recently returned from 


a vacation at Sea Island. 





GIA BOARD OF GOVERNORS 
(From page 302) 


ies regardless of their present or future 
business connections. 

Several important projects, either 
present or planned, were given formal 
approval, including the institution of 
resident classes and laboratory ‘courses 
for Chicago, New York and Atlanta, in 
addition to the one now conducted in 
Los Angeles. Authorization was given 
for leasing space in New York City for 
the installation of laboratory facilities 
and every effort will be made to have this 
eastern laboratory in operation at the 
earliest possible date with its facilities 
open to everyone engaged in the jewelry 
industry. 

It is to be provided with new pearl 
testing equipment, and it is also planned 
to purchase from $2,000 to $3,000 worth 
of gem stone specimens to be used in 
teaching resident courses. 

Other projects which are either com- 
pleted or in process include: An enlarge- 
ment of the library at GIA headquar- 
ters, the publication of the Jewelers’ 
Pocket Reference Book, which is re- 
viewed elsewhere in this issue, and vari- 
ous physical improvements in the Insti- 
tute’s quarterly “Gems and Gemology.” 


Unanimously reelected to the presi- 
dency of the GIA was Dr. Edward H. 
Kraus, Ph. D., Dean Emeritus, College 
of Literature, Science, and the Arts, 
University of Michigan; Percy K. Loud, 


R.J., president of Wright, Kay & Co. 
Detroit, became Secretary-Treasurer of 
the GIA for the fourth term; and Rob- 
ert M. Shipley was elected to continue 
as Executive Director. 

Heading the Board of Governors, Leo 
J. Vogt, C.G., R.J., Hess & Culbertson, 
St. Louis, was reelected for the fourth 
term as Chairman; the post of Vice- 
Chairman went to Paul S. Hardy, Hardy 
& Hayes Co., Pittsburgh, who succeeded 
C. I. Josephson, C.G., R.J., of Moline, 
Ill.; while O. C. Homann, R.J., The C. 
B. Brown Co., Omaha, Nebr., will con- 
tinue as Secretary of the Board. 





q New officers of the Richmond, Va, 
Watchmakers’ and Jewelers’ Guild are 
E. L. Smither, Jr., president; F. R. 
Shreve, vice-president, and G. S. Rich- 
ardson, treasurer. 
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THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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MASS.-R. I. RJA CONVENTION 
(From page 321) 


tax which would place a substantial bur- 
den upon both dealer and customer. 

William Selberg, representing the El- 
gin National Watch Co. exhibited an 
interesting film in technicolor showing 
the processes of the manufacture of 
watch jewels describing the methods by 
which these tiny parts are made to 
microscopic accuracy. 

Ben Heald, secretary of the Wiscon- 
sin Retail Jewelers Association and Sec- 
retary of the Wisconsin Watchmakers 
Examining Board, described the work- 
ings of the watchmaker registration law 
and told of the benefits to both store 
and craftsman which have ensued in the 
nine years that this law has been in 
effect in Wisconsin. 

Harold Alberts of the Advisory 
Board of the Jewelers Security Alliance, 
explained the workings of that associa- 
tion, telling of several typical instances 
in which the Alliance through its nation- 
wide detective network had been able to 
solve crimes that had baffled local police 
authorities, and had restored stolen goods 
to the jeweler as well as lessening the 
hazard of theft through the sentencing 
and imprisonment of many jewelery 
thieves. 

The final speaker was Kenneth I. Van 
Cott, Vice President of ANRJA for the 
Northeastern Region, who told of some 
of the achievements of that association 
during the past year and discussed the 
need for cooperation between state and 
national organizations and the benefits 
to the trade that could accrue from such 
cooperation. 

The meeting was well attended with 
more than 100 members on hand. More 
than 800 turned out for the annual ban- 
quet with which the convention con- 
cluded. 


—_———-- -—— 


THE SOUTH 
(From page 325) 


uncollected balances have not as yet 
been worked out. 

q Bankruptcy proceedings were filed for 
Andrew Bernard, trading as Anber 
Jewelry Co., 1403 E. Baltimore St., on 
April 23, 1947. The business consisted 
of wholesaling and jobbing novelties 
and jewelry, as well as retailing. Mr. 
Bernard also manufactured small wood 
novelties. Sales to individuals were for 
cash, but retailers and jobbers were sold 
on credit terms. The store is located on 
& main street in a semi-commercial 
district. 

q Polly Starr, Inc., of Washington, D. 
C., epened a retail jewelry store late 
in May in the Queens Chapel Shopping 
Center, Hyattsville, Md. The president 
of this corporation is H. R. Prangley, 
who has been a wholesale jeweler in 
Washington for many years. Jack 
Apoldo, who has a retail jewelry store 
at 9th and F Streets, N. W., Washing- 
ton, is vice-president, and Gayle Sayer 
IS secretary-treasurer. The corporation 
is named for Mr. Prangley’s wife, Polly 
Starr Prangley. 
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June 


22-25—National Association of Metal 
Finishers’ Inc., First Annual Meeting, 
Hotel Statler, Detroit, Mich. 

29-30—New Hampshire Retail Jewel- 
ers Association, Annual Convention, 
Hotel Wentworth-by-the-Sea, Ports- 
mouth, N. H. 


July 


6-10—Pittsburgh China, Glass and 
Gift Show, William Penn Hotel, Pitts- 
burgh, Pa. 

8-11—-Southeastern China, Glass and 
Gift Show, Municipal Auditorium, At- 
lanta, Ga. 

20-24—-Kansas City Gift Show, Muni- 
cipal Auditorium, Hotel Muehlebach and 
Hotel Phillips, Kansas City, Mo. 

28-31—National Association of Credit 
Jewelers, Annual Convention and Na- 
tional Jewelry Fair, Hotel Stevens, Chi- 
cago, Ill. 

27-August 1—25th Semi-Annual Cali- 
fornia Gift & Art Show, Los Angeles. 


August 


3-7—Western Gift & Housewares 
Show, Civic Auditorium, Western Mer- 
chandise Mart, San Francisco Hotel, San 
Francisco, Calif. 

4-15—Chicago Gift 
House, Chicago, IIl. 

4-16—Merchandise Mart China, Glass 
and Pottery Market, Merchandise Mart, 
Chicago, III. 

11-14 — American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York City. 

17-21—New Orleans Gift & Jewelry 
Show, Jung Hotel, New Orleans, La. 

17-21—Pacific Northwest Gift & 
Housewares Show, Terminal Sales Build- 
ing, Olympic and New Washington 
Hotels, Seattle, Wash. 

24-27—St. Louis Jewelry & Silverware 
Show, Statler Hotel, St. Louis, Mo. 

24-28—Ohio State Gift Show, Deshler 
and Wallick Hotels, Columbus, Ohio. 

25-29—New York Gift Show, Hotels 
Pennsylvania & New Yorker, New York 
City. 

31-September 4—Detroit Gift Show, 
Hotel Statler, Detroit, Mich. 

31-September 5—Allied Gift & Jewelry 
Show, Adolphus Hotel, Dallas, Texas. 

31-September 5—Dallas Gift Show, 
Baker Hotel, Dallas, Texas. 


Show, Palmer 


September 


1-5—Boston Gift Show Hotel Statler, 
Boston, Mass. 

8-11—Mid-South Gift and Housewares 
Show, Ellis Auditorium, Memphis, Tenn. 

16-20—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

27-October 2—Northwestern Gift, Art 
and Housewares Show, Radisson Hotel, 
Minneapolis, Minn. 

28-29—Iowa Retail Jewelers Associa- 
tion, Annual Convention, Hotel Roose- 
velt, Cedar Rapids, Iowa. 


GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 
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sie LIBERTY AVE., 















Specially 
Designed 
To Power Any 
JEWELER'S LATHE 


THE precision craftsmanship of the finest 
jewelers’ lathes is matched in the design 
and construction of this new RACINE UNI- 
VERSAL Fractional H.P. Reversible Motor. 
Dynamically balanced, developing 1/12 
H.P. Sturdily housed in crackle-finish case, 
with wide base pedestal. 

Allen-Bradley foot rheostat furnishes speeds 
from zero, gradually increasing to maximum 
speed. Turns up 13,000 R.P.M. without load, 
6000 R.P.M. full load. 


ASK YOUR DEALER, or write direct for details. 


RACINE UNIVERSAL 


tok ee] adem 


1627 Goold St., Dept. JK, Racine, Wis 











PEARL 
STRINGING 


Best in the midwest for 
workmanship and service 


M. LANGE CO. 


425 W. WRIGHT STREET 
Milwaukee 12, Wiscoasia 
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Where to fer 
IMPORTED 
China and Glass 


om 











PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 38-5460 




















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 


Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 











JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 











EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 
English China and Earthenware 


CROWN DUCAL Dinnerware 

MASON’S Ironstone China 

COALPORT Bone China and Kingsware 

ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bene China Teaware 


129 Fifth Avenue, New York 3, N. Y. 














TEDMAN IMPORTING CO. 


225 Fifth Ave., Room 829 #Tele.: CA 5-5324 
. New York 10, New York 


ENGLISH BONE CHINA 


Breakfast Sets, Teaware, Smoking Articles, 
Toby Jugs and Lustreware 














importers ef 


.7 ENGLISH CHINA 
and 


EARTHENWARE 





LLE & CO., INC. 
New York 10, N. Y. 
AL. 4-0104 











Zi2 Fifth Ave. 


ROYAL DOULTON 


English Bone China and Harthenware 


DOULTON and CO., Ine. 


Successors To 
WM. 8. PITCAIRN CORPORATION 





New VYerk, &. Y. 
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NEW RETAIL ENTERPRISES 











Seymour’s, 633 Broadway, Lorain, Ohio. 


David Jewelers, 22 East Main St., Carnegie, Pa. 

Van Drimlen Jewelry Store, 1786 Newport Blvd., Costa Mesa, Calif. 

Brady’s Jewel Box, 109 N. Main St., Franklin, Va. 

Roberts & McCrimmon Jewelry Store, Pittsboro, N. C. 

Goldberg’s Jewelry Store, 1387 S. Main St., Pocatello, Idaho. 

Parson’s Jewelry Store, Main St., Harlan, Ky. 

E. R. McDonald’s Jewelry Store, 217 Forest Ave., Pacific Grove, Calif. 

Cameron’s Jewelry Store, First St., Kalama, Wash. 

Robert's Jewelry Store, 409 Main St., Scott City, Kan. 

Halpert’s Jewelers, 154 Broadway, Newburgh, N. Y. 

Phillip’s Jewelers, 912 N. W. 2nd Ave., Miami, Fla. 

William A. Appell, Jeweler, 115 East Branch St., Arroyo Grande, Calif. 

Carter’s Jewelers, 221 N. Main St., Porterville, Calif. 

Hurdle’s Jewelry Store, 1430 Pearl St., Boulder, Colo. 

Nelson Jewelry Store, West Main St., Morristown, Tenn. 

Stifft’s Jewelers, 511 Main, Little Rock, Ark. 

Manson Jewelers, 222% Main St., Hackensack, N. J. 

Lerner Jewelers, 129 South Main St., Bowling Green, Ohio. 

S. Kurtz, Jeweler, 466 South Broadway at Radford St., Yonkers, N. Y. 

Gaylord Jeweler Co., 517 W. Whittier Blvd., Montebello, Calif. : 

Leon’s Jewelry Store, 36 North Third St., Harrisburg, Pa. 

Cowperthwait, Inc., 205-209 King St., Charleston, S. C. 

Wilson’s Leading Jewelers Store, 151 Main St. E., Rochester, N. Y. 

Erskine’s Jewelry Store, Kinston, S. C. 

R. W. Sather’s Jewelry Store, 1019 Main St., Evanston, Wyo. 

Thomas-Madsen Jewelers, 223 W. Bridge St., Blackfoot, Idaho. 

Stevens Jewelry Corp., Hill Building, San Antonio, Oregon and Texas Sts., El Paso, 
Texas. 

Art’s Jewelers, 267 Main St., Webster, Mass. 


| Novin’s Jewelry Store, 103 St. Paul St., Dallas, Texas. 


Julians, 806 Main St., Danville, Pa. 

Gensler-Lee Jewelry Store, 611 Fourth Street, Santa Rosa, Calif. 
Kortes Jewelry Store, 1027 Broadway, Portland, Ore. 

G. C. Wennerberg’s Jewelry Store, 216 S. Orange Ave., Orlando, Fla. 
Nichols Jewelry, 20 Fourth St. North, Great Falls, Mont. 

Mingoy’s Jewelry Store, 93 S. Lake St., North East, Pa. 

Chester A. Hansen Jewelry Store, 7320 Eastern Ave., Maywood, Calif. 
Harmon Jewelry Co., 409 South Ashley St., Valdosta, Ga. 

Lord’s, Inc., 1245 Main St., West Warwick, R. I. 





This is Mr. Grew’s first venture as 

a retailer, although he has prior to his 
| connection with U. S. Time, worked as 
| a watchmaker with prominent jewelry 
| 
| 


JCA Announces Vacation Schedule 


This year members of the Jewelry 
Crafts Association will grant all union 
production workers in their employ vaca- 
tions with pay on the following basis: 
workers employed 6 months—one week; 
one year—one week and one day; two 
years—one week and two days; three 
years—one week and three days; four 
years—one week and four days; five | FINLAND CERAMICS and GLASS CO” POPAT.ON 


years—two weeks. eZ 


Workers employed more than six 
months but less than one year shall be 
paid five per cent of their weekly earn- 
ings to June 30, which is not to exceed 
one week’s pay. Vacations will com- 
mence June 30, and will end on the 
morning of July 14. Shops will be | 
closed for all manufacturing purposes 





stores in South Norwalk, Conn. He took 
over the store on May Ist and will con- 
tinue to operate it as the L. M. Burk- 
hardt Jewelry Store. 












SUOMI 
—— FINLANDIA 
Crystal China-Faience 
225 FIFTH AVENUE 


ORREFORS OF SWEDEN 





Art Pottery 
NEW YORK 











during the vacation period. GLASSWARE 
: U.S.A. Representatives 
Purchases Retail Jewelry Store FISHER, BRUCE & CO. 


Phila.: 221 Market St. © NewYork: 1107 Broadway 


SWEDISH CRYSTAL 


Kosta Alsterfors 

Maleras Bohlmarks 
DANISH CERAMICS (Bing and Grondahl) 
D. Stanley Corcoran, Inc. 


70 W. 30th St. New York 10, N. Y. 
MUrray Hill 7-7823 





Louis K. Grew, superintendent of pro- 
duction at the U. S. Time Corporation, 
Waterbury, Conn., has purchased and 
will operate a retail jewelry store at 541 
Campbell Ave., West Haven, Conn. 

Announcement of Mr.’ Grew’s pur- 
chase of the store was made by Ludwig 
M. Burkhardt who has operated the 
store for the past four years. 
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Wuu1amM Artes, 71, a senior member light bulbs and other electrical products. 
aul of Artes Bros., oldest retail jewelry This business was meneeak in 1915 A M E R I C A N 
firm in Evansville, Indiana, died on and shortly thereafter Mr. Hoover pur- China and Glass 
; May 8 in that city after a long illness. chased Harry Strong’s entire interest in 
He was the son of the late Charles F. the corporation. During World War 1 
Artes who started the business in 1864. he was active in supplying platinum to TH EODORE HAVILAND 
He is survived by his widow. the government and in World War II FINE CHINA DINNERWARE 
Denis Barry, 76, for 60 years a retail his activities were largely devoted to MADE IN AMERICA 
jeweler on Canal St., New Orleans, La., supplying mercury to the armed forces. All Decorations Are Exclusive 
died April 24 at his home after a long He is survived by his son, Dudley A. THEODORE HAVILAND CO.. INC 
iliness. Surviving are his wife and | Hoover. 28 W. 23rd ST. 1550 MERCHANDIGE MART 
daughter. Watrer E. Keen, 66, partner in Keen NEW VORK CITY CHIGASE, ILL 
Rupotr C. Bernav, Sr., 82, jeweler, Bros. & Hihn, Baltimore, Md., retail 
Greensboro, N. C., died April 17. He jewelers, died suddenly April 14. The — 
was among the first to advocate the en- firm will be continued by the remaining wd 
actment of laws governing measurement partners. tou, 
of gold content and weight of jewels Epmunp W. Kirsy, 59, who for the | W 
and saw his effort succeed, first in past 35 years had conducted a whole- Giftwares of Distinction 
| North Carolina and later in all 48 | sale jewelry business in Boston, Mass., KENSINGTON METAL — GLASS 
states. Mr. Bernau was the principal died on Monday, April 28, at his home KENSINGTON, INC. NEW KENSINGTON, PA. 




















organizer of the North Carolina Jewel- in Newton Centre, Mass. He was born in 
ers’ Association, later serving as secre- Roxbury, Mass., and became associated 








tary and president. He devoted consid- with the jewelry business at the age of G FTS M ‘J N 
erable time to research on watches and 12, later establishing a firm of his own. (ox 4 
time devices and on several occasions A comprehensive selection of 
was cited by some of the nation’s lead- | Accessories with Sporting Motifs. 
ing watch manufacturers. Surviving be- | ne LYNN BOGUE HUNT 

Sterling Game Bird def Ayailable 


Aso, = sides his wife is his son. 

: q Grorce Brascn, age 57, well and fav- 
orable known to the iene in Chicago and EDMUND W. KIRBY 
west through 25 years’ association with 
The Ball Co., died on May 4 after a 
brief illness. 

GreorGeE De Vries, 65, treasurer of 
Hammel, Riglander & Co., Inc., 895 
: Fourth Ave., New York, died on April 
26. Surviving are his wife and daughter. 


JERRE J. ENRIGHT, 50, owner of a 


225 FIFTH AVENUS 
SUN GLO STUDIOS 73, 75k avn Y 


LEVY BROS. CHINA CO., inc. 


| EST. 1868 NEW YORK 


Gifts ... Dinnerware ... Service Plates 
ALL-OVER DESIGNS IN 22K GOLD 


Office and Showroom Showroom 
79 Fifth Avenue 225 Fifth Avenue 












































jewelry store at 3074 Kensington Ave., 
Philadelphia, Pa., died May 8 at his P 
ee home. He is survived by his widow and He was a member of the Brotherhood © ENRIGHT LeCARBOULEC, INC. 
Pe three sons. of Traveling Jewelers, the Boston Jewel- | CRYSTAL from Sweden 
his ff Joun Granp.ic, Sr., 66, Jeweler, She- ers’ Club, the Diamond Peacock Club | STEMWARE, BOWLS, VASES, PERFUME 
Bac : boygan, Wis., died April 17. Surviving and the Massachusetts-Rhode Island BOTTLES and SMOKING ACCESSORIES. 
ery § besides his wife are his two sons and RJA. My. Kirby served as a director in 160 Fifth Avenue New York 10, N. Y. 
ook two daughters. the wholesale jewelers division of the | Telephone: CHelsea 2-3702 and CHelsea 32-2558 
Nes : ArtHurR C. Hoxperc, 58, who had Grester Boston Community Fund. ie 
ITK- : ° . ’ ’ . - . ° - 
been in the jewelry business at Denver, is survived by his wife and three Gangs 
oa , ters. DECORATIVE 
sale Colo., for 40 years, died in that city on 
“ON April 14. He is survived by his wife. P — I. ssatinieaaal 7 . wage ACCESSORIES 
' -« « 22 iamond importer and jewelry broke 3 
— 5. Hom, 1 yoo wel died of a heart attack on April 17. He PUN TTY Re 


founder of Hoover & Strong, Inc., man- is survived by his wife, three sons and GIFT AND ART 


ufacturers of precious metal products 7 225 Fifth Avenue, New York 
7 P , two daughters. Merchandise Mart, Chicago NOVELTIES 


Lewis W. Poorer, 41, jeweler and 
watchmaker of Auburn, Indiana, died in 



































ORK Clearwater, Fla., on February 25, 1947. 
_ He is survived by his wife. C 
) | JAYE Sypney Rone, 50, secretary of ASTLETON HINA 
Ni § . HOOVER Ronell. Inc.. New York di ai t INCORPORATED L. E. HELLMANN, President 
onell, Inc., New York diamond impor 

ers, died May 6 after a brief illness. He DE LUXE dag LEWARE 

had been in the business since leaving | _ PINE C HIN “ TRADE 
) the Army in 1919, acting as agent both MADE IN AMERICA- MADE OF AMERICA 
. here and abroad. The business will be 212 Fifth Ave., New York, N. Y. 
” continued by Sidney Kaufer, his brother- 
a in-law, president of the firm. ’ 

Cuartes S. ScHMvuKtER, 79, of J. J. i Aa Af 

Schmukler & Son, Inc., 630 Fifth Ave., O } J Y 

New York, died May 1, 1947. For 35 YP i. re, 
) Buffalo, N. Y., died April 14. In 1912 years, Mr. Schmukler was connected Op 

he entered into a partnership with with his brother’s firm, J. J. Schmukler PRINTED CELLOPHANE ADHESIVE 

Y. Harry A. Strong for the purpose of & Son, Inc., as buyer and manager of 
a salvaging platinum from _ incandescent silverware, clocks and appliances. HUBER BUILDING, YORK, PA. 
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by HENRY B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the author.) 


‘@NHOULD a jewel be chosen with all dimensions cor- 
rect except that it’s too long, it may be shortened 
tv an acceptable length. This is-done by drilling a fine 
hole into the end of a piece of pegwood and placing 
the jewel, lift surface inside, so that the excess length 
is the only part protruding from the pegwood. The 
jewel is shellacked into place and the protruding end 
is held against a diamond charged lap or wheel similar 
to the kind currently used to sharpen carboloy gravers. 
This operation is shown in Fig. 7. 














Fig. 7. Shortening an over- . \ 
long jewel by grinding it on \ 
a lap charged with diamond. 


When the jewel has been reduced to the proper size 
it should be cleaned with alcohol after removing it from 
pegwood and readied for insertion into the pallet. 

The pallet warmer is heated again and then the 
pallet is placed (bottom up) on the warmer. Caution 
must be observed so that the warmer is not overheated. 
Overheating this tool will only burn the shellac, causing 
it to crumble into dust as well as to discolor the pallet. 
- ‘The jewel is inserted in the slot by grasping its sides 
with a pair of strong tweezers and bracing the pallet 
by holding it down with a brass pin. The jewel is then 
edged in by tilting the jewel and edging it, back end in, 
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Replacing a Pallet Jewel 


Second part of a new chapter in this watchmaking series; this 
J one on replacing pallet jewels. The methods of inserting the 


t new jewels and testing their action are told herewith. 








into the pallet slot as shown in Fig. 8. The jewel is 
then pushed or tilted down flat, even with the surface 
of the pallet. The jewel should not be pushed in all the 
way but left just a bit short for trial observation as 
shown in Fig. 9. 


Fig. 8. Inserting the jewel 
in the pallet slot. It is 
edged in by tilting the jewel 
and edging it back end in. 





A common error made by apprentices is to insert the 
pallet jewel in so that its angle is reversed as shown in 
Fig. 10. Of course such an arrangement will not work. 

The jewels must be placed in the pallet so that their 
inclined lifting surfaces face the oncoming escape wheel 
teeth. (Fig. 5). The lift surface therefore, must face 





wre 





Fig. 9. After being edged in, the jewel should 
not be pushed in all the way, but left just a 
bit short in order to permit trial observation. 
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: CCURATE time-measurement has 

usually been considered in connec- 
tion with the stars, but man has devised 
his own methods—constant and reliable. 
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One such means is the “tuning fork,” 
fashioned from certain metals be- 
queathed by Mother Nature in_ the 
Earth, itself. When these certain metals 
are properly prepared and perfected. 


THERE IS NO OTHER FORM OF TIME 
STANDARD AS WELL ADAPTED TO THE 
RECORDING OF LOW FREQUENCIES. 


That is why the WatchMaster Watch- 
rate Recorder employs the tuning fork 
—chosen over every other means,—to 
give the watchmaker the most depend- 


Syren able time standard-in the World for his 
By 




















4 


Watch 


es ee F Ma Sfes particular use in timing watches. 
Showing the 24-bour rate GUARANTEED ACCURACY 
of any watch in any posi- TO 1/1,000TH OF 1% 


tion, indicating the cause 
of any irregularities—ALL 
IN 30 SECONDS. calibrated against our standard, accurate to 


1 part in 10,000,000 


j 


AViituwloil Me BT) iia i witiil to Ree PY oe 


580 a ee | AVENTE Neo W YORK, WY « 


Distributors of Western-ELlectric Watch-rate Recorders 
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counterclockwise when the pallet is in the watch. When 
the pallet is bottom side up, as it is in these illustra- 
tions showing the pallet on the warmer, the jewel is 


inserted so that the lift angle faces clockwise. 


Fig. 10. Com- 
mon apprentice 
error is to in- 
sert jewel with 
angle reversed, 
as at left. The 
correct angle is 
shown at right. 





To secure the jewel to the pallet, shellac is applied 
to the area on the rear edge of the jewel and to the 
slot. Shellac for this purpose is made of the same sub- 
stance but comes in two forms. One type is flaked 
shellac and is composed of flat chips. The other is called 
“shredded” shellac and resembles small threads of vari- 
ous lengths and thicknesses. Shredded shellac is made 
by heating a stick of shellac and sticking a piece of 
pegwood into the soft, melted mass and drawing out 
small strings. These cool immediately and may be 
broken off and placed into a phial for further use. 

Only a little shellac should be used. An amount as 
large as a typewriter period is sufficient to secure any 
size pallet. This small bit is placed over the junction 
of the pallet jewel and the rear of the slot. The pallet, 
when placed over the warm pallet warmer will take 


enough heat from this tool to melt the shellac upon it. 
The melted shellac is held in place by capillary attrac- 


tion as shown in Fig. 2. 










Fig. 11. Applying shredded shellac 
to the pallet and jewel. The warmed 
pallet melts shellac immediately. 


Shredded shellac is applied as in Fig. 11. Here the 
warmed pallet will melt the shellac upon contact. The 
thin thread of shellac is held between the index finger 
and thumb. It is pointed at the junction and melts 
immediately. When sufficient shellac has been drawn 
into the pallet, the remaining part of the thread is 
withdrawn. Thus the amount of shellac may be regu- 
lated. Excess shellac is removed with the tip of a pointed 
piece of pegwood while the pallet is on the warmer. 
After the jewel is secure, the pallet is removed from the 
warmer, cleaned and placed into the movement and tried 
for escapement action. 

Before proceeding further, it would be well to study 
Fig. 12, showing the pallet jewel and the proper 
nomenclature of each part. This applies to both right 
and left jewels. Both have a locking surface, entrance 
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corner, lifting surface (impulse face), let-off corner o, 
edge, inside surface, top, bottom and backs. 

This knowledge will aid us in understanding some of 
the escapement tests. One of these tests determines the 
correct length or position of the new pallet jewel. 

This is done by placing the pallet in the watch moye- 
ment so that the pallet fork rests against the banking 
pin on the side that has just received the replacement 
jewel as shown in Fig. 13. Observe the lock at “A”, 

“Lock” is measured from the entrance corner of the 
pallet jewel to the point on the locking surface where 
the escape tooth comes to rest. In a well adjusted 
escapement, the lock should approximate 1/3 the thick- 







ness of the pallet jewel, as shown in Fig. 14, 
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If the pallet jewel has less than this amount of lock, 
it may be extended. A pallet jewel that is too short will 
permit the escape tooth to enter directly upon the jewel’s 
lifting surface. This will cause a “tripping” action, 
similar to an alarm clock hammer going off. This is 
shown in Fig. 15. Here the pallet fork is resting against 
the banking pin at “‘A”’ and the escape tooth is upon the 
lifting surface of the pallet jewel at “B”. When this 





Fig. 13 (above). Testing pallet in the watch move- 
ment causing replacement jewel to lock at "A". Fig. 
14 (right), shows the proper amount of "lock" required. 


tooth drops off, the following tooth will fall upon the 
lift surface of the opposite jewel and again repeat itself 
on the entrance jewel. This will continue as long as 
there is power to drive the movement. Of course no 
watch can work satisfactorily under such conditions. 
Should the lock exceed the specifications shown in 
Fig. 14, the jewel may be pushed back into the slot. 
This is done by heating the pallet warmer again and 
placing the pallet on it as in Fig. 3. The tweezer is 


placed directly behind the slot of the jewel and the 
(Please turn to page 338) 
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SIMPLY STYLED FOR 
MODERN BEDROOMS 


In its clean, simple lines, the Lux 
HARVESTER follows the trend of 
modern design. 


And, with its famed built-to-last 
Lux precision movement, the HAR- 
VESTER will give years of accu- 
rate time-keeping. The alarm but- 
ton is conveniently placed on top 
of the metal case. Winding keys 
and the knurled setting knobs are 
spaced for easy turning. A bowl- 
type glass protects hands. 


A new Lux-developed baked syn- 
thetic enamel finish retains its 
pleasing color year after year. It 
won’t peel, chip, or crack ... can 
be kept sparkling clean with a 
dampened cloth. 


Colors: Ivory or black 
Size: 4%” wide; 45%” high 
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USING LUCITE—Have a piece of costume jewel- 

ry made of colored lucite, with a leaf broken off at 

two places; have all the pieces. How can these be fused 
together? (Question No. 5941) L. B. 


Answer—We understand that there is no perfect 
way to fuse or otherwise join broken pieces of this 
material together, to become equal in strength to the 
original attachment. If the job is such that there 
would not be much strain placed on the mended parts 
while in use, the broken pieces may be cemented on 
with DuPont Household Cement, obtainable at hard- 
ware or drug stores everywhere. Clean the broken 
surfaces with denatured alcohol; quickly spread a thin 
coat of cement on; press the parts together, tying in 
place with binding wire or dental floss, if their shape 
causes any tendency to separate; pressure should be 
so that the thinnest possible film of cement remains, not 
squeezed out, between the pieces. Allow about 24 hours 
for hardening. 


ALF-TIMING—What is meant by “half-timing”, 
in repairing watches? (Question No. 5942) R. L. 


Answer—Half-timing is a test for observing the 
general condition of the escapement-adjustment, and of 
balance pivots as they run in the jewels, in connection 
with adjusting watches, either in factory work, or in 
repair-work. Wind the watch fully; then let the main- 
spring down about one-quarter of a turn. The hair- 
spring is not to be in the watch. Start the balance by 
moving it just enough to get the escapement into action. 
If escapement and pivots are in good order, the motive 
power will be sufficient to carry the balance around 
so that the roller jewel will strike the outside of the 
fork, and rebound so that the escapement will be un- 
locked; repeating to keep the watch running, but at a 
much slower rate than if the hairspring were in place, 
hence the term “half-timing.”’ 
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WORKSHOP 


QUESTIONS 
AND 
ANSWERS 
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ILBERT METHOD—Explain the new method of 
hairspring vibrating known as the Silbert method, 
and what advantages it has? (Question No. 5943) G. H, 


Answer—tThe matter you ask about is not a new 
technical discovery in hairspring work, but is a business 
arrangement, between a number of watch material deal- 
ers and the Silbert firm, whereby the dealers send to 
this firm, customers’ orders for hairsprings that have 
to be selected specially by “vibrating” or trying springs 
on the watch balance, to find a spring that has the cor- 
rect “strength” to give that particular balance its proper 
number of beats-per-hour in the watch. 


EVERSE ABRASION—Why is it, that in some old 

watches the soft brass wheel teeth are perfect in 
form, but the hard steel pinion leaves the deep marks 
cut into them where the friction occurs? It seems as if 
this ought to be just the other way around. (Question 
No. 5944) S.N. 


Answer—The reason for the effect described is that 
the soft metal of the wheel teeth may have grit of one 
sort or another embedded in the metal so that the teeth 
act on the hard steel of the pinion leaves just like abra- 
sive laps, and grind out pits in the latter. The hard- 
ness of the steel of the pinion leaves prevents grit 
from embedding in them, otherwise they would have an 
abrasive action too. 


UBRICATING OII-—We have been having trouble 
in quality of oils for use on oilstones, lathes, etc. 
They are supposed to be sperm oil, meant for oiling 
sewing machines, etc. I have observed that some usual 
brands get thick much sooner; clog the pores of oilstones; 
and turn green in partly emptied bottle. Can you recom- 
mend another brand of oil? (Question No. 5945) E.R.C, 


Answer—You do not mention the brand-name of the 
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"THE OLD RELIABLE” 
WESGO PLATING OUTFITS 


You can't go "Wrong" on the time-tested Wesgos. Twenty 
years of constant improvement have made our present models 
the finest platers designed especially for jewelers use. 


Now more than ever before the Wesgo is an efficient, inex- 
pensive, noiseless, trouble-free and portable instrument for all 
electroplating, stripping and coloring processes. 





Available in 5 and 15 ampere capacity. 


For more complete details and descriptive literature, see your 
dealer or write. 


WESTERN GOLD & PLATINUM WORKS 


589 Bryant Street @- San Francisco 7, Calif. 





AD S. a3 
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Store prestige soars upward when 
Revere Chiming Clocks are suggested 
as distinctive gifts or home posses- 
sions. Discriminating customers in- 
stantly recognize the authority of 
masterly designs and quickly appre- 
ciate the beauty and cheerfulness of 
Westminster Chimes; the modern 
electric accuracy of the famous 
Telechron Motor. A _ request will 
bring a catalog showing the many 
different models. 


THE REVERE CLOCK COMPANY 
Cincinnati 6, Ohio 


Seer 





















oil you complain about; but even so, we prefer to discuss 
types, rather than trade-brand names of oils, and will 
make a suggestion accordingly. For oilstones, lubrica- 
tion of lathes, and similar uses, a very satisfactory kind 
of oil is automobile engine oil, of the type “S.A.E. 10.” 
This is a standard type of oil, and of whatever manu- 
facturer’s output it is, it is of definite working qualities, 
and suitable for the purposes you have named. 


ENDULUM TYPE—How can I tell whether a 

pendulum is a real compensating one, or an “‘imita- 
tion gridiron” one? We are offered a regulator clock 
with huge brass pendulum, the ball about 12 inches 
in diameter, with nine brass rods riveted to a bar above, 
also under the ball; clock has pins for teeth in escape 
wheel, and sweep-second hand. (Question No. 5946) 
W. O. 


Answer—The clock described is one with an imita- 
tion gridiron pendulum. In a real compensating grid- 
iron pendulum, the rods would be alternately of brass 
and steel, not fastened all ends on one cross-bar, but 
on several bars, so that expansion and contraction of 
the two metals can counteract each other to maintain 
the effective length of the whole pendulum uniform dur- 
ing any changes of temperature of the atmosphere. A 
well-proportioned pendulum with a single steel or 
wooden rod, would be a better timekeeper than the imi- 
tation gridiron pendulum described. 


EPAIRING BELL—We have an old grandfather 

clock to repair, with a cast metal bell that is cracked 
for nearly 2 inches from the outside edge. Can this be 
brazed or repaired in any way, to make it sound well? 
(Question No. 5947) 


Answer—No, the bell is no doubt cast of bronze, 
or bell-metal, and in this, good tone requires that the 
metal throughout be whole as originally cast. Attempts 
have been made to repair cracked bells by cutting out 
the crack, sometimes further bridging the cut with metal 
bolted or riveted to the bell, or by brazing, but in gen- 
eral, this is work wasted. The original tone is not re- 
stored. Try to buy a new cast bell from material 
dealers, or if cost is not prohibitive, find a brass-foundry 
that would cast a new bronze bell, using the old one as 
a moulder’s pattern. 


[| APIDARY BOOK—I made a trip in the Rocky 

Mountain country lately, and brought back some 
rough stones and petrified wood that I would like to 
know how to cut and polish. I don’t want to cut sections 
stones to set in jewelry, but just want to cut sections 
out of the rough stones, and polish the surfaces to see 
what the material looks like inside, and maybe make a 
collection to keep in our store. (Question No. 5948) 


T. D. 


Answer—We suggest a book “Handbook for the 
Amateur Lapidary,” by J. H. Howard, which may be 
had postpaid for $2.00 from Book Department, JeweEt- 
Frs’ CircuLar-Keystone, 100 E. 42nd Street, New York 
17, N. Y. We believe this book would meet your re- 
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quirements very well, being, in grade of treatment of 
its subject, somewhere in between the too-sketchy 
“hobbyistic” books, and on the other hand, anything 
like an exhaustive technical treatise, that would imply 
the use of costly professional equipment. 


EMOVING COLOR—We wish to know how to je- 
move the yellow color from a diamond that ye 
heated, in soldering without removing the stone. This 
seems to be on the surface. (Question No. 5949) D., ¢. 


Answer—If you have found it impossible to remove 
the discoloration by the usual polishing with abrasives 
on buffs, washing solutions, etc., then the condition of 
the stone is probably what is called “fire-coated,” and 
sometimes this is so stubborn that the only thing to do 
is to send the stone to a lapidary or diamond cutter, to 
have the coating polished off by lapping. Addresses of 
these shops can be found in the advertising pages of 
THE JEWELERS CircuLAR-KEYSTONE. 


URRED PIVOT HOLE—TI had a 7-jewel Waltham 

watch with upper 4th pivot hole worn large, so 
closed the hole, and broached it to fit pivot. Train ran 
nice and free, but after I put the watch together, it 
stopped, although no fault can be found in escapement 
or balance pivots and jewels. Can you advise on this? 
(Question No. 5950) B. A. 


Answer—It could be that in broaching out the 
closed pivot-hole, you left a burr around the inside end 
of the hole. Then, when you pressed the second-hand 
on the 4th pivot, the pivot shoulder crowded the burr 
into the pivot hole, and causes the pivot to stick there, 
because of no side-shake. Always after broaching, re- 
move any burr by using a 3-sided countersink. 





REPLACING A PALLET JEWEL 
(From page 334) 


jewel pushed back the desired distance with a pointed 
piece of pegwood or a flattened brass pin pressed against 
the impulse face of the jewel. No additional applica- 
tion of shellac is necessary since the shellac applied 


Fig. 15. A trip- 
ping action. re- 
sults when the 
pallet jewel is 
too short to per- 
mit escape tooth 
to enter directly 
on lifting surface. 





originally is sufficient. This softens when the pallet is 
placed on the pallet warmer. When the jewel is pushed 
into the slot, the shellac will assume a position in the 
slot consistent with the space afforded to it and will 


harden as soon as it becomes cool. 
(To be continued) 
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WATCH WORK, ETC, FOR THE 
TRADE—Cont. 
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COMPLICATED and fine watch repair- 
ing; specializing in chronographs, 
repeaters, chronometers, and fine 
watches; timed on recording ma- 
chine; watch cleaning $3; chrono- 
graph cleaning from $8 to $10; one 
week’s service. Felder’s, 1173 52nd 
St., Brooklyn 19, New York. Wind- 
sor 6-9300. 





EEE 


ARE you interested in quality watch re- 
pairing; we have a fully equipped 
watch repair shop that is able to take 
care of your every need in watch re- 
pairing, refinishing dials, crystals of 
all types, watch case repairing and 
furnishing of new cases and dials; we 
do work for some of the finest jewelry 
stores and will gladly furnish refer- 
ences; price list upon request. J. & F. 
Harris, 79 Chrystie St., New York 2, 
N. Y. 





—_——— —- 


THIRTY years of high grade watch 
repairing; two to three weeks ser- 
vice on most repairs; give us a trial 
and be convinced of our expert 
workmanship; all watches tested on 
Watchmaster machine; reasonable 
rates; guaranteed service. Max Kin- 
berg & Sons, Park Building, 1019 
Arthur Ave.. New York 57, N. Y. 





a 


HOROLOGICAL works; watchmakers 
for the trade; we repair minute re- 
peaters, chronographs, Westminster 
clocks, Marine clocks and all types 
of watches; we also make to order 
any special parts; mail orders given 
prompt attention. Gris-Car Jewelry 
Co., 62 William St., New York City. 
Telephone WHitehall 4-3371. 





WATCH and jewelry repairing, beads 
restrung; watch case repairing, 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N.W., Can- 
ton, Ohio. 





FIRST class repair shop; able to han- 
dle repairs of all types American or 
Swiss made watches, for stores that 
are interested in obtaining good 
workmanship; done only by expert 
watchmakers; every piece checked 
on Watchmaster; prompt service: 
city and out of town; excellent ref- 
erences available. Arthur Blatt, 19 
W. 44th St., New York 18, N. Y. 


(ees 





OUR shop is equipped to give fast de- 
pendable service on all watch repairs; 
we buff and polish the cases with all 
Cleaning jobs; each watch is timed and 
tested on our Western Electric Time 
Recording Machine before leaving our 
shop; we can give you from three to 
five days’ service; price list sent on 
request; a trial order will convince 
you that you will be well satisfied with 
the quality of our repair work. Per- 
fect Watch Repair Service, 323 W. 
oe St, Room 306, Los Angeles 13, 





EXCEPTIONALLY fine watch repair- 
ing done by this 30 year old firm; 
jewelers find that our complete 


watch repair service means quality, 


efficiency, dependability, good ma- 
terial and good workmanship; all 
watches precision timed on Watch- 
master; there is no substitute for 
good craftsmanship. Harr Watch 
Repairing Co., 545 Fifth Ave., New 
York 17. 





THIRTY years’ experience in fine 
watch repairing; we have a staff of 
thoroughly experienced mechanics 
who assure you of the finest quality 
work; we do all kinds of compli- 
cated watches, repeaters, chrono- 
graphs, vibrate hairsprings, etc.; all 
the watches are timed by the Watch- 
master and guaranteed for a full 
year; prompt deliveries; price list 
on request. Simon Amtman, 9 
Maiden Lane, New York City. 








Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Vir 
—— 45 Park Place, Morristown, 





JEWELRY repairing, diamond setting 
and special order work; fine platinum 
diamond repairs, designs and estimates 
furnished. Ludwig Kirsch, 12 John St., 
New York City. 





FINE jewelry repairing; fully equipped 
to handle any jewelry repairs, watch 
repairs, engraving, setting; fast ser- 
vice: reasonable rates. Milton Gins- 
berg, 92 Canal St., New York Ciy. 





SYNTHETIC stones in 14 colors; we cut 
stones in any shape and size; we do 
special order work; we repair your 
stones. Henry Schwab Lapidary, Inc., 
100 W. 43rd St., New York 18, N. Y. 





JEWELRY repairing and stone setting 
for retail jewelers; fine workmanship; 
very prompt service; mail orders 
solicited. Blanchard Mfg. Jewelers, 434 
16th St., Denver, Colo. 





H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City; ex- 
pert on gold and platinum jewelry; 
mail us your work to be polished; 
prompt service guaranteed. 





BEADS of all kinds restrung by ex- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin’s 





Pearl House, Box 1384, Beaumont, 
Tex. 
DIAMOND setter, veteran, expert on 


platinum and gold, formerly employed 
with high class concern, wishes work ; 
special attention to out-of-town work. 
Maurice Konig, R. 1305, 145 W. 45th 
St., New York. 





EXPANSION bands, Carmen bracelets, 
repaired; minimum charge $1; factory 
method; one to two days’ service; 
crystals fitted; ring sizing. Expansion 
Repairs, P. O. Box 1073, Atlanta, Ga. 





BEADS restrung; all style beads re- 
strung on cord or chain; prompt ser- 
vice; can furnish references. Mrs. 
Helen E. Stump, 202 State St., Shil- 
lington, Pa., just outside Reading. 





DIAMOND and colored stone setter 
wishes work Metropolitan, New York 
trade; A-1 workmanship; references 
furnished; for further information 
address, “E. 5626,” care J C-K. 





JEWELRY and watch repairing; since 
1914 we have repaired watches and 
jewelry for the trade; all repairs fin- 


ished like new. Hasenaeger’ Bros. 
Jewelry Co., 505 Arcade Bidg., St. 
Louis, Mo. 





DIAMOND setter wishes work from 
out of town trade; finest quality 
workmanship; prompt service; ref- 
erences furnished; write today for 
rox list. Address “B., 2361,” care 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 








To Let 


Minimum charge (25 words) $1.50 
Additional werds, 5 cents a word 





JEWELRY department in aggressive 
credit store, available for lease to re- 
sponsible capable credit jewelry man; 
located in St. Louis, Mo. Address “K., 
281,” care J C-K. 








Miscellaneous 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





LEARN WATCH repairing by doing it; 
thorough training under expert instruc- 
tors. For information write Standard 
Watchmakers Institute, 1991 Broad- 
way, New York City. 





WATCHMAKERS:; increase your ability 
through the highly recommended : 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 





ENROLL now for next semester, watch- 
making and engraving; approved for 
veterans under the G.I. Bill of Rights. 
For detailed information write, South- 
ern Watchmaking School, Inc., Ramsey- 
McCormack Bldg., Ensley, Ala. 
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Traveling Demonstration Unit 
Cuts Diamonds in Retail Stores 





A traveling demonstration of diamond 
cutting which retail jewelers may ob- 
tain on a loan basis as a promotion fea- 
ture in their stores, has been set up by 
King Diamond Cutters, makers of the 
86-facet “King-Cut” diamond. 

The exhibit consists of an actual work- 
ing diamond cutting bench at which a 
skilled craftsman cuts and polishes dia- 
monds right in the retail jewelry store— 
a demonstration which has proved a tre- 
mendous builder of store traffic through 
the universal interest on the part of the 
public in the art of diamond cutting. 

In addition to the working bench at 
which actual cutting is done, the demon- 
stration includes a gallery of photo- 
graphs featuring the source of diamonds, 
the various steps in the recovery and 
sorting of the rough, specimens of rough 
diamonds, and examples of polished dia- 
monds in various fancy colors. 

The exhibit has already been shown 
in stores in a number of cities in Penn- 
sylvania and upstate New York, where 
it met with great success, and King 
Diamond Cutters are now arranging 
dates and bookings for further showings. 
Complete information may be had by 
addressing King Diamond Cutters, 130 
West 46th St., New York. 





Arrow to Move to New Plant 


Arrow Mfg. Co., manufacturers of 
watch boxes, men’s and ladies’ jewelry 
boxes and counter displays, will pres- 
ently move its factory from Hoboken 
to West New York, N. J., in order to 
expand production. 

In its new quarters it will occupy a 
complete two-story brick building, con- 
taining some 80,000 square feet of space. 
All manufacturing will be done on the 
main floor, while the lower floor will 
be used for storage. 

Moving will be done gradually during 
the summer months, so that production 
may continue while the move is being 
made. The change over is expected to be 
completed by August. 





Beckerman to Cover the South 


Sam Beckerman has been appointed 
Southern representative for Rothman & 
Schneider, manufacturers of stone rings, 
and Goldstein & Gerson, mounting man- 
ufacturers. Both lines will be sold only 
through wholesalers. 
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New Watch Bracelet for Men 


The L. & B. Jewelry Mfg. Co., of 
Providence, R. I., manufacturers of 
watch bracelets and attachments, has 
recently completed the tools for the 
manufacture of the new “L’Aiglon” ex- 
pansion bracelet for men and is now in 
production of the item. The links are 
newly-styled with scientifically designed 
fittings and non-corrosive stainless steel 
springs. Material is 1/20—12K gold 
filled in yellow or pink gold with stain- 
less steel back. 





Free Window Cards for Retailers 
Supplied by Wholesaler Group 


A series of attractive window display 
cards for the retail jeweler have been 
prepared by American Jewelry Distrib- 
utors, Inc., an organization of eight of 
the country’s leading wholesale jewelry 
houses. 





Pictured above is a typical example 
of one of these cards—the one featuring 
Father’s Day. Similar cards have been 
distributed for Christmas, Valentine’s 
Day, Mother’s Day, graduation, etc., 
and future cards will be supplied for 
various other gift occasions at appro- 
priate times throughout the year. Each 
card measures 714 inches wide by 10%4 
inches high and is printed in full color 
and mounted on heavy cardboard with 
an easel back. 

While the designing and preparation 
of the cards was done by the American 
Jewelry Distributors, Inc., under the di- 
rection of Jerome L. Grant, Executive 
Vice-President, the actual distribution 
to retailers is being made by the eight 
affiliated wholesale companies that consti- 
tute the organization. They are: I. Al- 
berts’ Sons, Inc., Boston; Baldwin-Mil- 
ler Co., Indianapolis; Boszhardt-Possin 
Co., Milwaukee; S. H. Clausin & Co., 
Inc., Minneapolis; Edwards & Co., Kan- 
sas City Mo.; J. Engel & Co., Inc., Bal- 
timore; Gerwe-Brown Co., Cincinnati, 
and E. W. Reynolds Co., Inc., Los An- 
geles. 





Sr 


International Resumes Production 
of "Richelieu" Sterling Pattern 


Revival of “Richelieu,” a popular pre- 
war sterling silverware pattern has beep 
announced by the International Silver 
Co. 

“During the war vears,” said Presj- 
dent E. C. Stevens, “we halted produc- 
tion on all patterns because our plants 
were converted almost entirely to turn- 
ing out instruments of war. 

“In 1945, when we _ reconverted to 
peace-time production of  sterling,_we 
didn’t resume work immediately on the 
‘Richelieu’ pattern, concentrating at first 
on other sterling patterns, and 1847 
Rogers Bros, and Holmes & Edwards 
silverplate. 

“However, the demand for ‘Richeliew’ 
pattern has been so great that we have 
decided to revive it at this time. Deal- 
ers are now taking orders for late 
spring or early summer delivery.” 





Blair Elected Telechron V.P. 


David Blair, Jr.. who was appointed 
general sales manager in charge of Tele- 
chron sales and advertising several 
months ago was elected vice-president of 
marketing at the April meeting of the 
board of directors. As vice-president he 
will retain these same responsibilities in 
addition to the new ones. 

Mr. Blair has been associated with 
Telechron for a number of years in an 
executive capacity and has had a wide 
background of experience in the selling 
end of the Telechron business. Starting 
in the industrial sales division he later 
transferred to the clock sales depart- 
ment, becoming district manager of the 
St. Louis territory and subsequently field 
sales manager, sales manager and gen- 
eral sales manager in that order. 





New Sales Mgr.. for Longines 
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HARRY SUTLIN 


Longines-Wittnauer announces the ap- 
pointment of Harry Sutlin, who has 
been associated with the company since 
1937, as Sales Manager. 

Mr. Sutlin is well known to most of 
the jewelers of the country through his 
previous work as Credit Manager for 
Longines-Wittnauer. During the four 
years of the war, he did an important 
job in the coordination of activities In 
connection with the war work of the 
company. 
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‘It lets us 
give even better 


service ” 
SS 


““We are more than pleased with the 
results we have obtained through the use 
of our new National Cash Registers. 


Now we are getting the control we 
need to protect our profits, and we are also 
getting the information that enables us 
to localize errors and losses that should 
be prevented promptly. By this we mean 
that without the proper system we would 
not know where we were making money 
and where we might be losing. To keep 
our sales at a certain volume is not 
sufficient. For one department may be 
losing much of the profit earned by the 
store as a whole. We know that this 
kind of loss can now be prevented.”’ 


Why not call your local National 
representative, and have him show you 
just how a modern National Cash 
Register System can help in your stores. 
Or write to The National Cash Register 
Company, Dayton 9, Ohio. Offices in 
principal cities. 





CASH REGISTERS * ADDING MACHINES 
ACCOUNTING MACHINES 


aA aes 


This National Cash Register is designed for use in jewelry 
stores. It will enable you to know how your profit- 
building specialty items are selling. It records sales made 
in each of five departments and provides individual cash 
drawers and totals for each of four salespeople. It also 
shows a total of money paid out. In addition, the register 
prints a receipt, or certifies a sales-slip, on every transac- 
tion. Specially designed models for time-payments sales 
are available for stores using this plan. 
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Fetter Interviewed on Radio 


Some interesting facts about the tech- 
nique of regulating watches by the use 
of electrical timing machines were told 
to the public in a radio broadcast on 
Wednesday, May 7, in which Charles 
Fetter, president of American Time 
Products, Inc., was interviewed by Mar- 
garet Arlen on Station WCBS, in her 
daily morning program. 

Explaining in layman’s language the 
basic principle on which the electrical 
time recorder works, Mr. Fetter showed 
how the device in a few minutes can 
show the deviation from accuracy that 
might otherwise require a week or two 
of observation and checking, and how 
its performance enables the watch re- 
pairman to diagnose watch troubles 
correctly. 

He concluded by pointing out some 
of the abuses to which watches are sub- 
jected by their owners and suggested 
some simple precautions to avoid the 
difficulties that result from such abuse. 


Elgin Marine Chronometers 
Now Available to Jewelers 


Elgin marine chronometers are now 
available to the retail jewelry trade, 
both for display purposes and for sale 
to yachtsmen, shipbuilders and others, 
Howard D. Schaeffer, vice president, has 
announced. He added that many jewel- 
ers find an instrument of this nature to 
be of great interest to the consumer 
when shown in the window or on the 
counter. 

During the war, all Elgin Marine 
chronometers went to the U. S. Navy, 
but the company is now able to supply 
them for general use. 


To Direct Wallace Advertising 


L. A. MacKOWN 


L. A. MacKown, who has been sales 
manager of the wholesale division of Wal- 
lace Silversmiths, has been appointed 
director of advertising to succeed Foster 
Perry, who recently resigned. Before 
joining Wallace in 1939, Mr. MacKown 
was for many years a Sales executive of 
Oneida, Ltd., Oneida, N. Y. 


Whitney Joins Superb Case Co. 


Superb Case Mfg. Company of Provi- 
dence announces the signing of Fred 
Whitney of Chicago to be their middle- 
west representative. Mr. Whitney, who 
was with the Hadley Company for a 
great many years, will assume his duties 
on June 2, 1947. 
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New Sarkin Catalogue 


David Sarkin, Inec., manufacturing 
jewelers at 93 Nassau St., New York, 
announce the publication of a new ring 
catalog, which is now being mailed to 
their retail dealers. 

Illustrated in its 36 pages are wed- 
ding rings of all styles, men’s and ladies’ 
stone rings and mountings, fraternal 
rings, baby rings, and a wide variety 
of specialty merchandise. 

However, despite its comprehensive- 
ness the new catalog does not begin 
to include the entire line, states Samuel 
Gorman, Sarkin’s sales manager, and 
recognized retailers are invited to write 
for memo selection of other interesting 
items. Any retailer who has not received 
a copy of the catalog will gladly be sent 
one upon request. 


"Saturation Promotion" by Speidel 
To Make Public Jewelry Conscious 


Consumers in Baltimore and Cincin- 
ati were treated to an unusual sight 
last month as every one of the key jew- 
elers in those cities devoted an entire 
window to a special display of Speidel’s 
“Golden Knight” watchbands. 

The display, as shown in the accom- 
panying photograph, was built around a 
carved figure of a golden knight with 
appropriate velvet background drapes 
and advertising message, and is part of 
a special promotion by Speidel to dis- 
cover the most effective method of build- 
ing jewelry store traffic and volume. 

Speide] calls the arrangement a “sat- 
uration promotion,” since it encompass- 
es practically every medium of adver- 
tising and promotion. And although it 
is built around one product, it is design- 
ed to help the jewelry store’s entire bus- 
iness by stimulating the steady stream 
of traffic needed for volume business. 

Basis of the campaign is a concen- 
trated effort by all the leading jewel- 
ers in a city in conjunction with an all- 
out advertising effort by the manufac- 
turer. Key features of the plan are the 
“Golden Knight” window displays, a 
full-page advertisement in the leading 
newspaper of the city, paid for by the 
manufacturers and listing the names of 
all dealers carrying the “Golden 
Knight,” tie-in newspaper mats and ra- 
dio spot announcements for the retailers. 

According to Speidel, this is the first 
time that all the retail jewelers of any 
city have ever grouped together for the 
simultaneous promotion of one individ- 
ual item—a campaign which is calcu- 
lated to make the residents of a city 
acutely conscious of the jewelers in it. 
Results to date indicate that business 
definitely increased during the promo- 
tion, and it is planned to extend the idea 
to other selected cities. 








Booklet Tells the Carmen" Story 


As originators of the first expansion 
type of bracelet and sole owners of the 
name “Carmen,” as applied to such 
bracelets, Briggs, Bates & Bacon of At. 
tleboro, Mass., have viewed with some 
concern the flood of similar products jp 
good, bad and indifferent qualities which 
have appeared on the market in recent 
years. 

To register with the jeweler the story 
of their origination of the basic design 
and of their continued maintenance of 
high quality throughout the more than 
50 years during which the Carmen has 
been on the market, the company has re- 
cently distributed to retailers an attrac- 
tive booklet bringing out those points, 
featuring the current items in the line, 
and describing the current advertising 
campaign which includes a number of 
versatile newspaper mats which are sup- 
plied to the jeweler. 

Briggs, Bates & Bacon is determined 
that its pioneering efforts and its rigid 
adherence to quality standards shall be 
recognized. 


New Merchandise Manager 
For Luria's Southern Branch 


L. Luria & Son, Inc., New York and 
Miami wholesaler distributors, has an- 
nounced the appointment of Harold 
Gaines as merchandise manager of the 
Southern branch, with offices and show- 
rooms at 400 S.W. 2nd Ave., Miami, 
Fla. 

Previous to his association with L. 
Luria & Son, Inc., Mr. Gaines was con- 
nected with one of the leading credit 
jewelry chains in the United States. 


"Rhythm Blade" Electric Razor 
to Be Nationally Advertised 


A national magazine advertising cam- 
paign for the new Electro-Shav “Rhythm 
Blade” electric safety razor will start in 
June with half pages in two colors. 
The new razor was introduced to retail- 
ers and jobbers nationally in March 
after market tests in a number of key 
cities. It is a product of Electro-Shav 
Division, H. D. Campbell Co., Rochelle, 
Ill. 
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To Head New Haven Clock Sales 


HENRY W. TAVS 


The New Haven Clock and Watch Co. 


has announced the appointment of 
Henry W. Tavs as General Sales Man- 
ager. For the past ten years, Mr. Tavs 
has been associated with the sales de- 
partment of Butler Brothers, interrupted 
only by his service in the U. S. Army. 
New Haven’s sales offices are located at 
10 Rockefeller Plaza, New York. 
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® When you remodel your jewelry 
store—inside and out—with Pitts- 
burgh Glass and Pittco Store Front 
Metal, you attract more customers, 
from a wider area, and increase 
profits. Do as many thousands of 
successful jewelers have done: Mop- 
ERNIZE NOW and reap all the rewards 
that come to a forward-looking 
merchant. 

Consult an architect for a well- 
planned, economical design. Our 
staff will gladly cooperate with you 
and with him. And, if you desire, 
you can arrange for convenient 
terms through the Pittsburgh Time 
Payment Plan. Meanwhile, fill in 
and return the coupon below for 
your FREE copy of our interesting 
booklet containing illustrations, 
facts and figures on many “Pitts- 
burgh” modernization jobs. 
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YOUR PROFITS SOAR ... you build up your 
store traffic, and bring in customers from a larger 
area ... when you modernize your jewelry store 
—inside and out—with Pittsburgh Glass and Pittco 
Store Front Metal. Here’s an example of ‘’Pitts- 
burgh” remodeling in Niagara Falls, New York. 
Architect: Eli W. Goldstein. 


Pittsburgh Plate Glass Company ’ 
2156-7 Grant Building, Pittsburgh 19, Pa. 

Without obligation on my part, please send me a FREE copy of your 
illustrated brochure, ‘“‘How Eye-Appeal—Inside and out—Increases 


‘PITTSBURGH 


STORE FRONTS 
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‘PITTSBURGH’ stench for Zualily Glass and rin 
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New Tie Pin by Swank 





A new tie pin, the “Pin-Klip,” which 
appears to pierce the tie but doesn’t and 
keeps the tie centered at all times, has 
been announced by Swank, Inc., manu- 
facturers of men’s jewelry and acces- 
sories. 

The new tie clip, in three styles, “The 
Sabre,” “The Arrow,” and “The Horse- 
shoe Nail” went on sale May 1 in retail 
stores throughout the country. 





Helpful Ideas for the Retailer 
in New Booklet by Longines 


A broadside that is impressive, not 
only by its size and appearance, but also 
for its constructive and unselfish help 
to the retail jeweler, has been distributed 
by Longines-Wittnauer Watch Co. to 
its retail dealers. 

Effectively refuting the prophets of 
gloom who are spreading the destructive 
dogma that the jewelry business is in- 
evitably headed for a major depression, 
Longines points out that although com- 
petition is unquestionably getting tough- 
er, it is nevertheless a fact that those 
jewelers who are offering honest mer- 
chandise, properly priced and are alert 
and enterprising in their methods are 
still going ahead and actually increasing 
business. 

To aid others in obtaining similar re- 
Sults, the broadside goes on to suggest 
specific ways and means by which the 
jeweler can stimulate his own business, 
and is particularly noteworthy as a 
mailing piece put out by an individual 
company through the fact it features the 
whole line of jewelry merchandise across 
the board, with the product of the Lon- 
gines-Wittnauer Co. only passingly men- 
tioned. 

It is, in short, a helpful and unselfish 
contribution to the welfare of Longines’ 
customers, and the company is to be 
commended for its contribution to sound 
thinking and action for the general wel- 
fare of the trade. 





Acme Ring Shows New Fall Line 


Wholesale distributors are now show- 
ing the new Fall line of men’s and ladies’ 
stone-set and signet top 10 and 14 karat 
gold rings of the Acme Ring Mfg. Co., 
Inc., of Newark, N. J. Included are 
many new and _ distinctive designs, 
“styled with imagination” to stimulate 
retailer jewelers’ ring business to peak 
activity. Acme rings are sold exclusive- 
ly through wholesale distributors. 
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Oneida Adds Heirloom Sterling 
and !881 Rogers to Fair Trade 


Both the Heirloom Sterling and the 
1881 (R) Rogers (R) Silverplate lines 
manufactured by Oneida, Ltd., Oneida, 
N. Y., have been registered under Fair 
Trade Laws in ail states where such 
laws exist. This action has been taken, 
the company states, to guarantee equi- 
table profits to retailers, and a uni- 
formly fair price to retail purchasers. 

Oneida’s Community brand of plated 
ware has already been under Fair Trade 
contracts for several years, having been 


one of the first lines of jewelers’ mer-— 


chandise to give the retailer this protec- 
tion. 





Jewelry for Little Girls 
Featured in S. Korff Line 


S. Korff & Son, Philadelphia, manu- 
facturers of novelty jewelry, have in- 
troduced a line of jewelry for little 
girls, which includes miniature sterling 
silver chatelaines, pins and 10 kt. gold 
necklaces. 


Animal designs such as bunnies, bear 
cubs, and elephants are featured in ster- 
ling silver pins, some in chatelaine fash- 
ion, while others dangle a small sterling 
silver name plate. The gold link neck- 
laces are charmingly feminine. 





Simmons Enlarges Plant 





The R. F. Simmons Co., Attleboro, 
Mass., has recently opened a new and 
extensive addition to their manufactur- 
ing plant. Modern in every respect, 
this new section houses an enlarged de- 
signing and sample making department, 
a new carpenter shop, and additional 
storage space. Also, a large portion of 
the new building is devoted to up-to- 
date service quarters for employees, to 
cluding locker rooms, showers, recrea- 
tion and rest rooms. 

With this expansion, Simmons has been 
able to streamline their plant and to 
add considerably to their manufacturing 
facilities. 





New Self-Adhesive Label by Maco 


The J. L. May Co., 111 West 19th St., 
New York, manufacturers of “Maco” 
tags, labels, and tickets, is now offering 
a new, self-adhesive label, known as the 
“Maco Contact” label, which requires no 
moistening. 

The new labels are available in 10 
stock sizes and shapes, are die-cut and 
mounted on glassine sheets, and packed 
1,000 labels to the box. They can be 
marked by pen or pencil, rubber stamp, 
or typewriter. 

The labels are said to adhere instant- 
ly to almost any clean, dry, smooth sur- 
faces, and to be removable without mar- 
ring surfaces, and not affected by hu- 
midity or temperature. 

















National Advertising Campaign 
Features ‘Cross Century" Pencils 


The A. T. Cross Pencil Co., Proyj- 
dence, R. I., has announced a new na- 
tional advertising and merchandisin 
campaign on its “Cross Century” gift 
pencil, 

Copy stresses the fine balance of the 
“Cross Century,” describes and _ illus- 
trates the trim lines of the pencil, and 
points up its “executive look.” The pen- 
cil will be shown life size in all ads. 

Package inserts, newspaper mats, 
counter and window displays, counter 
cards, etc., will supplement the national 
advertising and the entire program will 
be featured in a strong campaign in 
the trade press. The “Cross Century” 
is made in 1/10 12 kt. gold filled stock, 
and is guaranteed with respect to all 
working parts. A factory repair service 
is available to all retailers. 





Flex-Let Expands Schedule 


Contracts for large space advertising 
in a list of major consumer publications 
and including both national magazines 
and the Sunday Supplement Sections of 
24 big city newspapers, have recently 
been released by the makers of “Flex- 
Let” expansion products. 

An enlarged trade campaign is also 
announced with color ads in the leading 
trade magazines. A comprehensive series 
of newspaper mats plus handsome coun- 
ter and window display cards is also be- 
ing readied for free distribution to all 
Flex-Let jewelers. 





New Jewelry Box Catalog 


P. Puchkoff & Sons, Ine, 220 
Kosciusko St., Brooklyn, N. Y., Packag- 
ing Specialists, has prepared a new 
illustrated catalog on the firm’s covered 
and transparent costume jewelry boxes, 
including both stock models for imme- 
diate delivery and custom made. Copy 
of the catalog can be obtained by writ- 
ing directly to the company. 





Rensie President on Buying Trip; 


Announces Extensive Ad Plans 


Max E. Taussig, President of the Ren- 
sie Watch Company, is leaving for 
Switzerland to make arrangements for 
a more extensive Fall line and to fol- 
low through on the company’s plans for 
several innovations in Rensie’s new line 
for 1948. 

Mr. Taussig also announced that the 
company is scheduling an extensive ad- 
vertising campaign for the coming sea- 
son, to include national magazines and 
newspapers, as heretofore, as well as 
radio. 

The Rensie Watch Company sponsors 
the “Rensie Radio Auction Show” on 4 
nationwide radio network, as well as 
“Flight With Music,” a musical variety 
show on stations from Coast-to-Coast. 





Joins Carl D. Lindstrom 


Andrew K. Jobe, grandson of the late 
George T. Brodnax, founder of the 
Brodnax Jewelry Co., Memphis, Tenn., 
is now representing Carl D. Lindstrom, 
Los Angeles. Mr. Jobe was formerly 
with the Brodnax Co., where he was 
especially active in the diamond depart- 
ment. Mr. Lindstrom’s headquarters will 
be in Memphis, Tenn. 
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| Metals of Guaranteed Purity 


GOLD * SILVER * PLATINUM * PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 

















We solicit yout SF, weeps .. 


Filings—Scrap Gold and 
Platinum—Metals 


Your Old Gold Shiyaments 
WILL RECEIVE 


Special fitten tion 
Kastenhuber & Lehrfeld, Ine. 


21 West 46th Street Tel. BRyant 9-1060 New York 19, N. Y. 
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Order from your material 
jobber—or write 
for catalog. 


Complete selections of 
Regular Glass and Rock 





Crystals for all watch 
makes. Refills or Cabinet 
Assortments. 






FULTON 
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New Crosby "Lace O' Love" Package 


The “Crosby” line of rings and jewel- 
ry product of A. Cohen & Sons Corp., 
New York, is now being packaged in a 
handsome new heart-shaped box executed 
in plastic and trimmed with lace. It is 
aptly named “Lace O’Love.” 





Padded in American Beauty and 
champagne, the “Lace O’ Love” box 
comes in two sizes—a single heart for 
bracelets, lockets, and small items, while 
the larger size, the double-heart, holds 
necklaces, chokers, compact sets and 
pearls. 

Simultaneously with the introduction 
of the new packaging, A. Cohen & Sons 
Corp. has brought out a new line of at- 
tractive Crosby merchandise which is 
now being introduced to their retailers 
by the firm’s salesmen and through the 
medium of a 3-color broadside which is 
in the mails. 

Newspaper advertising mats featuring 
the new package and the new line are 
offered free to all retailers handling 
Crosby merchandise. 





Hall Joins Gorham 


Don S. Hall has joined The Gorham 
Company, Providence, R. I., as Asst. Di- 
rector of Advertising and Sales Pro- 
motion, it is announced by B. M. Get- 
man, Vice President in Charge of Sales. 

Prior to two years’ service with the 
Army, Mr. Hall had been for eight 
years in the advertising department of 
the Gruen Watch Company. 


New Sales Reps. for M. W. Carr 


M. W. Carr & Co., West Somerville, 
Mass., manufacturers of metal photo 
frames and gifts in metal, announce the 
appointment of two new representatives. 
They are Anna May and John J. May, 
Jr., who will handle “Carr Craft” mer- 
chandise in southern New Jersey, Penn- 
sylvania, Delaware, Maryland, and the 
city of Washington. Mr. and Mrs. May 
will have their office in Philadelphia. 





Hadley Appoints Martin 
As Mid-West Representative 


As of April 1, William Martin was 
appointed middle-western representative 
for The Hadley Co., in charge of the 
Chicago office at 35 East Wacker Drive. 

Prior to coming to The Hadley Co., 
Mr. Martin was associated with the Key- 
stone Watch Case Division of the River- 
side Metal Co., having charge of their 
Chicago office for 12 years. Before that 
time he was associated with the Gilbert 
Clock Co., and the Waltham Watch Co. 





3596 





Big Schedule of Ads in Color 
Highlights '47 Hamilton Campaign 


The Hamilton Watch Co. is again step- 
ping up its consumer advertising cam- 
paign in 1947. Fourteen of the country’s 
topnotch magazines will be used, with 
every advertisement in full page space 
and most of them in full color. 

The campaign is designed, as Hamil- 
ton points out, net merely to cover the 
maximum number of readers but the 
maximum of people, in those groups who 
are the logical prospects for a Hamil- 
ton watch, and the quality theme is 
stressed throughout. 

Aiding dealers to tie-in with the 
national program, Hamilton is furnish- 
ing retailers with a complete merchan- 
dising service including news mats, dis- 
plays, car cards, catalogs and other 
literature. 
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Enlarged Advertising Campaign 
to Promote Gerity Carving Aid 





A new campaign on advertising in na- 
tional magazines reaching the upper-in- 
come group of gift buyers, has been 
launched to promote the “Gerity Carv- 
ing Aid,” a popular giftware item man- 
ufactured by the Gerity-Michigan Die 
Casting Co., Adrian, Mich. 

The Gerity Carving Aid is a replica in 
modern silverplate of an old English 
joint fork, whose long sturdy tines en- 
able the carver to hold the most elusive 
subject securely. Size overall is 9%4 
inches. 
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Saunders Lowers Prices 


Downward revision of prices of melt- 
ing furnaces and burnout ovens has been 
announced by Alexander Saunders & 
Co., manufacturer, of New York. Effec- 
tive immediately, the company reports 
reductions ranging up to 16 2/3 per cent 
in the price of gas fired crucible melting 
furnaces used by manufacturing jewel- 
ers. A reduction of five per cent has also 
been made in the price of the Saunders 
3W burn-out oven, which is used in the 
precision investment casting process for 
wax elimination, and may be used for 
tool hardening and other open-flame an- 
nealing work. 

In addition to these price reductions, 
cash discount terms have also been 
liberalized to meet changed conditions. 





George Dolin, 707 South Broadway, 
Los Angeles, has been appointed Pacific 
Coast representative for the Admiral 
and Lady Admiral lines of men’s and 
ladies’ watch bracelets by M.F.G, Watch 
Band Co., Inc., New York. 








Kreisler Aids Retailers 
With New Spring Ad Mat Book 


As part of its current advertising ang 
promotion campaign, Jacques Kreisler 
Mfg. Corp. has distributed a new book 
showing proofs of the company’s new 
ad mats and the various other promo- 
tional aids for retailers. 

Another feature of the book is a page 
of selling tips for the sales people be- 
hind jewelry counters. A series of copy 
ideas, radio spot announcement sugges- 
tions and a schedule of the Kreisler 
national advertising round out the con- 
tents of the book and make it a com- 
pendium of facts and ideas to aid the 
retailer in his sales efforts. 





Gemex Enlarges Plant 


Gemex Company is increasing its fac- 
tory space by almost one-third with a 
new 13,000 square-foot addition to its 
factory at Union, N. J., the original 
plant, completed in 1941, having grown 
too small for the company’s needs. 

This annex which is a modern, one- 
story brick structure, incorporates some 
of the newest ideas in factory construc- 
tion, including an almost complete ex- 
panse of windows, fluorescent lighting 
throughout, well arranged production 
lines, and wide aisles with every worker 
seated in a modern posture chair. 





New Presentation Case 
For Parker Watches 





Completely modern in appearance, yet 
thoroughly functional in use is the new 
presentation box introduced last month 
by the Parker Watch Co. The box em- 
ploys a new type of hinge that allows 
the lid to extend well backward to pro- 
vide effective display, and a new type 
of watch pad insert holds any type of 
wrist watch on any type of band without 
special adjustment, thereby simplifying 
the dealer’s display problems. 

The display pad is burgundy velvet 
with the rest of the box lined in cream 
colored satin. The box itself is made of 
an ivory hued plastic, and is so designed 
that the customer may use it as a ciga- 
rette box or as a stud case by remov- 
ing the display pad. 

All future shipments will be made in 
the new presentation case. 





L. Jenkins Joins Church & Co. 


Lloyd Jenkins, well known to the 
trade in the East, has recently joined 
the sales organization of Church & Co, 
Manufacturing Jewelers, Newark, New 
Jersey, and will represent them in the 
Middle Atlantic States, including New 
York City, Philadelphia, Baltimore and 
Washington. 
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Will Direct Towle Marketing 


HOWARD O. WOODS 


Howard O. Woods has been appointed 
Director of Marketing of the Towle Mfg. 
Co., the company announces. Mr. Woods 
will be responsible for all marketing ac- 
tivities, including advertising, merchan- 
dising and selling. He has been active 
in marketing for 20 years, the last four 
years as a marketing consultant prior to 
which he was engaged in sales manage- 
ment. 

John S. O’Connell will continue as 
Vice-President in charge of sales, and 
will assist Mr. Woods with the field sales 
force and customer relations. Robert S. 
Adams continues as Advertising Man- 
ager. 


New Ad-Mats for ''Komfit" Bands 


The Forstner Chain Corp., Irvington, 
N. J., has issued a portfolio of news- 
paper mats for use by retailers on 
“Komfit” watch bands, to aid the jeweler 
in tying up his own stores with Forst- 
ner’s national advertising. 

Advertisements are provided in a 
number of different sizes and treatments 
to fit varying requirements. ‘“Komfit” 
bands are now available in all stainless 
steel, as well as 1/10 14K gold filled 
and 10K and 14K gold. 








Window Banner for Faber Pens 





Eberhard Faber Pencil Co., prominent 
manufacturers of quality ball-point pens, 
is distributing to its retailers a window 
banner featuring their retractable ball- 
point model in “Inconel” metal which is 
pictured above. The pen is priced at re- 
tail at $12.50, and because it is not made 
of precious metal, is exempt from the 
excise tax. 





Metalfield Opens New Office 
To Handle Own Distribution 


The New York showrooms and offices 
of Metalfield, Inc., manufacturers of 
lighters, cigarette cases, and vanities, 
were moved on May 15 to 17 West 34th 
St. (Phone PE 6-2882). 

The line was formerly distributed 
through a sales agency, but hereafter, 
sales will be handled direct by Metal- 
field’s own organization in order to work 
more closely with representatives and 
customers, and to be in a better posi- 
tion to give prompt and efficient service. 
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New Low Priced Ladies’ Watch 
Added to Aisenstein Line 


Returning from a three week purchas- 
ing trip to Switzerland, Stanley Moser, 
Vice President and General Manager of 
Louis Aisenstein & Bros., Inc., announces 
that arrangements have been made for 
his firm to distribute a new ladies’ watch 
to retail at $12.95. 

The watch, whose name has not yet 
been announced, will be nationally ad- 
vertised. It will have a Swiss movement 
but cased in the United States. Further 
details will be announced in the near 
future. 

Mr. Moser was accompanied on his 
trip by Irving Rosenbloem, also a Vice 
President of Louis Aisenstein & Bros., 
and on his return by Ernst Meyer, Man- 
aging Director of Meyer & Studeli, man- 
ufacturers of Roamer and Medana 
watches. Of news interest is the fact 
that Meyer & Studeli have developed a 
new, thinner 6 x 8 which will soon be in- 
troduced. Also with them was Eric 
Scheurer, who will be the factory repre- 
sentative in America for Roamer and 
Medana watches, which are distributed 
by Louis Aisenstein & Bro., Inc. Mr. 
Scheurer will make his offices in the Ho- 
tel McAlpin. 





Alvin-Lloyd to Sell "Nu-Lok" 


Freeman-Daughaday, Providence, R. I. 
manufacturers of “Nu-Lok” jewelry for 
men, have named Alvin Lloyd & Co., 
Inc., as their distributors for New York 
City, Brooklyn, Long Island, northern 
New Jersey and eastern New York 
State. 

Office and showrooms have been 
opened at 347 Fifth Ave. New York 
and representatives have started out on 
their territories with the complete “Nu- 
Lok” line, which includes items in Gre- 
cian, intaglio, initialed and western 
motifs as well as a complete assortment 
of gold filled items and novelty leather 
goods. 





"Topflight" Tape Now Advertised 
in One Hundred Publications 


A national campaign of small space 
advertising on Topflight Tape begun in 
January of this year in 50 trade jour- 
nals, newspapers and magazines has now 
been increased to include a total of 100 
publications. 

The company has termed the results 
of the campaign “most gratifying,” and 
feels that it has revealed much pertinent 
information, which will aid materially in 
formulating future plans for their tape. 





Metal Laps Again Available 


Alka Precision Tool & Exp. Wks., 
22-44 112th St., College Point, N. Y., 
specialists in lapping machinery, hold- 
ing devices and laps for watches, rings 
and other precious metal parts, have re- 
introduced their line of metal laps whose 
production was suspended during the 
war. 

These metal laps are stated to rough 
and finish precious metals to a mirror 
finish and sharpness of line unobtainable 
with wood laps. Alka will make laps 
to any measurement from %-inch to 24 
inches to be fitted to any lathe, buffing 
head of other machinery. The laps will 
be priced according to size and starting 
at $7.50. 








Kassin Back With Kingston 


Edmund J. Kassin, recently dis- 
charged from the Armed Forces, has re- 
joined the sales and publicity staff of 
the Kingston Watch Company, in New 
York City. 

Mr. Kassin was stationed in Germany 
as a special agent of the U. S. Counter 
Intelligence Corps. 


General Mills Names MacDonough 


Manager of Appliance Sales 


William A. MacDonough, assistant 
sales manager for General Mills’ Home 
Appliance Department, has been pro- 
moted to sales manager. 

Mr. MacDonough, who joined General 
Mills in 1945, has been responsible for 
inaugurating sales and marketing pro- 
grams for his company’s Tru-Heat Iron 
during the opening of sales districts 
from coast to coast. He is now direct- 
ing introduction of the “second fine” ap- 
pliance, the PressureQuick saucepan, 
which was unveiled on April 27 at the 
Philadelphia Housewares Show. 








Harvel Enlarges Ad Campaign 





The Harvil "Date-O-Graph”" tells the date 
as well as the time. 


The Harvel Watch Co. begins a new 
and enlarged campaign of national ad- 
vertising to start in the June issues of 
five of the largest general magazines and 
will extend it after Labor Day to include 
four others. Copy will be aimed at 
directing attention to the Harvel’s fea- 
ture 17-jewel watch, “The Date-O- 
Graph,” which tells the month, date, day, 
hour, minute, and second. It is cased 
in stainless steel and incorporates the 
famous “Multi-Guard” features—ani- 
magnetic; moisture, shock, dust-resistant. 
It retails for $55.00, federal tax included. 

Combined with the 1947-1948 national 
magazine schedule will be consistent 
trade paper coverage and promotional as- 
sistance to MHarvel dealers through 
mats, displays and other merchandising 
aids. 


-—-----s 


Two Promotions by Natl. Silver 

Van T. Pender who has been Sales 
Promotion Manager of the Los Angeles 
branch of National Silver Co., has been 
promoted to Sales Manager of that 
branch. William W. Stein who recently 
rejoined the company after service with 
the Armed forces, has been appointed to 
Mr. Pender’s former post. 
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LOWER PRICES? 


THERE’s BEEN a lot of propaganda lately to the effect 
that prices must be reduced—but precious little as to 
how or where it can be done—and little or no attempt 
to distinguish between prices that have been unduly 
inflated and those that have not. 

The idea of lower prices, of course, has an enormous 
popular appeal. It’s one of those things that everyone is 
tor—like lower taxes or American womanhood, and if 
all prices could be lowered tomorrow, it would no doubt 
meet with universal acclaim. 

Unfortunately, it isn’t quite that simple. Many articles 
carry such a narrow margin of net profit that any 
substantial reduction in their price would mean operat- 
ing at a net loss, and no one can keep on doing that 
indefinitely. 

On the other hand, there are unquestionably some 
things where there is plenty of room for substantial 
reductions. For example, within the past month, we 
have encountered two instances of outrageous profit 
margins that cannot be justified on any grounds. In 
one case, a manufacturer who puts out a line of earrings 
that he sells to the wholesaler at $36 a dozen had a pair 
of these earrings returned to him by a retailer to be 
fitted with longer posts. The retailer had left his price 
tag attached to the earrings and the figure it showed 
was $12 for a single pair—four times the manufacturer’s 
selling price. 

In the other instance, a cameo set which the manu- 
facturer sells to the wholesaler for $8.56 each, was re- 
turned with the retailer’s price tag of $54—approxi- 
mately six times the manufacturer’s price. 

It is this kind of scandalous over-pricing that has 
created much of the present impression that all prices 
are too high. The merchant is entitled to an adequate 
mark-up that will cover his cost of doing business and 
yield him a reasonable profit, but there is no excuse 
for highway robbery. 

IT MAKES SENSE 


THE CURRENT EFFORT to obtain some measure of 
relief from the jewelry excise tax by trying to obtain 
an exemption on items selling for $25 or less (page 299 
of this issue), impresses us as sound tactics. 

Certainly, a convincing argument can be made that 
low-priced goods should not be classed as luxuries, and 
even the present tax law recognizes at least in part the 
principle that non-luxuries are entitled to special con- 
sideration. Silverplated flatware, for example, is al- 
ready exempted from the tax, and watches selling for 
less than $65 and alarm clocks priced under $5 are taxed 
at only 10 per cent instead of the standard 20 per cent. 

Both reason and precedent, therefore, are on the side 
of the argument for the exemption of low-priced goods. 
Furthermore, the history of previous jewelry taxes 
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shows that their final abolition has been brought about 
each time by starting with various exemptions which 
have been gradually enlarged until finally the entire 
tax was abolished. In any problem the “little-by-little” 
process is often more effective than an attempt to settle 
the whole thing at once. 

Moreover, while an exemption would not, of course, 
lift the entire burden, it would decidedly lighten it 
substantially. Sales in units of $25 or less account for 
a large percentage of the sales of a great many stores 
and to have a substantial part of one’s business freed 
from tax would at least be a long step in the right 
direction. 


BY WHAT YARDSTICK? 


SoME oF our self-appointed prophets have been in- 
dulging in a lot of loose talk and predictions in recent 
months about a recession or a depression, or whatever 
you choose to call it, in the jewelry business. 

So far, however, there has been very little evidence 
of its becoming a reality. True, there are some firms, 
here and there, particularly among suppliers, who have 
found the going rather tough since the first of the year, 
because of the fact that retailers, in an effort to reduce 
their inventories, have not been re-buying goods as 
rapidly as they’ve been selling. But this is only a tem- 
porary adjustment situation. Once stocks are reduced 
to the point where they are in balance with current sales, 
buying by the retailer must necessarily be resumed at 
normal levels. 

The only real yardstick by which to measure the 
status of the jewelry business is the volume of retail 
sales; and both the figures of jewelry tax collections 
and the Department of Commerce surveys based upon 
reports on more than a thousand retail stores all over the 
country, show that jewelry sales at retail are running 
at only 10 per cent below last year’s record-breaking 
figure. 

When it is considered that last year’s retail sales 
were at the highest level in history—nearly four times 
the pre-war figure—it seems to us that the trade has 
very little to complain about. Volume is still at least 
és high as it was in 1945 and we cannot remember hav- 
ing heard any complaints about the amount of business 
that was being done then. Why should it be considered 
today as cause for gloom or predictions of disaster? 

The would-be prophets who are trying to talk jewel- 
ers into a depression psychology are doing a distinct 
dis-service to the industry which they pretend to serve. 
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WILLIAM B. OGUSH, INC. 


CREATORS OF FINE JEWELRY AND WATCHES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W() NEW YORK 23, N. Y 
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THE MARK OF DISTINCTIVE 
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WATCH CASES for fine watches 


tue Yadsworth waren CASE CO., INC., DAYTON, KENTUCKY 
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A Pertect Set-Up for Sales... 


Here are twenty-four of the choicest waldemars ever developed by 

Simmons. ..mounted in all their glory on a rich, distinctive display. 

Showing Simmons Quality Gold-Filled chains the way they really 

should be shown, this new “‘Double Dozen”’ set-up is sure-fire when it comes to stimulating 
sales. It’s practical, too. Chains are easily removable and replaceable. And the complete 
set-up ... including pad for showing individual chains . . . is compact, neat, yet striking. 
Your wholesaler has them now. Order yours today. 


R. F. SIMMONS COMPANY, ATTLEBORO, MASS. 


SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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LIEE first true basketweave man 


———— 


One glance tells you quickly that BRETTON 


“Bretweave” is the real thing in basketweave 


watch bands for men - - - 
distinctly masculine. Of 


superlative in 


artistic design; 


matchless quality, it is another glowing example 


of traditional BRETTON master jewelry crafts- 
hand-woven ye | 

ante : /} (1) with EXPANSION CENTER 
ndows any watch that wears it tf) 
with rare : ndividuality- In white, pink or : i @) witH BRETTON'S FAMOUS 
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exclusive Supermatic safety 


manship. Because it looks 
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BOOTHS 119-120 catch, $10.50. Wherever fine jewelry is 
NAC Co sold. Bruner-Ritter, Inc., 630 Fifth Ave-, 
nvention New York 90, N. Y- and Montreal, Canada. 


Hotel Stevens 


There's nothing to squeeze, 


G FINE WATCH BANDS pinch or pull—or tear 
on the Supermatic catch. To ope”: simply slide it 
cated by arrow, and lift uP- 


your fingernsils— 
in direction indi- 
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When closed. Supermatic stays closed. 
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ASK YOUR WHOLESALER FOR A SELECTION 


BRISTOL seEamLess RING COMPANY 


NEW YORK ¢ CHICAGO e SAN FRANCISCO 
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CHICAGO | ‘ih NASSAU STREET 
SAN FRANCISCO NEW YORK 7,_N. Y. 
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» ies of the world’s finest 
watches are encased in styles 
by Lemieux...A name 
synonymous with incomparable 


design and craftsmanship. 
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INTERMEYER, ROBBINS and COMPANY « 136 West 52nd Street, New York 19, 
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RINGLEADERS SINCE 1865 
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here’s a better way 


to the top! 























JACQUES KREISLER MANUFACTURING CORPORATION 
9015 Bergenline Ave., North Bergen, N. J. * Showroom at 630 Fifth Ave., New York * In Canada at 259 Yonge St., Toronto, Ont. 
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Not much sense climbing, when there’s an elevator ready 
to whisk you to the top! 

















You have this same choice with lines of merchandise. And | 


when you choose Kreisler, you ride with POWER! | 


Kreisler supplies motive power that moves merchandise, i] 


because with Kreisler, you always get: 
greater lift. from Kreisler’s national advertising, biggest in the field. 


inereased store trattie. from Kreisler’s every-angle promotional program. 





continuous service. from Kreisler’s ‘own experienced sales engineers. 


No watch band manufacturer dow: thorough a job for its 





retailers. That's why*Kreisler'has the passengers. That's why we say 
SLER FOR VALUE, BEYOND PRICE. 


LOOK TO KREI 
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bi SALES TIP FOR JUNE 

bos Creators of Fine Jewelry and. Watch Bands for Men and Women 
: | Are you using the Want to see the Kreisler salesman? A postcard will bring his 





Kreisler Stylector to 
increase watch band 
sales? Hundreds of 
jewelers are finding 
that this unique new 
Silent salesman dis-— 
play helps customers 
sell themselves a 

“$ jewelry watch band. 


personal service. 
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Goddess of light and beauty .. . inspiration 


for a new line of exquisite Gold-filled 


and Sterling Jewelry by Iskin. 


Specially featured is the popular 
cuff bracelet... with the unusual and 
dramatic addition of a modern filigree 


design, set with sparkling stones. 


ucinabrcakons ’ are ii 


available in ensembles of necklaces, pins, 
chatelaines and earrings . . . offering you 
the utmost in distinctive jewelry at moderate cost. 


Look for Feeuae at your wholesaler! 


THE ISKIN MANUFACTURING COMPANY, INC. 
EST. 1913 


12TH & CHERRY STREETS, PHILADELPHIA 
NEW YORK “ CHICAGO + LOS ANGELES 
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REG. TRADE MARK 
@ 


DIAMOND RINGS OF 
MASTERPIECE QUALITY 


Set No, 8002... Exquisitely: 
matched set featuring 25 fine 
diamonds available in {4 Kt. 
yellow or white gold... Mats 
for local ads sent on request. 


AN IDEAL MATING of quality and value has 
brought Lovebright Diamond Rings to a high 
level of nationwide demand -.. The fiery 
brilliance, fine cutting and splendid color of 
each Lovebright diamond are carefully 
tested before setting; the mountings are 
exclusively designed by noted stylists . . . 
And finally the rings are brought to the 
consumer at prices that make them 
irresistible values . . . See the new 
Lovebright Rings for Fall, in 14 Kt Gold 
or Platinum .. . in Sets or Solitaires. 


A. EDWARD FISHER & CO., INC. 


Importers of Diamonds ... Over 35 Years of Service to the Trade 


580 Fifth Ave. < = ~) New York 19 
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JOSEPH H. JACOBSON & SONS, INC. 


HALF A CENTURY OF INTEGRITY + SINCERITY + TRUST 
62 WEST 47th STREET, NEW YORK 17, N.Y. 
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trade mark, are “your guide. t 


finest in watch bands. 
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JB is nationally advertised in the 


country’s most powerful magazines. 











. * . ‘ ~ a 


Pee 


nd 2 








FOR JUNE, 1947 


a" 
© 








| 
| 
| 


44s ke pen eemnenne ths Vetta heh tenn n Ennai SOektbtt ehh bbhs wtenheSeseeenwnred stb bitivwed £6 bbbiiwnis « shuwkinsesebhtenn " 
a eer ee 


An unexcelled selection of dia- 

mond-adorned jewelry of high 
AT YOUR COMMAND style and exquisite craftsman- emerald cut dia- 
. one of America’s ship is always available for monds... bracelets, 
great collections of your selection at cover: watches and 


round, square and “THE HOUSE OF DIAMONDS” diantond jewelry. 
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FABRIKANT BROS. inc 


DIAMONDS and DIAMOND ADORNED ee WEtLR Y 
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66 BOWERY at Cana! ¢« NEW YORK 13, N. 


CAnol:6*5353 + 5354*3335 
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Through two decades Stern stylists have pioneered in the development of fine time- 
pieces of extraordinary performance and unusual distinction . . . Today this organization 
continues its tradition of design-leadership with a new series of ‘‘Style-First’’ watches. 
The rectangular water-resistant mode! shown above is typical of this series . . . So 
sleek, so wafer-thin, so smart as to rival the most distinguished watch of ordinary 
construction, yet this elegant timepiece is water-resistant, shock-resistant and dust- 
tight. And for all its rare qualities it still is retailable at moderate prices... . .. . 


EDWARD L. STERN & CO. 





Look to Stern for Fashion-Firsts in Watches Heritage and Defender Watches 








610 FIFTH AVENUE ° NEW YORK 20 
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THE ROUND DIAMOND 


Women delight in the brilliance, the beauty and the appear- 
ance of extra size of the round diamonds in Stone & Company 


rings. 
Perfection of cut and the consummate artistry applied to their 


production endow Stone diamonds with a rare quality that 
is truly magnificent. And Stone values, traditionally, are in- 


comparable. 


Diamond Set Rings of Every Description 


from $15 to $2500 
Fast Turnover Guaranteed 


All our lines are produced by expert craftsmen in 14 and 18 Kt. 
yellow and white gold as well as 10% iridium-platinum. 


Samples on request to established jewelers. 


State price range and styles. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














DISTINCTIVE 


WEVS JEWELRY 





















































ARETE hag e Si2% 


; 
z 








AN .A 4 
| 
| 

































: . Dis tributed by selected wholesalers 
N CORPORATION, IRVINGTON 11, NEW JERSEY, U.S. A. 
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How does SWANK jewelry acquire its’ distinctive designs? The intricate 
patterns conceived he our styliets ore burnished clearly and sharply into the metal 
by a diamond. The machines shown below do the trick. You'll find their like, nowhere but at SWANK. 
It takes skill and lorig training te operate such machinery—and you'll find plenty of that at SWANK, 
foo. Over 25% of our crew have been with us for iii than a decade. 


Style leadership, experienced craftsmanship, up-to-the-minute techniques —it’s a winning 


combination. It has won first place in masculine esteem for SWANK jewelry and accessories. 


A section of the Engine-turning 
Department 
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Engine-turning machine — ae a a | | 
~ burnishes intricate designs in metal . 
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TANK — ene. 0. S. Pat. Off., Swank, Inc., Attleboro, Mass. 
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J ewelers who have been searching high and low 


for rings styled in the old-world manner of a 
bygone era, will welcome our Victoria Regina and 
similar other diamond cluster rings. Exquisitely 
styled, superbly made—these classic rings feature radi- 
ant diamonds enhanced by black enamel motifs. Created 
to sell reasonably and profitably ... Victoria Regina rings 


offer unusual sales opportunities for alert jewelers. 


BROTHERS. Inc 
38 WEST 48TH STREET 
NEW YORK 19.WN Y 


San Francisco office 1355 Market Street 


MAKERS OF FINE RINGS SINCE. 287a 
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In fashion, Elgin American compacts 

















excel with exquisite designs and finish. In service, 
Elgin Americans prove they’re made right 

to stay right. Clasps are tight, yet easy to open. 
Powder doors and sifters are leak-proof. 
Featuring Elgin Americans means "clicking" 


with sales that repeat and multiply. 


; Afmcutan 
ELGIN, ILLINOIS 


Empire State Building, NEW YORK 
Pittsfield Building, CHICAGO 
88 W. Regional St., TORONTO 





COMPACTS 
CIGARETTE CASES 
DRESSER SETS 


T. M. REG. U.S. PAT. OFF. 
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RS BROS. america's FINEST SILVERPLATE 





©Aproud hestes in 1847 = A proud hostes in 147 


100 YEARS OF QUALITY AND BEAUTY 


Best wishes to the makers of 1847 Rogers Bros. as they begin 


their second century of producing America’s Finest Silverplate. 





We have been distributing 1847 Rogers Bros. for 32 years. 
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RICHARD POLUMBAUM COMPANY, IN 
630 Fifth Avenue, New York 20, N. 
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TRADE MARKS 





Confidently tell customers that 


WATCH CASES 


are the Ultimate in 


Kefined Elegance. 


mA Ke oh OPV STAG ETS for Fine Watch Cases! 


Executive Offices and Factory; LUDIN GTO N, MICH IGAN 
Sales Offices: 630 Fifth Avenue, New York 20 220 W. Fifth Street, Los Angeles 
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: ... the sweetest jewelry ever designed 








for children! 











nneentt thei 
whats in this 
: new \paidd pachage! 


Your Speidel Distributor will have this new 





Speidel feature soon. Be sure to ask about it. 





SPETBEL CORPORATION « 70 SHIP STREET ¢ PROVIDENCE, 
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OUALITY  LEWERLR Y 
Mace 13006 
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IN MATCHED SETS 


Various designs $7 to $15 





A tasteful expression of pride in fine 


grooming... monogrammed for distinc- 
tion. Rich and enduring...with a 14 Karat 
rolled gold overlay. The perfect gift, 





FOR LADIES: Flexible Bracelets © Sangle Bracelets * Earrings * Brooches 
FOR MEN: Evening Jewelry © Collar Holders © Tie Holders © Cuff Links 





Wherever Fine Jewelry is Sold, 














FINE QUALITY FEWELRY 


Atice 1566 


FOR MEN: Evening Jewelry * Collor Holders * Tie Holders * Cuff Links 
FOR LADIES: Flexibie Bracelets * Bangle Bracelets * Earrings * Brooches 


KREMENTZ & CO., NEWARK 5, N. J. 
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P. S. If you are planning: to 


sell your store, it’s our opinion 
(without pretending to be pro- _ 


phets) that it won’t be worth 
more six months from now 
than it is today. 
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Once you’ve decided to sell your store, — 
you want to sell it quickly. 2 

you want to get on with your new future 
with the least dilly-dallying around. 

We buy stores that way - - quickly! 

look the store over speedily, ) 
make our offer immediately, 

and have the cash on the spot at once. 
We've been known to clinch a 
transaction that runs into six figures 


in that many hours. 
-Impulsive? daring? the gambling instinct? _ 


Some have called it that. Butwe know 
and the party of the other part gets to know 
that our quick-buying operation is the : 
result of experience, confidence and know-how. 


Incidentally we have never been known 


‘to go back on our word. Or 
- to divulge a business confidence. Or 


incur to any man an obligation if he just 
wants to “talk it over”. } 
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STRIKINGLY 
DIFFERENT... 


With the beauty of a treasured am 

tique, yet up to the instant in today’s fashion, 

the Claspet bracelet is 12 KT 1/20 gold filled. Clasp 

ing the wrist gracefully, it features a gentle spring action whi 

holds it firmly in any desired position. The Claspet is unique and charming. 


¥ 


Right for any daytime occasion . . . high fashion when worn over long gloves 
for evening . . . adaptable to any wrist .. . available in a variety of styles. Ask 
for the Claspet, trademarked by Briggs, Bates and Bacon, the best in fine jewel I 
and get a sure and steady best-seller. : 


PRODUCTS OF THE BRIGGS, BATES 


Attleboro, 
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b The Bust in the World for the Money 


These Styles 
Available Now! 


You've known these 
chains in the past... 


They’re available again 
for year round saleability. 


Choice of many proven 
designs, long wearing 
quality, and a price range 
to suit everyone. 


Made with the same care- 
atime lactalsloyomcemlittolelue-tel: 
details and workmanship 
these 


VESt 
DICKENS 
WALDEMAR 
KEY 
and 
SPORT 
CHAINS 


give the most for the money in either “Briggs Quality” or 
in Briggs, Bates and Bacon 12KT 1/20 gold filled. 


a nd BAC () N ‘fb {} See them at leading wholesalers, and for assurance of 
: | . e satisfaction specify Briggs, Bates and Bacon when you buy 


Massachusetts 
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Preview of the New, beautiful all-met al gift-case i in. 1. which ea 
Mido watch will be delivered. Crafted of soft-lustre copper... 
styled in clean, modern lines, this handsome jewel box adds : 


distinctive note to each Mido sale. 


The new sales-aid goes to work for you the minute it enters your ir store 


As a display feature, it helps you present Mido watches to your, cu 


with the luxury atmosphere both your store and Mido deserve. Aad wh 1 — 


you complete a sale, this package is the final quality touch that crowns ‘the ne : 


transaction with a feeling of assured customer satisfaction. 


30 FIFTH AVE.,NEW YORK 20, N.Y. 


29 —. MADISON ST., CHICAGO 2, ILL. 
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adium wedding band is 
2 token of lifelong love and romance... 
j © express the bright. 
Opes and dreams. 
d Precious Metal, Palladium is 
¥ the bride of today for her 
€N8agemene and wedding rings. 
Its enduring White beauty nd natura} 
irror the Sparkle 
w 


. 


Ask your j 
t 


\ ° 
\ ~ of Palladium jewelry. 
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METRO JEWELRY CO. 


Manufacturing Jewelers 


21 WEST 46th STREET NEW YORK 19 














FOR JUNE, 1947 


39 


ST 


rs 


— 


| 


a aE 


a 


a 














To: Experienced Diamond Ring salesman, with 





good rated accounts, covering concentrated 


areas in large and small towns. 


Subject: Wonderful opportunity with new national 
advertiser, for many years one of the most 


progressive diamond houses. 


If you have the qualifications and are 
looking for the best opportunity in the 
competitive days ahead, then just follow 


these instructions. 


Write, stating age, marital status, 
years of experience and average yearly 


income to 


Box No. ''A-3S2,'' Care 
JEWELERS' CIRCULAR-KEYSTONE, 


100 East 42nd St., New York, 17, N. Y. 


IF YOU ARE THE RIGHT MAN YOU WiLL HEAR FROM 


US SOON 
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Exquisitely matched, attractively priced 
Lady Crosby Diamond Ring Sets are 
nationally advertised in leading publications me 

such as Good Housekeeping, Seventeen, Look, 
Screen Guide, Real Story, Movieland, Real 


Romances... Beautifully packaged, these rings 


are covered by the Crosby guarantee. 


dnd SONS CORP. 


ew York 10. \. 4 





COHE 
"7 West Brd Street. 





<n pr m0 on orp 
>” Gunrantesd by 
Good Housekeeping 
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p aa value knows no season, no ups and downs of business. There 
are always patrons for creations of enduring charm. @ Recognizing 
this truism leading jewelers rely upon Seidman & Company for 
always salable JORDAN Diamond Watches, Diamond Attach- 
ments, Rings and Mountings. @ A visit to our offices and plant, 

a call of our representative, or a few exhibits on memoran- 

dum will readily prove the profit possibilities of Seidman 

& Company offerings. ® Your correspondence is invited. 


im SEIDMAN « COMPANY 


31 WEST 47 STREET 


NEW YORK 19, N.Y. 
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DIAMOND RINGS 


Trade Mork Registered 











Illustrations like this have caught and held 
readers’ attention in 2470 impressive adver- 
tisements in 48 magazines and 150 Big Metro- 
politan Newspapers. This consistent top-notch 
advertising has made Keepsake the outstand- 
ing name in the diamond ring field . . . for 
16 consecutive seasons! 


a .. an , =" | Your customers know the prestige and quality 
wee 6LfLd ThE = of Keepsake . . . Keepsake customers are pre- 
| ; * , sold when they come into your store. 





Y SELL MORE DIAMOND RINGS 
Y SELL HIGHER PRICED DIAMOND RINGS 


Y EASILY DOUBLE THEIR SALES WITH 
KEEPSAKE 
“A. H. POND CO., INC, SYRACUSE 2, N.Y. 
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A LA J , ...a completely disarming pair of pins ready to add their 
Wé, Wb, | dancing grace to your summer vacation wardrobe. In gold- 


plated Sterling silver with the wit, imagination and superb 


delicacy so typical of Trifari. $12.50 each (Pius Tax) 


whet vhs 
J Trirar 


Design patents pending 


Trifari, Krussman and Fishel, Inc., 377 Fifth Avenue, New York City 
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be | KusHNER & Pings’ distinctive mountings are proper companions for fine 
‘2 | diamonds. Recognition of this fact has enabled K & P to attain its top 


position as makers of quality mountings. 

















ae REMEMBER... . the most exquisite precious stone is “Jost” without a mount- 
- : _ ing which complements and displays it with equal taste and richness. 
eae K & P mountings are worthy of the finest diamonds. 
¢ NO MATTER what your ring 
requirements are, call upon K & P for 
mountings to fill your needs. 
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The most dramatic pattern you 

have ever seen—a pattern with deep- 

carved, third-dimensional beauty that 

lends grace to traditional or modern 
settings—Morning Star is headed for 
stardom on American tables everywhere. We 

are happy to add to our line this newest pattern 

by Community .. . to take its place with already 
famous Community patterns—Coronation*, Lady 
Hamilton* and Milady*. 


*Trade-mark 


PRACTICALLY 


EVERYTHING 3 , OVER FIFTY YEARS 
SOLD OR USED IN | a, - OF FAITHFUL SERVICE 
A JEWELRY STORE ~ 5 ; 

~ S 
° ~ WA 
214 E. Fayette St. o™~ : | | aL “ e 149 Penn Ave. 


SYRACUSE, N. Y. SCRANTON, PA. 
STRICTLY WHOLESALE 


AUTHORIZED COMMUNITY SILVERPLATE DISTRIBUTORS 
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q 30 Million People See Flex-Let Ads Regular! 
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: 7 4 , I > : 4 P A ' y ( ’ ? a C) 1) lj an ) 
Manufactured by F. & V. Mfg. Co. Inc., 373 Taunton Ave., East Providence, R.!. * Established I919 


Executive Sales Office: 20 West 47th St., New York 
Other Sales Offices: Philadelphia - Los Angeles « Dallas - Canadian Dist.: Arennes Inc., Montreal 





Retailer reception of Star Ring modern 
originals freed the jewelry business from 
enslavement to tradition and lifted it out 


of the doldrums. 


Star Rings are sold thru Wholesalers only. 
Ask your Wholesaler to show you Star Rings. 


1X8 Masonic, also 7A32 Eastern Star * 
Elk, IOOF, Eagle, KC D7A32 with diamond 





cA ~ STYLE ORIG 
E RIGINALITY WITH A PURPOSE 
STAR kl \ (j a a MANUFACTURING COMPANY, INC. 
Laces’ and Mens 10K and 14K Quality Rings 


887-889 MAIN ST. BUFFALO 3, NEW YORK 


ESTABLISHED 1919 


~ 


MATERIALS, CRAFTSMANSHIP AND HAND FINISHING, THE VERY FINEST 


K-45 
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SCIENCE PROVES THE 
QUALITY OF HEMETINE 


A report from °° 


Gems and 
Gemology 


, published by the 
Gemological Institute of 
America attests: 
As to the durability and 
wearing qualities, reports 
from users of Hemetine 
and from tests made on 
three specimens by a 
laboratory affiliated with 
On -Walilcliaelicmilelmint: 
toughness of most 
Hemetine stones may 
be equal to or greater 
than hematite. Tests on 
these specimens indicate 
a greater hardness.’ 


SCIENCE PROVES THE 
QUALITY OF HEMETINE 
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HEMETINE 


STANDARD OF THE RING INDUSTRY 


a. INTAGLIO. One of the most popular of the Hemetine 
family. Available in all standard shapes and sizes. 

b. FRIENDSHIP AND AFFECTION. In either medallion or heart 
design. Especially appropriate for gifts indicating 
friendship, affection and mutual understanding. 

C. COUNTERSUNK. Cleverly designed to interchange fra- 
ternal emblems and initials. Available in all popular 
sizes and with new modern initials on fluted placque. 

d. Groove-cut. Recessed flush with top. Available in all 
popular fraternal designs and standard sizes 


Hemetine Assures Quality and Price Stability 

Hemetine will always maintain its high quality stand- 
ards. Its fair price has never fluctuated and has been 
welcomed as a stabilizing influence — assuring a con- 
stant profit margin to manufacturers and jewelers. 


17 West 60th Street 


GABRIEL WEL EAs COMPANY, INC. 


New York 23, N. Y. 











Ohne word is whispered by your 
BouLEVARD Watch .. . over and over as its 
finely balanced mechanism counts the seconds . . . 
whispered so softly it may escape vour hearing. That 


sword ts quality. Appealing beauty and unfailing 






accuracy — both are yours in a BOULEVARD 


Watch. See your jeweler’s selection now. 









ws THE Bese 


e¢ ¢ ® 














Givt 


_ 
“Boulevard BY MEAD 



















M: A. MEAD & COMPANY . 
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B Y M E A D 


Since 1883. + CHICAGO + NEW YORK 


...and 








it’s clicking 
coast to coast! | 


Att across the country BouLEVARD’s 
“Listen” campaign is striking a brand 
new note in watch advertising... 
bringing the BouLEvarD Watch to life 
with a unique human interest 
appeal . . . telling the precision story as 


it’s never been told before. 


In the powerful Saturday Evening 
Post and in Sunday roto sections 
reaching additional millions in major 
retail markets, eye-stopping ads like 
this are building the BOULEVARD 
name . . . creating nationwide demand 
for these fine watches . . . opening up 


big-profit opportunities. for you. 


Proved in quality . . . styled and 





packaged for extra sales appeal . . . 
BouLEVARD is America’s coming line 
of watches. Priced to retail from 


$21.50 to $525. 
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pAL Now— 


TS when value 
is the key to 
volume sales— 
feature Beautycrest— 
irresistible Diamond 
Rings and 
Matched Sets— 
aimed straight at 
the heart 


of the Bride! 


Distributors of 
DIAMOND MOUNTED JEWELRY ¢ A COMPLETE RANGE OF WATCHES AND DIAMOND PLATINUM WATCHES 
COMMUNITY ¢ TUDOR PLATE ¢ 1847 ROGERS BROS. ¢ WM. ROGERS & SON 
WESTCLOX e NEW HAVEN ¢ WATERBURY © G.E. e INGERSOLL ¢ McCLINTOCK e SETH THOMAS 
RONSON © FORSTNER © SIMMONS ¢ J/B © SPEIDEL ¢ ISKIN 
KESTENMADE ¢ LAGUNA © CARL-ART ¢ LUSTERN ¢ KIDDIE-KRAFT ¢ BRIGGS 
MARVELLA © BRETTON ¢ HELLER-DELTAH AMER. OPTICAL 
GENERAL ELECTRIC « TOASTSWELL 


J.J. SCHMURLER & SOX tne. 


SERVING THE JEWELRY TRADE FOR OVER 40 YEARS 


Beautycrest Diamond “Rings and Sewelry 


ROCKEFELLER CENTER, 630 FIFTH AVE., NEW YORK 20, N.Y. 


Beautycrest displays and news- 
paper ad mats on request 
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GOLD-FILLED JEWELRY 
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FLEXIBLE CHOKER 
4235N—Gold-filled . . $4.50 each 
4236N—Sterling silver, $4.50 each 


TT ee — 
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. FLEXIBLE BRACELET = 
4235B—Gold-filled . . $2.75 each ;: 
42368—Sterling silver, $2.75 each Ss 
~ #% 
f, ie a] 
j , eee, . ee ?ioe Co 


any choker, or as a separate pin... 
Prong-set stones in the following 
colors: aqua, rose, peridot, ame- 
thyst, topaz or sapphire. $4.50 each 


NOTE: New Telephone Number 


amp (i wee LULL Work 20, N.Y. Circle 5-4780 


ring enlarged to show detail 
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DIAMOND RINGS 


lL iracke Diamond Rings appear at least 25% larger! 


al iracle protects the diamond from chipping! 


4 8 
lliracle's facet-like reflections enhance the 


brilliance and lustre of the diamond! 


al iracke Diamond Rings are featured 


coast-to-coast on 400 Radio Stations— ... by the 


Mutual Network on “Queen For A Day”... 

and are nationally advertised to 60 million readers 
in Life, Saturday Evening Post, Look, 

Glamour, Liberty, Esquire, Seventeen and 


other leading publications! 


None genuine unless stamped ‘‘MIRACLE”’ 


SHIMAN BROS. & CO., Inc. 


MANUFACTURERS FOR OVER 50 YEARS 
Originators and Sole Manufacturers of Miracle Set Diamond Rings 


No connection with any other firm 


234 WEST 39TH STREET e NEW YORK 18, N. Y. 
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Fabulous jewelry . . . exquisitely 


designed in 14 kt. red and i | Harry C Schick, Inc. 
piece au a 5 ee A 


MRR. M. BLAKE MR. HUBERT A. WOOD _ Met MR, THOMAS G. 
105 CHESTNUT ST. 649 SO. OLIVE ST. | 45 EAST 347 FIFTH AVE. 


~< : ~ 
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Wherever you go you'll find ESKAY jewelry 
in the right company. Eskort, the fabulous 
men's |/20th 12k Gold Filled jewelry acces- 
sory line meets the demand for "Right" ac- 
cessories, for the smartly attired modern 
gentleman. - 


7 


Exclusively through your wholesale distributor. 


wee § KORFF x SONGS 


KORFF BUILDING, 914 WALNUT ST., PHILADELPHIA 7, PA. 
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SEE THE 
RENSIE WATCH EXHIBIT 


BOOTHS 77 AND 78 
AIT SrtE 


NATIONAL JEWELRY FAIR 
HOTEL STEVENS, CHICAGO 
JULY 28-29-30-31 





ationally advertised to over 100,000,000 
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national magazine readers and radio listeners 
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“Exquisite as America’s Beauties 


Rensie Watch Company, Inc. 580 Fifth Avenue, New York 19 
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* Packages of plastic, metal, wood, cardboard, leatherette, etc 
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--e- IN THE 
WESTERN MOTIF! ALL PRICES KEYSTONE 


WRITE, WIRE, OR PHONE... . 
B14-29 Sterling Silver, Rosette Engraving... .Each $ 6.00 
B14-34 Sterling Silver and 10 Kt. Gold, ORDERS FILLED SAME / 


Acorn Engraving ................. Each $16.50 DAY RECEIVED. : ’ 
B14-37 Sterling Silver, and 10 Kt. Gold, Seven a v 
RE CUED oc ccesccacvesnond Each $20.00 


Bi4-31 Sterling Silver, Acorn Engraving... .Each $ 5.50 
B14-27 Sterling Silver and 10 Kt. Gold, 
R we? 


osette Engraving ...... ...... Each $18.00 

BI4-26 Sterling Silver, Rope Edge....... .. Each $12.00 

BI4-17 Sterling Silver, Saddle Design...... Each $17.00 
B14-35 Sterling Silver and 10 Kt. Gold, 

Five Synthetic Rubies............. Each $25.00 





B14-38 Sterling Silver, Five Synthetic Rubies. Each $19.50 


Bi4-36 Sterling Silver and 10 Kt. Gold, Five 
Synthetic Rubies ................. Each $29.50 
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Bi 4-7 


FOR DRESS! 
BI4-5 Sterling Silver I Immediate 
Set - - - Dez. $84.00 r N. hvery 


B14-20 Gold Filled, Assort- 
ed Designs - Each $ 6.50 


BI4-7 Silver Plated - Doz. $42.00 
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DIAMONDS 
RINGS 
MOUNTINGS 


| 
\ 0 A HC WATCHES 
\ 


WHOLESALE JEWELRY CO. 


Ww 
1308-10 MAIN STREET FORT WORTH. TEXAS YORK 
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#910—FORTUNA 
Link Bracelet Watch 
(with or without cover) 
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#311—BONA DEA 
Link Bracelet Watch 
(with or without cover} 
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* wr. Once again Sparkes presents the strikingly 






unique . . . this time in fine watch-bracelets distinc- 











tively different—outstandingly beautiful! Only 14-Karat 





Gold could set off these precision timepieces with such 
gleaming richness . . . only the exclusive “Sparkes- 


Lapp Process'’ could impart such uniform perfection #914—FORTUNA 
Fob Watch , 





... such “Sparking” high-lustre radiance to each custom- 
finish multiple-facet link! 


#919——BONA DEA 
Fob Watch 






SPARKES MANUFACTURING C0., LTD. | elet and 
Jefferson and Clifford Streets i ribs C 
Newark 5, N. J. : ratch ir 


New York San Francisco 
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Med Fs 

Lies trim and flat. Features a 
new, beautiful sales-inviting 


design. 


i 
| 
i 
i 
i 


Look — has only two eyelets instead 
of three, and no cross bar — cleaner, 
stronger, trouble free. 


t's a fact — you can even 
tie itin knots. _ Available in yellow and pink — 1/20-12KT. 
Gold Filled top with stainless steel back. 


Also in stainless steel. 


7Oisd GOHtLY tHRE Veen WHOL’ SALES 


CACAO REVI GEG RCRO Fa Te 


CENTRAL FALLS. RHODE ISLAND co 


LOS ANGELES OFFICE NEW YORK OFFICE 
Murray Silverman, 215 West Fifth Street, Los Angeles 13, California William Weintraub, A. Reitzig, 92 Liberty St., New York City 
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6) MORE EXECUTIVES PICK IT FOR THEIR POCKET! 


® For its slender, trim lines . . . for its 
practical day-in, day-out utility . . . for 
its unusually fine balance. 

The Cross Century is sold nationally through selected 
retailers at leading stores everywhere! 

All the exclusive selling features of the Cross Century 
LLM a-1e(olaMeo MM alohilelato] Moltlol{-Jale-Me) MuliiiiolarMisiaceltlolmelal= 
column, two-color ads in COLLIER’S and one-eighth 
pages in ESQUIRE. Also a Cross lucite counter display 

and a series of new Cross 
Century newspaper mats 
are ready to go to work 
for you! A unique and com- 


plete merchandising cam- 


The CROSS 
Lucite Display 
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paign will support CROSS CENTURY national adver- 
tising. Ask for the illustrated folder describing CROSS 
CENTURY advertising and merchandising! 

A sample of the distinctive CROSS CENTURY will 
be sent to you on approval at your request. Write 
now. 

The Cross Century comes handsomely packaged .. . 
is made in 1/10 12 kt. gold filled and retails for $5.00 


plus tax. 





The NEW 
CROSS CENTURY 
Gift Box 


A.T.CROSS PBL 


FIFTY THREE WARREN STREET 
PROVIDENCE, RHODE ISLAND 
AMERICA’S 


OLDEST PENCIL MANUFACTURER 
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WINDOW PLATFORMS - BOXES 
DISPLAYS & SHOWCASE TRAYS 
DESIGNED AND MANUFACTURED BY... 
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JEWELRY BOXES - DISPLAYS 
TRAYS - PLATFORMS 
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BARR'S, one of America's foremost 
jewelers, sets the selling scene with 
Mautner displays in its newly en- 
larged main store at Chestnut 
Street, Philadelphia. 
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Est. 1888 as Wolfsheim & Sachs, Inc. 
4 








8 
THE MAUTNER COMPANY, INC 
20 WEST 47 ST, NEW YORK 19, NY 





i 
FACTORIES: BUFFALO N Y 
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TH st: IN THE JEWELRY BOX AND DISPLAY INDUSTRY 
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This is straight talk 


the smart dealer. He knows that millions of proud grown- 


ree s. 


Liil-mme fiat roham olaelulelilel ma —is-tule 


ir | 


Tale Maar 


ups will be watch 


‘Il want to give 


iler knows that they 


The wise reta 


ittle girls The Perfect Gift. 
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And he knows that Kiddie Kraft Fine Jewelry is 
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Creators Of 


Pride-more 
DIAMOND RINGS 








SINCE YOU'RE IN THE AUDIENCE 


WHY NOT ENJOY THE SHOW? 


W RY not do your buying in the way that will 
do you the most good? When you spread your 
purchases among many wholesalers on a “here 
today, gone tomorrow" basis — you don't 
become a valued customer to any one of them. 
Concentrate your buying and enjoy the benefits 
to be gained by associating yourself with a 
leading wholesaler. 


There are many reasons why jewelers all over 














U.S. JEWELRY CO... 


H. E. BAUMOHL, Pres. 


BALTIMORE -1, MD. 
WHOLESALERS 



















America have made “U. S.” their main source 
of supply. They know they can count on “U. S.” 
for the close cooperation and wholehearted 
assistance that helps them to do a more success- 
ful selling job. They know they can rely on 
“U.S.” for the leading lines of desirable, quality 
merchandise. Discover that it pays to do business 
with “U. S."—that “U. S.” is a good friend 
to have. 


Importers Of 


WATCHES 
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KESTENMADE 





are marked “#20 12K Gold Filled” 





Only Gold Filled jewelry can legally bear that mark, and 


on a non-corrosive base, plus the name “Kestenmade , it is your 
assurance of maximum Gold Filled durability with utmost resist- 
ance to body acids, weather, and other corroding elements. To 
you and your customers this means full satistaction, without any 


suesswork. 


Nationally Advertised — Sold through your Wholesale Distributor. 


KESTENMAN BROS. MFG. CO. 


150 CHESTNUT ST... PROVIDENCE 3, R. }. 
PIONEERS IN WATCH BANDS—FOR OVER A QUARTER-CENTURY 
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Long-Kange Vision 


M&P merchandising experts not only 
possess ‘‘know-how’”’ ... they also have an 
amazing sense of ‘‘know-when” .. . This 
faculty of timing, based on long range 
vision, is the element that makes for success 
in retail promotions. Ask the leading jewel- 
ers from coast to coast who have always 


followed M&P guidance to sure profits. 
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WHOLESALE JEWELERS 


UNION PLANTERS BANK BUILDING...MEMPHIS, TENNESSEE 
New York Office: 580 Fifth Avenue 
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What am (—the answer 





er man /" 





| 
Yes, friend—you are! Today customers are shopping around, who knows the answers. Suppose a customer asks you to | 
asking questions, comparing values. They want to know demonstrate the Manning-Bowman Smokeless Table | 
what they’re getting. The man who makes the sale is the man Broiler, for instance. Sell all these features... 
i] 
Cs 





SS i 





Show what it does: “Table-broils Point out: “Grill has two heats: Mention, too: “Easy-to-clean cook- 
steaks, fish, chops, practically with- 800 watts, for broiling; 300 watts, ing plate has drip well to catch 
out smoke or odors. Notched hinge "for simmering, keeping food warm! juices. Grill is chrome plated with 
holds cover open when desired?’ Use it upside down as a hot plate.’ handsome woog handles?’ 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 
Makers of M-B quality Toasters, Percolators, Broilers, lrons, Automatic Grills, and Waffle Bakers. 


, THE LINE THAT'S ALWAYS IN DEMAND 
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“THE HOUSE OF JEWELS”... FEATURING LINES WITH NAMES YOU CAN TRUST 
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GOOD NAMES 


SEB GUARANTEE EVERY PURCHASE 
FROM : 


“THE HOUSE of JEWELS” 


... THE NAME OF A NATIONALLY 
KNOWN MANUFACTURER AND 


suthern Wholesal: mecdees 


“THE HOUSE of JEWELS” 

















VALDOSTA, GEORGIA 
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GOLD wv SILVER 


» «fo match the Craftsman’s skill! 


Give a silversmith or a jewelry manufacturer metal to match 
, the skill of his craftsmen — metal that can be worked con- 
fidently without fear of spoilage — without the handicap of 
costly wasted time—and you have a combination that’s 
hard to beat. 


Handy & Harman for many years have concentrated on 
incorporating this valuable combination in their Sterling 
Silver and Karat Golds. 
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If designs call for deep drawing, stamping or spinning, we 
provide the best physical properties for these operations. If 
hardness for wear or stiffness is essential, tough compositions 
properly heat-treated give the answer. 


Backing up the craftsman’s skill with metals made to meet 
; specific requirements is one of the important ways in which 
‘ we are constantly cooperating with manufacturers to help 
them produce quality merchandise for retail jewelers to sell. 


: noe : > : 


HANOY &2 HARMAN 
. res =a 
rournoto se 
166? 4 


82 FULTON STREET ‘@ NEW YORK /7,N. Y. 


Bridgeport, Conn. « Chicago, Ill. « Los Angeles, Cal. « Providence, R. 1. « Toronto, Canada 
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“ith great pride Granat announces WED-LOK... 


yA 1 


—_ 


ith 
Mi, 
til 


the most exciting ring discovery of this or any other year. Altogether new, patented, 


perfected design ... two rings that become as one! Granat salesmen are now showing these 
revolutionary rings, and a complete, packaged promotion plan to help you cash in on them. 
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these new Wed-Lok rings is the advertisement shown on the opposite page, appearing in the 


June 15th issue of VOGUE. For further facts and information, please write or wire 


GRANAT MANUFACTURING COMPANY « [50 POST STREET ¢ SAN FRANCISCO 
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__ may be worn individually at will 
"4. yet with a quick “click” they 
join together and become as one! 
Both rings « white or natural gold 


4250 


C Te rings by Granat ... they lock together! You'll 
be delighted to discover Wed-Lok ...no need to twist and 
turn these rings to keep them in position... solitaire and wedding 


band are completely separate, but a tiny gesture locks them 


Utentisdieail a 5 
itithity _ 


together, keeping them always correctly aligned to one another, no 
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matter how active your hands may be! Wed-Lok is a Granat- 
exclusive patented feature. Also exclusive are the platinum and 
gold Tempered Mountings* (not cast), wrought in matching 


designs to protect your diamonds... assure longer life to 








every Wed-Lok ring. Like all Granat rings, Wed-Lok ensembles 
are set with fine quality diamonds, selected for uniformity, color, and a 


brilliance. Let your jeweler reveal to you the secret of Wed-Lok by Granat! = = 


Or write Granat, San Francisco, California, for names of jewelers in your community who will show you We 


White or natural gold, $200 to $400; Platinum, $350 to $500; taxes 


GRANAT WED-LGK RINGS ARE PROTECTED BY U.S. PATENTS ISSUED AND PENDING, *TRADEMARK REG. U.S. PAT. OFF. 






























2ST sours 8 SEE wen Fe eT SSE vt 


hl ade nw ee SL. AE Ble St ABBAS SERIE. 1s bdo DIV hs Rw 2S 32 Ew = ab Se wlce Sea iS OTIS So ur a0 











SE LAMPE LOL CCAU LOGOUT COOIUMMTI LOSE MULOTTHUOOTI OPTI ONT LOLAIOGCHME OO en Le SUCH TTTTTT TTT TT 
= 1 Ae Saaaaaiai aA RMLLLLLLLLLLLLL 11111111 TTT 





New! Popular! 
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New Haven 9. 
LARK Zo. 
ALARM CLOCK 


~~ OG 





“Ne stenaiees — 





x * 


@ /n black plastic case and base. 
@ Polished brass rim around dial and base pillars. 


@ Single key winds clock and alarm — 30 hour spring-wind 


movement. 


@ Made by the famous New Haven Clock and Watch Company, 


makers of fine timepieces since 1817. 


Your Cost — $5.25 
Consumer Price — $7.95 


BROWN. GOLD COMPANY, INC. 


110 South 8th Street Philadelpliia 7, Pa. 
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TO A BEST-SELLER 
AMONG LADIES’ WATCH STRAPS 









jelivered Two Ways: 
er counter “book” display. == 
ye Six. on an attractive display card. 











* 


The finest obtainable leather tubing distinguishes these new 
versions of old standbys in the popular NEET line. In 
natural, black or brown, with white or yellow metal trimmings, _ 7 
these fast-selling straps are adjustable to fit all ladies’ | 
watches. Be the first in your city to feature “Lady Fair’. 


ee - ARISTOCRAT OF 
ee a Mee WATCH STRAPS 
LASKO STRAP COMPANY ® 200 Hudson Street, New York 13, N.Y. 


> 





We’ll Be There! N.A.C.J. Convention, Hotel Stevens, Chicago—July 28-31 (Room 660) 
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is the art of giving customers what 
they want when they want it. 





EMBLEMS... 


and Emblem Jewelry, are in demand 
every week ..« »« 6very month. 





NEEDS LITTLE EFFORT... 


show emblems, advertise them. Make 
use of our retailer-designed mat 
series in your local newspaper. Reap 
rich rewards in SALES! 





Six mats, ranging in size 
from 1 col. x 85 lines to 
2col. x 953 Lines, are 
yours for the asking. 
Write for them TODAY, 
mentioning wholesaler's 
name, or ask for proof 
sheet from which you can 
select. wii 


PR ee 
PLEO 
ener» ee | 





IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 


- 
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WATCH STRAP 
Without a 
Buckle! 
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SURE: GRIP* watch straps free the busy man from the slavery of the 
strap buckle. They “grip” the wrist securely while giving increased comfort 
in wear. Because they come on and off in a jiffy, they save the wearers 
patience and safeguard his watch. The tempered spring-steel insert in 
SURE~- GRIP straps easily adjust to fit any wrist. They're the last word 


in watch strap designing, and come in a variety of styles, in top-grade 





leathers. Made of Pigskin, and of black, brown, and tan Calfskin 


BROTHERS 116 FULTON STREET. NEW YORK 


"Reg. U.S. Pat. Off. 
Make inquiries direct to your jobber. He will be pleased to serve you. 
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#1/20 12K BRACELET 
10K A.G.P, CASE 


Proudly we present our 

new line of Bracelet Wateh 

Cases for Men and Ladies, The ; 

popular fine mesh gold filled i 

bracelet is an integral part of the ; 

unit, enhancing the appeal of each — 

smartly styled case and creating an effect of 

unsurpassed beauty and distinction, Among bis 

the features of each Case are the NANCA Plastie | 

crystal for brilliant clarity and the HYLAP finish ee 

for gleaming radiance. A rigid system of exacting 
inspection at each stage in the manufacture of LD 5 
Bracelet Watch Cases gives us complete quality control of 
the finished product and assures you that each case will ik 


a masterpiece of precision craftsmanship. 


Sold to Watch Importers Only 
ILD. WATCH CASE COMPANY, Ine. 
137-11 90th Avenue, Jamaica, N, Y, | 
CREATORS OF WATCH CASES OF SUPERLATIVE STYLE, BEAUTY AND QUAI 


*200 /MB 


# 2000/MB 














THERE’S 
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In 1/20 12 Kt. gold filled ... in 
single and double strand with 
various sizes of cameos and with 
matching earrings. 


Sh a Pea DY oh. 


md. 


Sold only through wholesalers 





HERE’S ROMANCE AND EXQUISITE BEAUTY 
IN THIS DOUBLE STRAND CAMEO CHOKER 


... fine double strands of woven gold holding a quaint and beautifully cut cameo... fit 
to adorn the loveliest of necks .. . designed to create a magic spell of romance whenever 


it’s worn, wherever it’s worn. 


THE 


162 CLIFFORD STREET, PROVIDENCE, R. I. CURT MAN 
Chicago Representative Eastern Representative [ | M DA NY 
ALLEN B. PINERO, Heyworth Bldg. PAUL BERGMAN, 162 Clifford Street 


29 East Madison Street, Chicago 2, Illinois Providence, Rhode Island INC 











Los Angeles Representative 


AL GOLDBERGER, Pershing Square Bldg. 
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AVAILABLE 
omeley: 


DISTRIBUTORS 


The beautiful em- 
bossed leatherette 
counterpad shown 
on this page will 
be sent Gotham 
DIRisloltlicl uate s 


LGR 7 request 
Product of (Mlendorfl Wat/ (,0. INC., 20 W. 47th STREET. 


; Fine Watches Since 1868 NEW YORK, N.Y. 
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let our Blearts 





rule your Heaa 


It's smart business, for SUPERB 


heart compacts have round-the-year appeal! 





Each style a jeweler's show-piece, 
SUPERB hearts are perfect for bridesmaid 


favours, shower presents, birthday and 











graduation gifts. Love is sweeping the 


country... for SUPERB compacts! 


SUPERB CASE MFG. CO., PROVIDENCE, R. |. 





CIGARETTE CAS: 
COMPACTS 


LIGHTERS 
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WATCHES 


NOW IN THE PERFECT BOX FOR THE PERFECT WATCH 


The biggest National Advertising Campaign in 
Crawford's history — write for free mat service 


BEAUTY (orauflerd ACCURACY 
WATCH C’ CORP. 


170 Broadway New York 7, N. Y. 
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OVER 2 MILLION WOMEN SEE 
ANGY LEE ADVERTISEMENTS 
IN 4 NATIONAL MAGAZINES 


ANOTHER WAY 


BRINGS THE CUSTOMER 
OUR STORE 


XTENSIVE national advertising reaching 
millions of style-conscious women results 
in a history-making campaign to help 
sell more and more jewelry by Nancy 
Lee. At no cost to you, ads appearing in 
Charm, Glamour, Seventeen, and Vogue 
are carrying and will continue to carry 
the Nancy Lee story to your jewelry- 
minded customers throughout 1947. 
Make your store headquarters for crea- 


tions by Nancy Lee. 


govipenct STOSk — 
puoviere net 
FF 
1/20 12 karat gold-filled bracelets, chokers, pendants, watch bracelets, 
chatelaines and earrings, complete sets or single pieces. 


PROVIDENCE STOCK COMPANY e PROVIDENCE e RHODE ISLAND 
New York Office — 21 Maiden Lane: Chicago Office — 29 East Madison Street; san Francisco Office — 57 Post Street 
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LANGENDORF WATCH Ce. 


In the timeless tradition 


The factory in which Lonville Watches are made 
was started in 1873. Through the years much has 
happened in the world but always the Lonville watch- 
makers have gone on producing better and better 
watches so that now their products are sold and 


serviced in every civilized country in the world. 


All the mechanisms are made under one roof— 
which is rare even in Switzerland where most 
watches are made from assembled parts obtained 


from several factories. 


We advertise nationally as part of the timeless 
tradition. In good days or poor we plan to keep on 
telling the many millions of the reliability and con- 
sistency of Lonville Watches. “Value for price”’ is 
an old-fashioned virtue but it is the maker’s and 


our watchword. 


Any dealer who elects to sell Lonville Watches 
will find he has a stable, modern line backed up to 
the limit by the manufacturer and by us as the 


maker’s sole agent in the U. S. 


We invite inquiries regarding the name of our 
nearest wholesaler or any other information pertain- 


ing to Lonville Watches. 


HARRY RODMAN ine 


Sole U.S. Agent 
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NEW YORK 19, N.Y. 
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THE RECOGNIZED NAME FOR QUALITY 









THE LINE IT PAYS TO FEATURE! 
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Wren planning your cur- 


rent and future watch pur- 





chases, don’t forget to . 
remember Hype Park... For 2 | 
Hype Park watches are zoom- , el 


ing in popularity, and are . , , SEF, a 
booked for even: greater favor- | a ‘Lawes a 

itism in the near future. Made ee 
14kt. gold, gold-filled and rolled 
gold plate, every Hype Park 
watch is equipped with an accurate 
17-jewel movement, and is unex- 


ampled for beauty and distinction. , 4 


CONSULT YOUR WHOLESALER . 





Emil Leichter Watch Company, Inc. 
“551 FIFTH AVENUE «+ NEW YORK 17, N: Y. 
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When ratchet size adjustment is insufficient, ex- 
clusive band can be sized by following these 
directions. 




















3. Cut band at desired point 
with shears. 


1. Remove pin from end near 
ratchet. 2. Remove end i 4. Assemble with new pin. 











’ We; 
Americans vote their preference for certain all other makes. Feature the Best. Feature 


products by buying those products. Today, Dormeyer, the NEW FIRST NAME IN MIXERS. 
more people are buying Dormeyer Mixers than The Dormeyer Corporation, Chicago 41, Ill. 


FOR JUNE, 1947 





_— 


eee 


ak 264885" °°" 


S 
E 
i 
T 
S 
T 
R 
U 
L 
i 
r 
I 
N 
3 


OW COMPANY. INC: 


actarers of Tele Fine PO ence b 8 
eee nanct cyuutt = * 2 
E 
56. WES 














WEST COAST 


MIDOLE WEST 
DAVE ABRAMS, 220 W. FIFTH ST., LOS ANGELES, CAL. 


EAST COAST 
GEORGE SIMMONS, 29 E. MADISON ST., CHICAGO, ILLe 


RAY TUTTLE, 86 w. EXCHANGE ST., PROV. R. '. 
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NATIONALLY ADVERTISED 


TITINTUT 


WITH TIME” 


P9775 
Platinum... = 
30 diamonds. 4% 
it jewels. = 


SIG92B— 14K 
gold case and 
bracelet. 14 
diamonds on 
. dial. 17 jewels. 


Poy (COMO 


48 W. 48th STREET NEW YORK 19, N.Y. 





WRITE IN FOR YOUR FREE COPY OF THE BEAUTIFUL 
NEW KINGSTON WATCH CATALOGUE IN FOUR COLORS 
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AUTOMATIC 
CIGARETTE CASE 


Finger tip pressure from one hand causes 
this remarkable new case to open, present 
himel[e lol a-1hi-1mel alo Mal los<-Meoleolol amily (-)7-1mm ol-t5e)a:) 


offered by an American manufacturer. 


Ask for Juan — 
A Mark of Quality. 


“The Finest — today and tomorrow” 


In handsome design patterns, gold-tone finish, the 
Cotillion case is equally attractive to men and 
elt ape ME Lilele | (MMolal-tlalelale Me) ol-igehilolamme] o) ol-re] Lalo 
every smoker. 


THROUGH YOUR WHOLESALER ONLY. 


MANUFACTURERS OF COMPACTS AND CIGARETTE CASES 
ESTABLISHED FOR OVER A QUARIER GF A GENT URY 
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UNIQUE FEATURES:Only 
the Proctor has Color Guard 
toast control; a new kind of 
thermostat that regulates toast- 
ing by the actu’i temperature 
of the bread ‘.self. It makes 
possible an accuracy in toast 
making unattained by ordi- 
nary toasters. 

















HANDSOME STYLING; The 
Proctor pop-up toaster is styled 
in gleaming chromium with a 
jet bakelite base. Easy-to-clean 
crumb tray is provided. 








Before you sell 
a toaster... 





* 
think eee of how absolutely d-e-e- 


lighted your customers will be with a toaster 
that makes perfect toast without adjusting from 
the very first slice and on...and on...and on @ 
(only the Proctor Toaster actually does #t...automatically) 


~ 
think eee of their unbounded joy 


when they discover that this toaster makes 
exactly the kind of toast it says it will on 
the dial setting. With any kind of bread, too @ 
(only the Proctor Toaster actually does it...automatically) 


+ 
think eee of their amazement when 


they learn that ¢his toaster won't burn toast 
...mot even when you toast the bread twice ® 
(only the Proctor Toaster actually does it...automatically) 
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Surely you'll want 
your nice customers 
to have the toaster 
that does all these 
things...so sell ’em 


The 


PROCTOR 
Automatic 
7 Fop-up= 
Toaster 


with the “‘Color Guard” 
Fair Traded 


NEWSMIAKER IN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY,PHILADELPHIA 40, PENNSYLVANIA 
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y This is what SQ 


if Mr. Raymond F. Curran, President 


CAMPUS 
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R. I. 
JEWELRY PRODUCTS, INC., PROVIDENCE, 


EN 
OF FINE JEWELRY FOR M 


AKERS 


has to say about PALLADIUM... J 


























































































































D. E. MAKEPEACE COMPANY 


Main Office and Plant — ATTLEBORO, MASSACHUSETTS 
NEW YORK OFFICE, 30 CHURCH ST. © CHICAGO OFFICE, 55 EAST WASHINGTON ST. 





PALLADIUM AND PALLADIUM FILLED 
GOLD FILLED AND ROLLED GOLD PLATE AND SILVER 
and from which we make 
Fancy Wire and Tubing * Bracelet Wire and Tubing 
Beads, Balls and Tapers *, Special Findings to Order 
Gold and Silver Solders 
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The Story of 


In 1848 a small group of the world’s finest watch makers set 
themselves the task of creating the most accurate watch 
human hands could make. And they called the watch they 
made Omega, after the last letter of the Greek alphabet . . . 
a letter which had become the symbol of the ultimate in 
achievement. Let us see how close these proud guildsmen 
came to realizing their dreams. 


@ Today, almost one hundred yccrs later, the Omega 
is recognized the world over as one of the most accurate 
instruments of time yet conceived by man. As highly valued in 
Bangkok as in Boston. As easy to buy in South Africa as in 
South Dakota. 


@ Since 1933, Omega has won the highest accuracy 
rating awarded at the British National Observatory .. .in 
1940, Omega achieved the highest rating ever scored by a 
wristwatch there. 


@ Recently, at the Geneva Observatory Competition, 
Omega surpassed its own previous wor'd record, 


@ Omega has been used again and again as the official 
timepiece of the Olympic games, where a fraction of a second 
decides a World championship. It has already been chosen as 
the exclusive timepiece for the 1948 Olympic games in both 
London and St. Moritz. 














@ As watches have become an accessory of fashion, the 
makers of Omega have won esteem as leading watch stylists. 


e@ Today, the face and case of Omega watches, designed 
for both men and women, are as beautiful as the Omega 
mechanism within. 


@ Omegais the maker of two new watches for those who 
would reach into the achievements of the future. The self- 
winding Omega Automatic. And the Omega Chronometer, a 
precision watch accompanied by its own official timing cer- 
tificate testifying to its unbelievable accuracy in different 
positions and under varying conditions of heat and cold. 








@ Qmega watches are obtainable at fine jewelers alf 
over the United States, and indeed the world. 


e@ A legend persists that Omega watches are wonderful, 
of course, but very expensive. Actually they vary considerably 
in price, and you can buy one for as little as $60. 


@ You should own an Omega. 


Illustrated is the 17-jewel Omega Automatic, acclaimed 
by many jewelers as the world’s finest, thinnest, com- 


pletely automatic wristwatch. 





608 FIFTH AVE., NEW YORK 





NORMAN MORRIS WATCH CORP. 
FIRST NAME IN TIME—LAST WORD IN WATCH MAKING 
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FRO DA Ys THRY ee INC} 













Gold Filled 





HALL of PROVIDENCE 


An Expansion Bracelet 


(add links as she grows up) 


with 


Real Locket Center 


(holds two pictures) 








with matching lockets . . 


IN FULL-VISION ACETATE BOXES 


Ask your wholesaler , COMPANY 0 
to show you the 


complete line. 


6 
of PROVIDENCE 


Manufacturing Jewelers 
° SINCE 1933 
85 SPRAGUE STREET 


PROVIDENCE 7, R. I. 
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HALCO .. . frade Mark Reg. in Canada 
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Distributed Through Your Wholesaler 
OCTO WATCHES, INC., 22 West 48th St., N. Y., N. Y. 
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The brightest contribution to jewelry display in years! Imagine—one piece nesting 
trays molded in beautiful transparent colors and onyx-like hues—and lined with rich 
velvets and satins . . . These sparkling plastic beauties will add ‘‘that finishing touch" 


to your display! emember— 


DISPLAYS CREATE SALES 


MANUFACTURING CO., INC. 
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Nationally Advertised 


FORTUNE + ESQUIRE - VOGUE 














FAITHFUL TO ITS TRADITIONS 


who symbolically stands guard 
over the Cathedral of Geneva 
and its priceless clocks. 













« 


ce 


DRIVA maintains the high oe 
quality and style of its = 
watches, the pride of Genev 


workmanship. ts 















SOLD /AT BETTER/ JEWELERS 





Product of DRIVA WATCH FACrORY, GENEVA (Switzerland) and NEW YORK 


\ 











TOWN & COUNTRY * HARPER’S BAZAAR 


















~ OVERSEAS FACTORY REPRESENT 


580 FIFTH AVENUE g NEW YORK 19 | 
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AMCO 
PRODUCT 


8 TICE 


MANUFACTURING JEWELERS 


158 Pine Street @ Providence, R. |. 








t 8 00 





Since 1919 
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A TRADITION OF ACCURACY 


For more than half a century LEMANIA precision instruments have 


met the most rigid requirements for accuracy 










we and dependability. Before delivery, LEMANIA 
(@) 


MA 


timers are subjected to a special test on 
an apparatus that submits the hands to 
over 5,000 release operations, stops 


and returns to zero point. 


(ati 


Cz, 


Ont — 
_-—— = 


LEMANIA Chronographs and Stop Watches are now available 


for all types of accurate timing in sports, industry and science. 


Preciston Iniluumert Makerw 
Sirece 1884 





Sole U.S. Agent « BERNARD S. LIPPMAN & CO. ¢ 630 FIFTH AVENUE, NEW YORK 20, NEW YORK 
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THE ZW LAIGLON FOR MEN 


Here’s the newly-styled watch bracelet that justifies your 
confidence in L’Aiglon dependability. Leading its field in 
style, quality of materials and efficient design this new 
L’‘Aiglon bracelet is just what your customers want and 
expect. y 


In 1/20 - 12 K Gold Filled in yellow or pink gold with stain- 
less steel back . . . also stainless steel front and back. The 
inks are newly styled, fittings scientifically designed, and 
the springs are non-corrosive stainless steel. 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY} 


MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET * PROVIDENCE, RHODE SL Ame 





REPRESENTATIVES IN NEW YORK * CHICAGO * LOS ANGELES 
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New Yor 


also, Heyworth Bidg., 29 East Madi 


551 Fifth Avenue, 


., Chicago, 


ison St 
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EVERY WATCHMAKER AND JEWELER 


THIS FINE MICROMETER | 





110 WMR 
WITH RATCHET 


$11.00 





110 WMRL 
WITH RATCHET AND LOCKNUT 


$12.00 


STAND ILLUSTRATED 
$4.00 


FINE LEATHER CASE FOR THIS 
MICROMETER AVAILABLE $].25 


wt Micrometer especially designed for the Watchmaking and 
Jewelry Trade @ This fine measuring instrument has anvil and spindle with a diameter 
of 3/32” for a length of 3/8” and is further cut away from the faces to 1/16"’ diameter @ 
This design allows close and accurate measurement of small, delicate parts ® Gradua- 
tions are in Metric @ The anvil and spindle are made of the finest grade of tool steel 
with faces lapped square @ Available for immediate delivery with a specially designed 
stand which holds the tool rigidly and permits the use of both hands while measuring 
small pieces @ This tool is guaranteed to give the same super-sensitive accuracy pro- 
vided by all Central Certified Accuracy Micrometers. 


SEVEN Géfal FEATURES 


1. CERTIFIED ACCURATE MEASUREMENT 
2. SUPER-SENSITIVE VELVET TOUCH 


3. EXTRA STURDY CONSTRUCTION AND MAXIMUM 
LONG LIFE 


4. FINEST FORGED STEEL FRAMES OF BALANCED DESIGN 
S. MATCHED FRAME AND SCREW 
6. CERTIFIED PARALLELISM AND SQUARENESS 
7. EASY READING GRADUATIONS 


~< SO 
* OSES 


SS 
CENTRAL 3 SS 


—— 


1907 - 1947 


THE CENTRAL TOOL COMPANY Bae 


SPECIALISTS 
IN FINE 
MICROMETERS 
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Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking — sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in I4 Kt. gold and rolled gold 


plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 


oe 














For Quality and Craftsmanship 


LOOK AT THE DETAILS OF 


by Snoocks Jewelry! 











W. believe you will 
find no other little-girl 
jewelry available at this 
price-level, with such 
fine workmanship and 
finish. You’ll be proud 
to show your customers 
these superior details of 
delicate, fine precision 
work. 


Popularly Priced 
1/20 14K Gold-Filled 





Made Exclusively by 


LEVY-ANDERSON COMPANY 


45 Baker Street Providence, Rhode Island 
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Choose at Chicago. . . from the varied line of 
smart Landau watches... on display July 28 
through July 31 at the Stevens Hotel, Suite 
553-A. Prices range from $22.50 to $1500. 








MAX LANDAU & COMPANY, INC. 
22 West 48th Street, New York City 
... opposite Rockefeller Plaza 
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OVELTY Jewelry and Fad-of-the-Mo- 

ment Jewelry comes and goes. It suf- 

fers from a sort of 'fever''—up and down— 

and out. Good profit and turnover for a 

time—and then an inventory of "unsolds”’ 

and "unsellables" on many jewelers’ shelves 
—wiping out much or all of the profit. 


The LeStage Line is always a HEALTHY line. 


It goes steadily on its way—always in de- 


mand—no feverish spurts and flops. It makes 
profits for the jeweler — profits that stay 
pinned down in the bank balance—and on 
the annual balance sheet. 


Today, LeStage is in a position to fill your 
needs with a line of staple jewelry that has, 
through the years, been the backbone of the 
jewelers’ stock. 


Stag My 


NORTH ATTLEBORO, MASS. 


BRANCH OFFICES 


New York—9 Maiden Lane, A. H. Betz 
Chicago—29 E. Madison St., A. B. Pinero 
Monrovia, Calif.—110 El Nido St., James F. Loveridge 














Chains + Bracelets + Lockets » Knives » Baby Jewelry + Identification Bracelets 
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T 
7. 
¥ Not everybody knows 
the worth of a Gratz case but those 
° PS FESS 
who do would not willingly | Coss \5 
if 
accept a substitute. 
It’s been that way since 1910. 
LE © U-I § G R-.-A TFT @G eS & f. 2, oe ORS 
Manufacturers of Gold and Platinum Watch Cases 
a Lee ee ee ee “Sf oa a eee ee 
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SA THOWAL MEW MUEITOW 
, SWING 


l THE COUNTRY 





DIAMOND COLORSCOPE 


Satisfied users throughout the country are acclaiming the new DIAMOND COLORSCOPE for its 


unfailing perception of TRUE COLOR of diamonds. Eliminates indecision, guesswork and eyestrain. 


The TRUE COLOR of any diamond appears immediately with the use of the indis- f 0) 
* 


oX-Varto] ol (Wm Lola 4M TP A= Ditol i lolilo Mm Go) Kol tice) ol-MsT-Tilo M folam Zell Mm Oleh ikelilom Mel kolticte) \-Mielo (oh a 


Stece: © PROVIDENCE, R. |. 
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atchmak 


is a EF amily Tradition 
With Homis| 


Decade after decade, world history has been meas- 
ured by Homis Watches. From father t6 son, to 
son, the making of these superb, precision timekeep- Why not march forward with this proud family 
ers has been an unbroken family tradition. Equally, tradition and sales opportunity ? Enjoy the same 
there has been inherited pride of ownership among smooth, profitable selling that thousands of fine 
succeeding generations of select wearers. stores throughout the world find so nice about 


our line. 


A Revolutionary 


Merchandising Plan All over the world... the watchword is 


i Now in preparation _ 
Expect compelling ideas never seen before 
that will speed up and increase sales for 


tomis Dealers. Write for full information. 


HOMIS WATCH COMPANY e Manufacturers of fine timepieces since 1898 ¢ 315 W. 5th St., Los Angeles 13, Calif 


%& BRANCH OF HOMIS WATCH FACTORY, SWITZERLAND & 





hrewd shoppers have definite ideas on 

what they want and what they want to 
pay. That is why so many jewelers maintain a 
large and diversified stock of Gold Filled Jewelry. 
Through experience, these jewelers have found 
that when they show Gold Filled Jewelry they 
sell it. Yes, they sell it readily, because it offers 
excellent value at a reasonable price. 
This value-price combination, of course, could 
only come from the way Gold Filled is made. 
By the famous *‘Old-Sheffield” process . . . layers 
of Karat Gold are bonded to an alloy base and 
then rolled under great pressure. The result is a 
fine gold-clad material that is high in beauty and 
value, yet low in cost. 
So follow the line of least sales-resistance. Stock 
and sell Gold Filled Jewelry. It is what cus- 





HARD COMPACT _ ~*~ > | 
LAYERS OF : |= pfice they can af- 


KARAT GOLD 


ford to pay. 





Research Division of 


GOLD FILLED & ROLLED GOLD PLATE Mfrs. 
PROVIDENCE 1, RHODE ISLAND 
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Eproduced by © Family 
of Famed Watchmokers 


For almost a century and a half the technique of precise watch- 
| for 144 years - - - making has been a Blancpain family heritage ci Today, as in 
% the past, these world-renowned craftsmen steadfastly maintain 
the highest standards of watch construction and dependability. 


Representative jewelers are invited to inquire about Blancpain 


Watches in smart custom-built Cases. 


* Movements of Supreme Accuracy * In Custom-Built 
14 Karat Gold and 10% Iridium Platinum Cases 
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Distributed in America by 


PAUL H. SAMUELS INC. 


55 EAST WASHINGTON ST., CHICAGO 2 
West Coast: sa 


E. V. Hutten, 220 West Fifth Street, Los Angeles 13 
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UTOMADE ineans 


fine materials...designs that are in good 


taste through their classic simplicity and 


meticulous workmanship... these are the 


foundations of Automade quality. 


ALL SETS HANDSOMELY BOXED 


SOLD THROUGH WHOLESALERS ONLY 
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Watches of Mrmr 


AND Com/flotely SAFEGUARDED 
CLAIRE — INCABLOC ¢ 
pretening Tr me AGAINST DAMAGE AND SHOCK! 


movement. 14K, 5 ligne. 
Unusual diamond cut 
dial. $87.50. Keystone. 


WAKMANN — always alert to the newest and finest tm- 
provements in modern horological science—has provided 
the movements of this new group of ladies’ watches with 


INCABLOC shock protection. 


ENID — 17 jewel, T4K., Hine Every watch INCA BLOC equipped is proven 1000 
5 ligne—INCABLOC SS 2 P : ie a | 
| times stronger than a watch without—and insures absolute 
protected movement. f : 
Diamond cut dial. black de ~ » protection to the pivots of the balance staff——the parts of 
suede strap. $105. Key- — | 
stone. a oe WAKMANN Watches, INCABLOC equipped, are Un- 
conditionally Guaranteed against defect or damage. Available 


a movement most frequently damaged. 


at better jewelers. Nationally Advertised. 
SUSAN — INCABLOC 
protected 17 jewel 
movement. 14K., 5 ligne. 
Raised figure dial. Silk 
cord. $59.50. Keystone. 


DIANNE—I/7 jewel, 
14K., 5 ligne movement, : 
INCABLOC protected. Se ee | 
Raised figure dial. Silk sechaasxtipe uiscaeery 
gives watch move 


cord. $66. Keystone. » | lint y : 1000 times the 





Wf pio ¢, 
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452 FIFTH AVENUE * NEW YORK 18, N. Y. 


ALSO SOLE DISTRIBUTOR OF Direitling” CHRONOGRAPHS AND ° * GRAND PRIX WATCHES 
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200,060 | 
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READERS 








will see this 
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4 color ad in 
The finest, most beautiful 


MAGAZINE ja 
simulated pearls of all... 


‘ : are at 3B sae 2 er 
. [et Thal Faceless Sook 
: Coro, inc, New York 1, N.Y. 3 . 
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SIMULATED PEARLS 
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The tinest, most beautiful 








simulated pearls of all... 











Coro, Inc., 47 West 34th St., N.Y. 1 
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14K...17 JEWEL 




















Pat. App. for 


A POST ORIGINAL 


Identical twin designs especially 
created for men’s and ladies’ watches. Classic in their beauty... 


new in their exceptional promotional possibilities as a double 





sale for weddings, anniversaries and other dual gift occasions. 
In exquisite designs, precision made to new heights of 
dependability, Post Watches command the consideration 


of retailers with an eye for elegance and quality... 





an eye to sales and prestige. 


ev Vclhex Se AG, ad 
NATIONALLY ADVERTISED 14K... 17 JEWEL 


Consistent, attention-compelling advertising in Vogue, Harper’s Bazaar, Fortune, Esquire, Town and Country 


and other class magazines tells the Post Watch story for you. Our national advertising, together with your 


own displays and promotions will achieve for you the satisfying prestige that comes with satisfied customers. 


oe <T WATCH CO., INC., 607 FIFTH AVENUE, N. Y. 17 
: P v. = “Wntehes of Distinction” 
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GOLD AND PLATINUM JEWELRY 


SEND FOR COMPLETE CATALOG 
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R. PEARLMAN, INC. 


83 CANAL STREET @ WaAlker 5-0627 © NEW YORK 2,N. Y. 
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I, fay eBay Your foes leg? 


NOT it you want the Incredibly Magnificent 


Brown & Gravenson 24 Page 4-Color Roto Book !! 


Over % of a Million 
Already Sold tor Xmas. 1947 


This Xmas catalog is history in the making. You may have 
seen pretty catalogs before. You may have seen powerful 
catalogs before. But never in the history of the jewelry 
industry has anyone dared to spend $40,000. to get a 
“first copy” of a Xmas catalog off the press. Each page 
measures 8144 x 10 inches. There are 24 pages. Each 
alternate page is printed from a prize-winning natural color 
photograph. Yet, you will pay LESS for this catalog,— 
than for an ordinary catalog half the size. 





WE CHALLENGE YOU TO BUY Anywhere 
in America, A CATALOG THAT’S: 


VS0eB Seautifel, 


icently illustrated. You can almost touch the jewelry, so, 


— so magnif- 


lifelike, so colorful are the photographs. 


V Se Perfectly VAerchaudtsed ! The exact 


items in every department that you’ll be featuring this 
Xmas. Every item priced. Every leading nationally adver- 
tised brand featured! 


V Se Large-So Tnerpensive { / Yes,—though 
the B&G catalog is two to three times as large as most of 
last year’s catalogs, our prices are in the same price range 
as these smaller catalogs of last year. 


BROWN & GRAVENSON, INC. 4dccrzceceg 


101 WEST 31st ST. « NEW YORK (1), N. Y. 
PEnnsylvania 6-9556-9557-9558 
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This is the Bulova watch page—Page 5 of 
the Brown & Gravenson catalog. If you 
think this is beautiful, wait all you see it 
in natural colour. 


SOLD TO RUDOLPH BROS. 
and in 30 OTHER CITIES 
as Early as Last Mareh. 


Over 750,000 already sold. The shortage 
of slick paper prevents us from printing 
anywhere near the quantity that will be 
wanted. 


JUST 6 SAMPLE ce 
AVAILABLE FOR INSPECTION 


Write, wire or phone for one of these - 
copies for overnight inspection — sent - 
to you by Registered Airmail. Reserve 
this catalog for your Exclusive use today. 


Orders filled in sequence of receipt. — 


See it in New York — Write, | 
wire or Phone for ys al 

































A SPLENDID OPPORTUNITY 
FOR TWO REAL SALESMEN 





We have two territories open for top-notch men who 
have had a background of successful jewelry selling. 
These two men will join our organization because we 
can offer them a fine opportunity for a substantial an- 
nual income, based upon their ability to produce. They 
will carry a line that is very highly regarded by the 
trade ... backed by a firm with an enviable reputation 


for quality merchandise that is honestly priced. 


If you consider yourself such a salesman and are inter- 
ested in joining our organization, we invite you to write 
us for an interview. Please give full details as to expert- 
ence, etc. Appointments will be “arranged at our 


expense. 


GOODMAN 6& CO. 


42 WEST WASHINGTON STREET 


INDIANAPOLIS 4, INDIANA 
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YOU'RE LOOKING AT THE ORIGINAL 
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HODI- GEM 
RINGS 


imitation is the sincerest form of flattery 












. ” —but only the original Rhodi-Gem 
: rings offer you uniformly superior crafts- 
manship and styling. For your 

, * own protection insist on the original 
Rhodi-Gem Rings. 





pAGEIO LIES, 


THOSE RINGS 
OF FLASHING 
BEAUTY THAT 
NEVER DULLS... 








f — GCGOODMAN & COMPANY 


os . MAKERS OF FINE JEWELRY SINCE 1903 
42 WASHINGTON .-ST., INDIANAPOLIS 4, IND. 
2 ae 
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T’S NEW! 
T’S NEWS! 





« Bracelets e Vanities _eKeyChains =—s e~ Money Clips 
e Watches e Cigarette Cases © Photo Lockets e Tie Clips 
@ Earrings e Lighters J Cuff Links e Knives : 
e Clips e Lipsticks @ Rings e Barrettes — -* Rap, Bend. — < 


AS. GOLD & CO., 36 West 47th St., New York 19, N. Y. 
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What do you regard as of prime 

importance in colored stone rings? Quality? 

Style? Beauty? Flawless workmanship? Good value? 

If you emphasize all five, you'll inevitably turn to 
Remembrance creations, because there are none better 
to handle, to feature and to sell; none that sell 


easier and with less resistance, and stay sold! 


Rememlante TRING COMPANY, Inc. 


1 WEST 47th STREET NEW YORK 19,N. Y. 


NOTHING FINER CAN BE SAID OF ANY RING THAN: “IT'S A Remembrance.” 
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ALSO IN 1/20—12 KT. GOLD FILLED 


NANAS! COMPANY 
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IFIEIL GEIR 
RINGS 


SINCE 1880 








set with 
Star 


Precious and Semi-Precious Stones, 
ornamented with Diamonds. 


lLiadies’ Fine 14K Rings, 


Sapphires, Star Rubies, Catseyes, 


, Emer- 


Oriental Sapphires, Rubies 


alds, Tourmalines, Aquamarines, 
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Garnet. 


IFFFD 
Reg. Trade Mart 


Topaz-Quartz, Amethyst, 
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INC. 


IF. & FF. FIEILGIER 
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Manufacturing Jewelers 


480 Washington Street - Newark 2, N 
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OR SSNs: RRR 98 dina seston titan See sacs 


608 Fifth Avenue 


New York Office 


Correspondence should be addressed to Newark, New Jersey 
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Finesse 
The Success Story 


of 1947 


Reorders are the key to successful 
selling. And the steady flow from 
our customers prove once again that 
Finesse Bands of Beauty SELL THEM- 
SELVES. 


Your success story will be built on 
reorders when you feature Finesse 
Bands of Beauty. For they combine 
the matchless beauty of ultra-smart 

* + ete / 
styling with strength and durability 
of precision construction. 








Finesse Bands of Beauty are 1/20-12K gold 
filled and are available in Yellow, Pink and 
White (Rhodium Finish). Orders filled 


through your wholesaler only. 


Finesse Wristlet 


JEWELRY CRAFTSMEN SINCE 1903 


36 East 20th Streets New Yorke3eN.Y. 








The new ROPETTE is 
available in bulk and also 
assembled and carded 
with end pieces adapt- 
able to the conventional 
watch case. Your inquiry 
is invited. 
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RERTLY 


New and original! Now, extra sales with these stunning creations by R & S 


: 
... for him... for her. Carefully-selected genuine and synthetic stones 


attractively mounted in gold settings. Six different sets now available. Beau- 


tiful display unit and advertising mats free. 


Ba 


Sold only through wholesalers 
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UMMtlthtsetdlar 


SCORES AGAIN with another i 
REG, U.S. PAT. OFF 
first for modern jewelers: 











a precision assembly for, rings consisting of 






















a Olde English initials on a solid gold 
/ \ 
: a shield inlaid in genuine black onyx and 
‘ 
z ‘ fastened with a flat-head screw, 
\ : 
i \ «we ° ‘ A 
; \ the initial shield is flush with the : 
. : 
MAGICARVE FEATURES ' ‘ a oe 2 
Genuine Black Onyx. I ‘ onyx surface, and is so F 
oe ~_ ony ee F ‘ 
in Black, Blue or Red on \ : — 
Solid Gold Shields. | ) \. precisely fitted that it appears 
— aan — — entirely r \ ‘ 
nterchangeable. Sizes: \ 
14/12, 16/12 and 18/13 MM. : . to the naked eye to be 
\ 
MAGICARVE is the ! ‘ as one surface. 
Exclusive Manufacturer of / a 
the carved and inlaid stones \ 
for fraternal organizations / ‘ 
which has proven so popular / \ 


and profitable to the 
jewelry trade. 











Genutne Onyx 
Cushion Shape 
Base 
























Solid Gold \ 
Initial Shield \ 
with Flat-Head Screw \ 
\ 
j \ 
‘ For Accredited \ 
ve Ring Manufacturers Only \ 
‘ 4 
a 
a 
CWOM ne. sali 
THE RINGMAKER’S NO. 1 SOURCE OF SUPPLY 
7 WEST 45th STREET © NEW YORK 9, N. Y¥. © LONGACRE 3-3218 
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shape, 
curve, a 
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selling 
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Rec King Ce. . Bue. 87 NASSAU STREET, NEW YORK, N. Y. 
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There is more value 
hand carved into 
every matched wedding 
ring set by Bridal 

Ring than you 

will find in merchandise 
at twice the price. 

And your customers 
know it! When 

you stock and display 
these fast-moving 
profit makers—watch 
your sales curve 

go up! You will be 
delighted and amazed 
at the speed they 

sell! Sold direct 

from manufacturer to 
you, Bridal Rings 

will prove your 

best repeat business 
getter. 24 hour 

service on all special 
orders — another 
great plus service 


for you by the 
Bridal Ring Co.., Inc. 


Write or wire for 


complete information today. 


from 
exclusive 


designs 
by 
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yy, SPARKLING 
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CHROME PLATED ELECTRIC PERCOLATOR-: 


WAcltesate frcceler INCORPORATED 


— * Nek 710 SANSOM STREET ° PHILADELPHIA 7, PA. 























SET—4 pieces: percolator, sugar, creamer and 
oblong Chrome tray. Hammered design... $32.00 
CHROME COCKTAIL SHAKER SET—8 pieces, 
including large Chrome tray..............$21.70 
ELECTRIC BROILER—DeLuxe model with Thermo- 
slatié beat Wndicitor.........2. cs. ee. $20.50 


ALL PRICES KEYSTONE 


Please—don't telephone or wire. 
Mailed orders will be filled. 






PRICE FEATURES THE WORLD’S LEADING LINES ...AT THE RIGHT PRICE ALWAYS 
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Largest Selling Item In MARCASITE JEWELRY 
TIE HOLDERS 











704 — $13.50 KEYSTONE 

















708 — $14.40 KEYSTONE 


709 — $13.50 KEYSTONE Fg lg $14.40 KEYSTONE 


An ideal personalized gift for men — most appropriate for Father's 
Day, Graduations, Birthdays, Anniversaries, the Best Man and Ushers 


at Weddings. 


Hand set, genuine Marcasites, in Sterling Silver Mountings — Rhodium 
Plated. 


We also make a distinctive line of Marcasite Earrings, Bracelets, 
Brooches, Rings, Pendants and Cuff Links. 


All goods will be shipped the same day that the order is received at our 
factory in Newark. 


FRIGERIO DIAMOND TOOL CO. 
Manufacturers of _ Marcasite Jewelry 


93 LAFAYETTE STREET NEWARK 5, N. J. 
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est Quality at Lowest Prices!’ 















No. 1777 — Synthetic ruby or blue spinel, genuine 
onyx. Choice of encrusted fraternal order. 10k and 
14k gold mountings. 


No. 1830 — 10k or 14k gold Fraternal Ring, enam- 
eled emblem. 


No. 1914 — Shrine ring, 14k gold with diamond 
set platinum emblem. 
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SUPPLIES rou WITH HIGH POWER SALES APPEAL! 


Increasingly, volume-conscious jewelers everywhere 
are recognizing the validity of the LB policy of “High- 


Also outstanding in the LB line are fraternal 
rings, emblems and lapel pins, distinguished 
watch bracelets, and quality rings crigina- 
tions for men and women. 


I 








~~ 
\ 
\ 


MATCHED BRIDAL SETS 


Illustration is typical of ‘ 
smart styling. These rings 


‘ie sold in group lots. 


»\ 








No. $348 — Eastern Star cluster ring, 14k gold set 
with synthetic rubies, sapphires or genuine garnets, 
enameled emblem. 

No. $311 — 14k ladies’ cluster ring, choice of gen- 
vine and synthetic stones. 

No. 1832 — 10k or 14k gold man’s ring, with syn- 
thetic stones. 











Established Over A Quarter Century 





Lt . 
* oF quart*” 


MANUFACTURERS AND ORIGINATORS OF QUALITY RINGS 


2 WEST 47 STREET © NEW YORK 19, N. Y. 
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DALLAS 
Emil F. Burger 














Since 4900 





ARRY & BEN FRACKMAN 


I N C 


® 8 7 86:2 £2 2 fa 


20 WEST 47TH STREET 
EW YORK 19,N.Y. 


MIAMI BEACH 
Julian E. Newbauer 
































° * 















x 





to FASHION PROFITS 





Night 

and day, 

little white lies 
are winked at. 
Provocative as 
the real 


thing, 
















they lend importance 







to afternoon suits 


...a touch here 


(White fis 






...a touch 





there. 






Cones Stiiney 


ot LEADING JEWELRY, 389 Fifth Ave., New York 16, N. Y. 


136 THE JEWELERS’ CIRCULAR-KEYSTONE 





*Reg. U.S. Pat. OF. 






corn by Monica Letweis recording artist for Signature records. 
] 


Or ginals by 
RESEN 


Lar-Rings 


Attention Jobbers! 


Triple your wedding ring sales 
by adding these matching earrings 
to all of your existing Resen 


wedding rings. 


*Wed-Ear-Rings matched set of 
exquisitely carved wedding rings 
of sto Mm-toladlsle Pam Mila-1-Wm ol-tolehihael Mmalalef- 
. . . one for the finger, one for 
each ear ... three sales in one 
fo) am Mole 


In platinum, gold and palladium. 


Oruginals by 
RESEN 


i. Ww. RESEN, INC... 62 WEST 47th STREET, NEWYORK I, May, 


MANUFACTURERS OF WEDDING RINGS AND MOUNTINGS 
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Lenox bracelets have made such great 
strides because their styling is clean, smart, 
up to the minute. They offer the simplest 
operating mechanism available plus the 
exclusive positive lock. Take advantage of 
Lenox fast selling features — order from 


your jobber today! 


TO OPEN RATCHET 
Press in small knob on side 
of catch with finger and 
slide catch back as far as 
it will go. Catch will open. 


TO CLOSE RATCHET 


Press down hinged catch 
against wrist and push 
ratchet in. Catch is now 


locked securely. 


SAFETY CATCH 
A dependable lock and 
inner lock. Open sepa- 
rately, close in one motion. 


JEWELRY PRODUCTS CORP. & 
8-10 LIBERTY PLACE NEW YORK 7, N.Y. | 
Pat. App. for, Lic. under Pat. Nos.: 2004206, 2193596, 1985835, 1985836 
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DAVID SARKIN ... 
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AND FLOWERS GROUP 


Betrothal sets that sparkle and glow with the living lustre 


of precious stones ... The engagement Ring: a diamond 


enthroned in platinum trim which enhances the beauty 


and warmth of the stone; the band, of fourteen karat yellow 


or white gold .. 


. The Wedding Ring, the ingeniously 


fashioned platinum trim setting superimposed upon a 


band of fourteen karat yellow or white gold, complementing 


the engagement ring in 


design and in spirit! 


Another Wilberg achievement in popular-priced 


jewelry for the young lovers who throng the 


Main Streets and Broadways of America. 


Mats furnished for newspaper advertising! 


7 Main Office and Factory 31 West 47th Street 


Chicago and Vicinity Miami Office 
Representative 233 E. Flagler Street 


Bob Lewin os _ Michael and Aaron Berg 


New York 19, N. Y. 
Southern 


Representative 
Si Berg 
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NOW... Rings- OLSbss Offers YOU... 





.. RIGHT IN YOUR OWN STORE 








You could be told in every imaginable way how the beautiful 
Rings-O-Bliss Tray can help you. 24 hour engraving and sizing 
service ... small inventory and investment, etc. But, nothing 
can convince you as much as a 10 day FREE trial in your 
own store. 


NO OBLIGATION 


Try this tray for 10 days and, if you are not absolutely satisfied 
and enthused, you may return the tray without obligation. 
Just mail the attached coupon ... and SEND NO MONEY. 
Naturally, we can send this valuable tray only to satisfactorily 
rated jewelers in the United States. 


MAIL FREE TRIAL COUPON P 


Bb Kerg le sare 


29 EAST MADISON ST. CHICAGO 2, ILLINOIS 


FOR JUNE, 1947 


TO MAKE THE TEST THAT CONVINCED THOUSANDS 


REPRESENTATIVES 


A few select territories are available to properly qualified men. 
Please include all information in first letter. 





MAIL THIS COUPON TODAY 








Bliss Ring Co., Inc., Dept. K-4 
29 E. Madison St., Chicago 2, Ill. 


Gentlemen: 


| 
| 
| 
Please send me the Rings-O-Bliss Tray on your 10 day | 
FREE trial offer. I understand I may return the tray and =| 
rings within 10 days and there is no obligation on | 
my part. 
| 
] 
] 
] 
] 


FIRM NAME 
ADDRESS 
CITY STATE 
BY TITLE 


seni eeansetenntatesstitanelptaaeninasninis tneaaaitiaainaliiil can, 
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AMERICA’S MOST COMPLETE LINE 
OF FINE LEATHER STRAPS 





rn 
Smart WE ay and KARLTON 1-PC. STRAP 


America’s most famous 
novelty Western leath- 
er strap, made of ar- 
tistically tooled Steer- 
hide . . . will fit any 
watch. 










SOLD 10 AND THRU 
WHOLESALERS ONLY—WRITE FOR SAMPLES! 


DAVID GUSS & COMPANY 





MAKERS OF FINE WATCH STRAPS SINCE 1922 


121-5 No. EIGHTH STREET, PHILADELPHIA 6, PENNA. 


pe , > eens ae 
A WATER pepettanr i 
2 Fabric Watch Str onal 


3 see oe : “ ie Re ad #3 
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WATER-REPELLENT CLOTH STRAP 


Made of durable Zelan Cloth in 
assorted colors: Navy, Tan, 
White and O. D. with both white 
and yellow buckles. 


CALIFORNIA OFFICE: LOEW’S STATE BLDG. 
707 S. Broadway, Los Angeles 14, Cal. 


PHONE: VANDIKE 6695 
SALES REPRESENTATIVE: GEORGE DOLIN 
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BIRTHSTONE 
FOR MARCH 


The ancients say that lovers born in March 


should wear 
because the 


nn Aquamarine, Stone assures happiness 


crs, the SCCTS 


in 
vve and marriage, For oth say, the Aqua- 


arine offers Wn danger at sea. 


protection fr; 
Whatever the reason, there 


parkling Burt-styled 


vGld band. Idea! 48 4 gilt tor birthd 


| ays, $f) 00 
ecial UCCASIONS — anid for vourself! 


STORE NAME 


Ss pride in the \ 


‘earing of this 
Aquamarine 


ring with its yellow 
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“Business. 


¢ 





‘ 


_ of 
der the Burt-Stone 
ihe Month and your free 

newspaper mat. 
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exotic EMERA DA ‘ 


Urt-stone for May 


















that you will be provd to feature. 




























































The Ancients took their name 
for the emerada from the 
Persian word meaning 
“green,” and dedicated the 
stone to Venus, Goddess of 
. eet Love. For all women in love, 
BAY ee ae an e. Burt has specially styled the 
Z, ¢ es Sata we 3 - : emerada as the synthetic birth- 
lat? " v6 ' stone ring for May. 
St led b Burt oa 
N ¥ 4 .. Egyptians believed this flash- 
a *. ° . 
‘ For adventurous, outdvor- . ing green stone could ward off 
: ‘ as e all evil, and Burt has drainatiz- 
loving men who like things ed that legendary § 
rugged, this genuine “Tiger " power in this roman- (}"" 
Eye” ring is a favorite. It’s ° tic design of the ring. 
masculine-looking, handsome. , ' 
and will wear forever. The e STORE NAME 
Stone is set in 10-Karat solid . 
. 
sold. 
STORE NAME 
‘ 4 4 A a E 

















10th Floor Plymcuth Bldg. 


Minneapolis 2, Minn. 
DIVISION OF 
AMSTERDAM 


DIAMOND CUTTERS 





AND IMPORTERS. INC. 
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* © eeeneor™ 


"tance, yielding stor eran ‘end 
every day of every year. alee ~ 


: founded 1905 oS 


Louis Jacobitti Jr. Chas. Weithas 
New York, New York New England 


, 1K goid, Brooches, Earrings 
itter not shown) * * * 


Morry Goldstein 
8639 W. Olympic Bivd. 
Los Angeles 





THE JEWELERS’ CIRCULAR-KEYSTONE 














The touch of the great Old Masters lives 


in Alsan’s craftsmanship today .. . 
guiding the creation of Alsan’s 

exquisite designs and perfect finish 
... just as beautiful traditions govern 


the wedding ceremony itself. 










b) 





AVAILABLE ONLY THRU ALSAN'S SELECTED WHOLESALERS, 


whose experience and guidance are at your service. 






Ask to see Alsan's unique "all sizes merchandising tray 





} 


THE LINE OF BEAUTY ~~ | 


62 West 47th St., New York 19, N. Y. 








Western Office: 220 West Fifth Street, Los Angeles, California 
Mr. Albert B. Cohan, representative 
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ONE OF THE LARGEST 


MAKERS OF ZIRCON RINGS 


Patrons who demand the finest and yet are 
guided by price considerations will find their 
wants fulfilled in the fine line of Zircon Rings 
created by FRANCINE. Featured by leading 
jewelers everywhere, Zircons by FRANCINE 
are available in 10 or I4 kt. gold in a wealth of 
modern and classic style creations... FRANCINE 
Zircon Rings are definitely worth featuring 
because they offer unrivalled value at their 
attractive prices. Three of a distinguished group 
of men’s and women’s models are shown... 
your inspection of the complete line is invited. 


A memo packet of FRANCINE Zircon Rings 
will be sent to wholesalers on request 


© 


MANUFACTURING JEWELER’ 
16 West 45th Street, New York '! 


Ladies’ and Gents’ Stone Rings « Fraternal Rings - Platinum Mounting: 








3 


3555. 


SAKES eet es TREE: a eA 
LEM megeaae + te SERELELS 


ee a Ps 


H™: an item to help you attract “‘in-between”’ 


business — women who can’t afford a silver- 
ware chest but want something more substantial 
than a silver rol]! These new packettes made with 
Pacific Silver Cloth come in 26-piece, 52-piece, and 
special sizes. Prices on request. 
Pacific Silver Cloth actually prevents tarnish 
with lifetime effectiveness. It is specially treated to 
prevent tarnish from reaching silverware. Tell your 


customers that it saves countless hours of polishing. 

Pacific Silver Cloth is advertised consistently in 
leading national magazines and in 60 key news- 
papers throughout the country. Available in pack- 
ettes as shown above and also in silver chests, 
hollow ware bags, flatware wraps and place-setting 
rolls. Order from your distributor or send us the 
coupon below. PaciFic MILLs, 214 Church Street, 
New York 13, N. Y. 


PACIFIC SILVER CLOTH IS BEST BY TEST 


This is what happened to five gleam- 
ing new spoons in a tarnish test* 
recently conducted by the United 
States Testing Co., Inc. Only Spoon 
A, protected by Pacific Silver Cloth. 
retained its original sparkle! The 
other four.spoons, though wrapped in 
various ‘“‘anti-tarnish”’ and ‘“‘tarnish- 
proof’’ cloths, did tarnish as shown. 


*Test #70448, Mar.6,°46 (photos absolutely unretouched) 


TLL oF REFUND P 

SS ¥* i> 

© Guaranteed by @ 
Good Housekeeping 
S Woy ~ 


aN 
4S apvenristd WHE 


Pacific Silver Cloth is guar- 
anteed by Good Housekeeping 
as advertised therein, and it 


is recommended by leading CITY.. 


STREET ADDRESS.-ccccccce 
Peer eee Teer Terrery .’.! TEREERELEEEEEEE. LLY TERETE ere 


PACIFIC MILLS, Department J C 6 

214 Church Street, New York 13, N. Y. 

Gentlemen: I am interested in (wraps, [jchests, [_' hollow ware bags, [] place-setting rolls, Fj pack- 
ettes made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature. 


Sana euweeeeeeeee es we 
A 
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We are pleased to re-introduce to the watchmakers’ field a new lathe with 
accessories by Rivett, a company long associated with progressive design 
and precision. Rivett was one of the first to produce a watchmakers’ lathe 
in this country, as early as 1884. Having devoted the last 35 years to the 
design and production of fine instrument and toolroom lathes, Rivett re- 
turns to our field with a fresh approach and full knowledge of the past 
art and recent engineering advancements. 


Totally enclosed headstock eliminates vibration and affords convenient hand 
support for operator. 

Headstock spindle runs on super-precision ball bearings pre-lubricated 
for life. 

Outboard spindle pulley permits the use of endless woven belt in place of 
linked raw-hide belting—souree of noise and vibration. 

The Rivett 1R, though departing from old-fashioned form and construction, 
retains the standard dimensions of the ““WW’”’ type lathe to permit interchange 
of existing attachments, 





PRICES 
Ten-Chuck Combination .........................-.-9179.50 
1R Wire Chucks, Nos. 1 and 2 Metric, each.. 3.50 ' 
1R Wire Chucks, Nos. 3 to 50 Metric, each.... 3.00 


1R Wire Chucks, Nos. 51 to 65* Metric, each 3.50 
*Holes stepped 7/32” deep. 


Please ask your jobber for complete illustrated circular. 


HAMMEL, RIGLANDER & CO., INC. 
395 FOURTH AVENUE . NEW YORK 16, N. Y. 
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All Stonewall Watch Bracelets packed in beautiful 


plastic gift box. Written guarantee with every bracelet. 


a ee a 
Se eae ee 


 & one ee 


Ladies’ 20 10 Kt. Gold Filled, Expansion. Stainless back, carded. 


Sold through wholesalers only 


STONEWALL PRODUCTS CO.,, Inc. 
79 Seventh Avenue at 15th Street, New York 11, N.Y. 
amine WAtkins 9-4874 


M. DIAMOND 
29 E. Madison St., Chicago 220 W. 5th St., Los Angeles 
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HERE'S WHY You’ 


YOU'LL SELL MORE OF THESE, the World's Finest WATCH STRAPS 


Skies 2242 DETROIT AVENUE * TOLEDO 6, OHIO 
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Il Increase 


GENUINE SHELL CORDOVAN WATCH STRAPS 


Pav 





*tc yu 
« 


You'll be proud to offer them. To see them is to recognize their out- 
standing quality. They're always an improvement on the straps they 
replace. 


The art of tanning, fine coloring and finishing Shell Cordovan is known 
only to a few master craftsmen. 


EXCEEDINGLY BEAUTIFUL 


Shell Cordovan, that exceptionally tough part of the horsehide from 
the rump, ASSURES UNUSUALLY LONG LIFE. They're highly re- 


garded and sold by the discriminating everywhere. 
UNSURPASSED SALES PROMOTION AIDS 


Beautiful circulars and merchandise display cases and cards. Four 
dozen assorted new unusual colors—colors that men like—in a solid 
Fabricoid jewelers’ folding display book, a real value at only $30. One 
dozen on a folding and standing display card, in individual carton, 
only $7.50. 


ORDER SOME OF THESE FAST-SELLING, 
BEAUTIFUL, SERVICEABLE STRAPS TODAY! 


Samples gladly sent to rated jobbers 
and export agents on memo. 
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Heads you win — tails you win... for our magnificent 
Craftmode “Checkerweave” Watch Bracelet is the out- 
standing value on the market today. Superb design, 
genuine quality workmanship and proper pricing makes 
the Craftmode a must for alert jobbers and the stores 

IM il they serve. Craftmode styles are available for both men 
and women, in 1/20-12K Gold Filled, in yellow, white 
and pink. Easily adjusted to wrist size. 


Here, in our modern fac- 
tory and sales offices are 


gathered all the best fa- i 
cilities for quality produc- 
tion and truly dependable 

service. 


MANUFACTURING CO 
21 Audubon Avenue, New York 32, N. Y. 


SOLD THROUGH THE WHOLESALE JEWELER ONLY 
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| Watch for illustration in the next issue of 


Crown Warist Bann Co.. Ine. 


116 NASSAU ST. NEW YORK 7, N. Y. 


ATTENTION... 


NATIONAL WHOLESALE JEWELERS! 


0A Nnno UNCING THE NEW 


O—~ CEDAR —o 


DOUBLE SAFETY RATCHET* 


ONE OF THE SIMPLEST, FASTEST AND 
SAFEST RATCHETS ON THE MARKET 


— 

or aa ab 
\ 
ee 
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MANUFACTURED BY THE 


PATENT PENDING* 
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Immediate Delivery (ALARA 











(wo brilliant new McClintock models (one an alarm) —superbly 
finished and beautifully designed in the same tradition of smartness 
and fine quality that characterizes the complete McClintock line. 





Now available for immediate delivery! .... Colorful, daring and 
provocative — with every assurance of sales appeal. 


SEE YOUR AUTHORIZED McCLINTOCK DISTRIBUTOR 


1 McClLINTOC 


ELtcrYrereic 












MAM DF A CY UR Ee eR cL 6 ec Ks 


0O.B. McCLINTOCK CO, 
MINNEAPOLIS 3, MINN. 
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HERE'S WHY... 


Because most whiskers lie flat, the Collman “58”  — 
Electric Shaver has 58 double combing teeth {see “A” 
on enlarged shaving head above) which comb whiskers 
‘“‘up,”’ guide even the stubborn ones directly into the 
58 cutting slots (see ““B’’ above). These cutting slots 
ie are ‘‘staggered’”’ to keep whiskers from sliding through 

fe and being missed by the cutter. The 58 double cutting : , 
teeth (see ‘‘C’”’ above) tapered, precision-ground from 
the finest surgical steel, provide dual cutting action for 
each of the 58 cutting slots. Thus, whiskers are 
sheared off cleaner, faster, easier. 











: Colimon Mfg. Corp. — 
: 421 West 12th Street 
oat Mar ) S ‘ee 


ELECTRIC SHAVER—iIT SHAVES 
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bigger SCRAP allowance 
thru W ILL 3 ms “dyna-flo™ 


(You're paid for ALL precious metal) 





Williams’ “ Dyna-flo” refining method goes the limit 
in extracting the precious metal content from your 
scrap. Not only gold, but every last pennyweight of 
platinum,* palladium, silver and dental scrap is re- 
claimed and you are paid accordingly. “ Dyna-flo” is 
an exclusive Williams process... faster, more efficient 
and thorough. Your allowance is triple checked with 
a detailed refining report: submitted. Send all your 


scrap to Williams. 
*Now paying the highest price in years. 








Williams has consistently paid high prices for scrap. 


WILLIAMS GOLD REFINING CO., INC. 


BUFFALO 14, NEW YORK - FORT ERIE N., ONTARIO - HAVANA, CUBA 
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Mode] "199" _— 
Fits Right In With Any Jewelry Line 





al 


PERFUME IME DISPENSER 


( LEAK-PROOF } 
HOLDS ONE DRAM 


















A ‘tractiy ely 








Enchantingly modern ... for moderns... Priced. 
the lovely “Tip-Tap” is truly the ultimate 2 
in perfume dispensing convenience. 95 
Holds one dram of your favorite perfume ° Shiny q No Luzury Tos 
. : | * Rho old Plat 
. and cleverly designed for its release Odium Plate a ed 

| with a gentle “tip-tap” pressure of the 
| magical plunger . . . that closes automatically 
SALESPEOPLE: 


—when not in use . . . securely preventing A Sututan teceuey te 
leakage. Tiny, screw-top dome cap holds coum ay ee 
the delicate fragrance within. For , 


New outlets invited. 





purse or boudoir, you’ll rave about the in Semmens Se 
exciting beauty and modern convenience $9124 
; ne ; : PER DOZEN 
of this thrilling accessory aid to IMMEDIATE. DELIVERY 
romantic loveliness. Minimum Order 1 Dozen 





An adorable gift for her ... and her... and her 


cree hand 4H tana 1v_the YOUR pavorrte ROU MINE 


GRAND PRODUCTS CO., 57 WEST GRAND AVENUE, CHICAGO 10, ILL. 
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PAULSON NON-SPARK 


INTRODUCES 


MODERN SIMPLIFIED SOLDERING 


MAKES YOU AN EXPERT 





THE CLIMAX OF 25 YEARS OF SOLDERING MACHINE LEADERSHIP 


*% NO PITTING 
% NO ARC 
% NO SPARK 


Accessories to simplify operation include stand with adjustable car- 
bon, small carbons with holder, clip with handle, contact for precision 
work, spring clamp tweezer, self-locking tweezer, cords for plug in. 
Operates on 110 volt, 60 cycle alternating current. Solders heavy sil- 
ver rings with ease. Size 9%" high, 12" wide, 8" deep. Shipping 
weight, 35 lbs. 


NO. G12687, Paulson Non-Spark Soldering Machine, complete with 
simple instructions covering all branches of soldering and with bottle 


of Paulson's Perfect Soldering Solution included....... $42 50 





HENRY PAULSON & CO. 


37 S. WABASH AVE. ° CHICAGO 3, ILLINOIS 
SEE PAULSON'S MODERN DEVICES AT THE NCJA CONVENTION ¢ STEVENS HOTEL « CHICAGO 
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STANDARD UNBREAKABLE | WATCH CRYSTALS INC. 


OUR NEW 1947 
CATALOG IS HERE! 


Our new 1947 Standard Unbreakable Watch Crystal Catalog will 

show you the way to larger profits and many business 

building opportunities. Complete with instructions, diagrams, and 
alphabetical index, so that finding the proper size crystal is a matter of 


seconds. Write for your copy today! 








Guaranteed against discoloration, shrinkage, or absorption of moisture, non-inflammable. Standard 
Unbreakable Crystals are crystal clear . . . look like glass, feel like glass, have all the desirable quali- 


ties of glass, but are better than glass... THEY WILL NOT BREAK. 
Complete line of Cabinets and Crystal Assortments to fit both your business and your budget. 


AND LENTILLE CRYSTALS 


Wholesale Distributors: 
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BIG BUSINESS BUILDERS 
15 DRAWER STEEL CABINETS 


ASSORTMENT NO. A-2 ASSORTMENT NO. A-4 

10 Gross Fancy beveled-edge crystals, 2 10 Gross Fancy beveled-edge crystals, 2 
gross Lentille Chevees with complete In- Gross Lentille Chevees, and 2 Gross Water- 
serting Set, including cabinet. proofs in '/, sizes and flange edges, with 


complete Inserting Set, including cabinet. 








The SUC Inserting Set 
ASSORTMENT NO. L-18 


Inserting set with a I'/2 gross assortment of SUC 
Lentille Chevee crystals in '/. sizes, packed in a 
beautifully finished mahogany chest about the size 
of your Telephone Directory. 


ASSORTMENT NO. LW-39 


This popular assortment contains |'/2 gross SUC 
Waterproof crystals in '/, sizes only, packed in an 
attractive mahogany chest complete with SUC !n- 
serting Set. 


Assortment for Waterproof 
Watches 


ASSORTMENT NO. W-1 


I'/2 Gross Waterproof crystals in '/2 sizes and flange 
edges complete with the attractive one drawer, 2 
compartment container. 













WATERPROOF, FANCY STANDARD 
UINBREAKABLE WATCH 
CRYSTALS. ING. _385.Gerard Avenue, New York 31 onal 








HAMMEL-RIGLANDER & CO., Inc., 395 Fourth Ave., New York 16, N.Y. 
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WHITE ROSE “Diamonettes 


PATENTED 


The sparkle of White Rose Diamonettes simulates 
the lustrous fire of genuine diamonds—a feature 
to be found in no other unjeweled wedding ring. 
This exclusive feature is accomplished by setting 
exquisitely carved 18 kt. white gold roses into a 


band of 14 kt. yellow gold by a special process. 





Superior craftsmanship and design loveliness are 


combined in the White Rose Diamonette to make 


Send for Our 
Latest Catalog 
K-6 
of Mountings, 
Wedding Rings 


a ring worthy of the loveliest bride. 


White Rose Diamonette 
Wedding Rings 


14 kt. Yellow gold with 
18 kt. White gold flowers. 


Ladies’ Rings Men's Rings 
Size 4!/2 to 8!/, Size 9 to 12 


No. 36—-$11.00 No. 38—$19.00 


37— 13.50 40— 19.00 
39— 10.00 42— 22.50 
41— 15.50 44— 22.506 
43— 19.00 
45— 19.00 


Terms 2% 10 days net 60 
All prices Keystone Key 


Memorandums Available on Request 
Mail orders filled promptly 


WHITE ROSE JEWELRY Manufacturing Co. 


45 ROSE STREET, NEW YORK 7, N. Y. 
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(Simulated) 


earls by Mutylo 


Manufacturers of Milglo Rosaries and the 
Elco Sterling Silver Identification Bracelets. 
Sold only through Wholesalers. 


Milslo’s #308/5 illustrated, worn by 


Sheila Ryan starring in 
‘*Philo Vance’s Secret Mission’’ 
Producers’ Releasing Corporation 


-MILGLO JEWELRY COMPANY, INC. 
302 Fifth Avenue - New York 1, N. Y. - 
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COLD FELCED 


and 


ROLLED GOLD PLATE 


A Pure Nickel base for Gold Filled and ‘Rolled Gold 


Plate is your assurance of durable jewelry. ‘ 


The Nickel base means you have corrosion- resisting 


metal all the way through. \ 


Gold on Nickel is a versatile metal. It can be read 


. ao ” . \ “ 
worked into fine jewelry of the most delicate design. * \\) 


Pure Nickel also is a quality base for Silver, 
Palladium and other metals used in filled or 


rolled plate. 






ecu erce . 


- aes ‘Brows Wniseen eat ° 





THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N.Y. 
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THIS JUNE 
MOK BRIDES 


THAN 
EVER DEFOKE 
A WEARING 


/ Al. wed 


RINGS BY WOOD 





Advertisement 





J... Wood Advertising 
Makes Selling Easier 





Power of nationwide campaign helps 
convince customers before they 


actually go out to buy 


ewelers in every state are profiting 

from the grand-scale advertising 
campaign for Art-Carved rings which 
continues month after month in the 
nation’s leading magazines. 





They are discovering that customers 
who come to them after reading Art- 
Carved ring advertising trust the dia- 
mond value of a ring marked Art- 
Carved. They know that only leading 
jewelers carry them, and they know, 
too, that the manufacturer of the ring 
guarantees its fine quality. 


Because of their shopping habits in 
almost every other field, most cus- 
tomers prefer to buy nationally 
known and nationally respected brand- 
name diamonds rather than gems and 
settings about which, as laymen, they 
know comparatively little 


Often, customers visit jewelers who 
stock Art-Carved rings and request a 
specific style as pictured in an Art- 
Carved ring advertisement. This grow- 
ing custom is almost revolutionary in 
the field of fine jewelry, but it is one 


LOOKING IN YOUR WINDOW 








Here's a different way to tell the June 
wedding story in your windows. It will 
catch the eyes of couples who are “‘in 
the mood” during this month of 
weddings. 

Letter on a pale blue card, “... for 
the girl who caught the bride’s bou- 
quet.” Place a lovely bouquet (your 
florist can supply a paper replica), a 
wedding cake box, and an Art-Carved 
solitaire on one side of the card. Ar- 
range other Art-Carved sets in front. 











which works entirely to the retailer’s 
advantage, because it directs the at- 
tention of both customer and jeweler 
toward specific merchandise, narrows 
the field of selection, and more often 
and more quickly culminates in a sale.| 


Greatest Campaign 
in Wood History 
Backs Ring Sales 


full-page advertisements for Art-' 
Carved rings by Wood appear month 
after month in these top-circulation 
magazines: Life, Look, Mademoiselle, 
Charm, Glamour, Junior Bazaar, Sev- 
enteen, and Esquire. 


This tremendous advertising force 
in behalf of the retailer of Art-Carved 
rings is unprecedented in the field 
of fine jewelry. Reaching almost 
30,000,000 readers, the national maga- 
zine advertising for Art-Carved rings 
has pioneered in presenting dramatic- 
ally and in good taste brand-name dia- 
mond rings of excellent quality and 
great beauty. 


It has served to inform the customer 
by including dependable merchandis- 
ing facts about diamonds in every ad, 
thereby promoting confidence in the 
general subject of diamonds and in the 
jeweler who offers genuine value in 
every sale he makes. 

In this way, Art-Carved advertising 
has helped to interpret the diamond 
industry to the buying public and has 
served jewelers as well as itself. 


J. R. WOOD & SONS, Inc. 
216 East 45th Street 
New York 17, N. Y 


Cooperate with the Jewelry Industry Council. 
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It's your glimpse of the stars 
.. the ring he's just slipped on your 
For here are rings in the great tradition 
Trl Me tls lisve lok MR icolsMe delaic Mel lolastolsl> Mantels t-129 
atelslehi ali Moh Mm a Aelel+ ME. t*1-tai MelsleMl slolitts | loMiiolls! 141-14 
fine settings in original designs by our inspired gol 
mngs worn with pride and affection by 
At better jewelers, ask to see a ring marked (A fared 
ind rings $75 fo $,000. Wedding rings from $9 





J rings by VVG0d 


NEW YORK i a eee 





BELOVED BY BRIDES FOR ALMOST A CENTURY 
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the BALL company 


Wholesale 


JSewelers 


Garland Building * 58 East Washington Street, Chicago 2 
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Morning Star is headed for stardom on 
American tables everywhere . . . 
because it’s new .. . exciting .. . 
different from any other silverware 
pattern ever produced. We are proud 
to welcome to our line the newest 
pattern by Community*. . . creator of 
Coronation*, Lady Hamilton* and 


Milady*. 


Full page, full color, magazine adver- 
tisements will introduce Morning Star 
to over 71,000,000 readers. Your 
customers will see ... read about... 
ask you for this bright new star among 
silverware patterns—Morning Star— 
created by America’s favorite silver- 


ware manufacturer .. . Community! 


*Trade-mark 
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now—or the first time 
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Jewelry and Cosmetics. 


will be available to one fine store 
in towns and eities where there are 


no conflicting Eisenberg franchises. 


This change in our merchandising policy is effective immediately. 
It means that your customers will look to you for the most 
advertised and publicized costume jewelry today—glistening 
Eisenberg Ice*, jewel-toned pieces, compacts and cigarette cases. 


Eisenberg jewelry is one of the few lines which still has imported, 


hand-set stones at such prices. This new policy also applies to 


our complete line of perfume and cosmetics in the famous-four 


Eisenberg fragrances: Stirrmg, Startling, Excitement and Enticing. 


BUT LET US IMPRESS UPON YOU EMPHATICALLY THAT IT , 
DOES NOT MEAN THAT WE ARE INVITING NEW DRESS ACCOUNTS. 


Please consider this an invitation to discuss 


Our new policy—and how it affects your store. Write: 


HISENDERG & SONS 


Merchandise Mart, Chicago 54, Illinois oneg. U.S. Pat. Off 
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EXCLUSIVE CREATION 


NEW 
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fieorgian Rose 
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io . . * * 
Eighteenth Century delicacy of ornamentation is 
seen in its true beauty in Georgian Rose—one of the 


most graceful of Reed & Barton Sterling patterns. _ it dl & | lo | 
Only the finest silver craftsmen could achieve the LT iy ar it 
perfection of design, shown in each tiny rose and Lj . 7 Sil | 

scroll, and in the handsome bold gadroon border. LSE; - 
1824 
263 





REED & BARTON, SILVERSMITHS, TAUNTON, MASS., SINCE 


i . 
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LPoes 20% more sterling 


Get that—and more — 
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REYNOLDS. 


JEWELERS MACHINERY 


STEADY, YEAR "ROUND PROFIT 



























REYNOLDS REYNOLDS REYNOLDS 

































Crated — PRESSES | 
\'s105.00 $65.00 $325.00 
F.0.B. PROV. F.0.B.PROV. | 


F.O.B. PROV. 





REYNOLDS REYNOLDS REYNOLDS 
FOR FOR FOR : ; } : 
POWER DRI AUTOMATIC There’s nothing particularly startling 
DROP ! 
— — HAMMERS about this clock. All it does is keep 





good time and sound a lusty alarm 









when an alarm is needed. 





Reynolds is YOUR HEADQUARTERS for new JEWELERS MACHINERY AND has 
one of the most complete new-condition stocks of USED MACHINERY available 
anywhere! Send us your inquiries. 


REYNOLDS MACHINERY CO. 


303 EDDY STREET « PROVIDENCE, R. l. 


It’s neat in style, rugged in construc- 
tion, but that’s commonplace enough 


where a Gilbert is concerned. 

















jako Handsome dependability at a fair price 








. . . those features are plainly evident 


METAL 
LAPS 


Made to fit Buf- 
fing head, Lathe 
or any other 
machinery. 


in this as in all Gilbert alarm clocks. 


* 





| And, just such evidence of real 
Prices start at 


$7-90 each 


Immediate Delivery 


ALKA PRECISION TOOLS & EXP. WORK 
22-44 122 ST. COLLEGE POINT, N. Y. 


Tel. Flushing 3-6125 wk kw 


value is what today’s increasingly 





selective consumer looks for. 














ASK YOUR WHOLESALER 








MOST WIDELY USED 
WATCH AND CLOCK OILS 


for more than a 





WILLIAM F° THE Wo. L. GILBERT CLOCK Corp. 


Clock makers to the nation since 1807 


WINSTED, CONN. 
Laconia, N. H. 





551 Fifth Avenue 141 W. Jackson Bivd. 
New York 17, N. Y. Chicago 4, Ill. 
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Special Notices 


Payable invariably in advance. 

Rates under all headings except “Situatiens 
Wanted” $1.50 for first 25 words. Additional 
words, 5c. a word. 

SITUATION WANTED 75e. for first 325 
words. Additional words, Se. a word. 

Heavy type, $3.00 for first 25 werds. Ad- 
ditional words, 10c. a word. 

Name, address, initials and abbreviations 
eount as words, and are charged for as part 
ef the advertisement. 

If answers are to be forwarded, enelose 15c. 
extra to cover postage. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose eriginal 
letters of re endations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 


sseoeerannmeiscimtcamct ie Sean Ss NA 
Situations Wanted 


7Sc. fer first 25 words, Sc. for each ‘addi- 
tienal werd; minimum charge 75c. 





DIAMOND setter, experienced, high class 
work, seeks position; prefer California. 
— Konig, 145 W. 45th St., New York 

ty. 


WATCHMAKER, engraver, salesman, El- 
gin graduate; 15 years’ experience; 
best ef references as to character and 
ability. Address “C., 183,’’ care J C-K. 








SALESLADY; watches, diamonds, jewel- 
ry, silver; watch and jewelry repair 
estimator; references. Address “L., 
223,” care J C-K. 





WATCH dial; Swiss specialist on dial re- 
finishing, . wishes position; can take 
charge of department. “F. C.,” care E. 
Marchal, 364 Etna St., Brooklyn, N. Y. 





WATCHMAKER, reliable, European 
trained, factory experience; better class 
stores; best of references. Write Box 
1780, Sarasota, Fla. 


»* 


YOUNG woman, experienced in watch 
materials, some typing, interested in 
working for watch or jewelry firm; 
references; New York. Wa 8-0517. 


a 


VERY fine watchmaker, of long experi- 
ence, seeks position with high grade 
jeweler; excellent reference. Aé€@dress 
“D., 83,” care J C-K. 


WATCHMAKER, first class, 25 years’ ex- 
perience, desires position with ethical 
jeweler, at Summer resort; East Coast 
— Address “F:, 250,” care 














WATCHMAKER, wants position in Cen- 
tral States; 25 years’ experience: best 
of references ; licensed in two States; 
Position must be permanent. Address 
“W., 243,” care J C-K. 





DIAMOND man, excellent background, 
buying and selling, thoroughly experi- 
enced mounting and merchandising; 
finest references. Address “C., 295,” 
care J C-K. 





MAN, 38, wishes position manufacturing 
or retail jeweler, view learning trade; 
capable, efficient, good character; sal- 
ary secondary ; vicinity New York City. 
Address “B., 293,” care J C-K. 


BOOKKEEPER experienced in the manu- 
facturing line, capable of taking full 
charge of office and all detail work that 
is required. Address “C., 289,” care 
J C-K., or Lu 3-3993, New York. 


ENGRAVER, first class, general letterer, 
monograms and inscriptions, on gold 

.» and silver; Southeast; state salary and 
hours in first letter. Address “N., 375,” 
care J C-K. 














APPRAISER, salesman, very productive, 
open for responsible position in reputa- 
ble loan office; highest character anc. 
business reference. Address “T., 5996,” 
care J C-k. 





FIRST class watchmaker, 35 years’ ex- 
perience, wants to change position; 
take over repair department in Cali- 
fornia, Arizona, or any warm climate. 
Address “P., 5994,” care J C-K. 





COMBINATION jeweler, engraver, dia- 
mond setter; 20 years’ experience; 
would like position with fine retail 


store paying top wages; Southern 
States preferred. Address “A., 246,” 
care J C-K. 





WATCHMAKER, salesman, chronograph- 
expert, Swiss and American watches; 
Bowman graduate; 20 years’ experi- 
ence; best of references; permanent 
position only. Address “V., 218,’ care 

-K 





IN pawnbroking business five years, de- 
sire good proposition different whole- 
sale line; young, personable, bonded, 
veteran; ideal man Friday for busy 
executive. Address “M., 209,” care 
J C-K. 





ENGRAVER, 20 years’ experience, letter 
and monogram, on jewelry and silver- 
ware, desires position with high class 
retail store paying top salary; South or 
Southwest preferred. Address “Y., 
245,” care J C-K. 





MANAGER, saleswoman; jewelry, cash 
or credit; 15 years’ experience; 33 
years of age; single; three years’ ex- 
perience as manager, desires position ; 
references furnished. Address ‘“S., 229,” 
care J C-K. 





WATCHMAKER, thoroughly experienced, 
own tools, young, reliable, European 
trained, desires to make change of posi- 
tion; New York or New Jersey location 
preferred. Address “E., 317,’ care 
J C-K, 





WATCHMAKER, married, veteran, 
graduate watchmakers’ school, retail 
store and trade experience, wishes posi- 
tion as assistant to expert watchmaker ; 
prefer Metropolitan New York area. 
Address “S., 308,” care J C-K. 





DIAMOND jewelry salesman, highly pro- 
ductive executive type, seeks position 
in active retail establishment, between 
San Francisco and San Diego; very 
finest reference. Address “Y., 356,’ 
care J C-K. 





CERTIFIED watchmaker, A-1 mechanic, 
20 years’ experience; also capable 
salesman, accustomed to meeting better 
class of trade; good references from 
high grade stores; salary $100 per 
week. Address “A., 357,” care J C-K. 





ENGRAVER, 28 years’ experience in 
highest class stores, 17 years with pres- 
ent firm, desires position with reputable 
firm on West Coast or Pacific North- 
west; age 46; best of references. Ad- 
dress “V., 310,’’ care J C-K. 





A-1 diamond setter and jeweler, early 
forties, 25 years’ experience in platinum 
and gold special order and commercial 
jewelry fabrication; all around diamond 
and stone setter; family man; perma- 
nent. Ae@dress “H., 5987,” care J C-K. 





SALESWOMAN, experienced; good 
knowledge of diamonds, watches, jewel- 
ry, silver, etc.; some buying and re- 
pairing, when necessary; repair es- 
timator; capable of assuming responsi- 
bility; references. Address “E., 224,” 
care J C-K. 





MANAGER, 20 years’ experience, thor- 
oughly experienced in every phase of 
cash and credit business, merchandis- 
ing, collections, window trimming and 
advertising; references furnished: now 
— Address “N., 284,” care 








SALESMAN-manager, young man 39, 19 
years’ retail jewelry experience, seeks 
permanent connection with reliable bet. 
ter class establishment; thoroughly ex. 
perienced in all phases of the. business: 
excellent references. Address “N,, 329." 
care J C-K. 





Ett 

PAWNBROKER’S manager; 20 years’ 
experience; age 38; expert appraiser 
salesman, merchandiser, diamonds, 
jewelry, cameras, odd ends; capable as. 
suming full responsibility; can make 
modest investment; location immaterja] 
Address “N., 286,” care J C-K, ; 








GRADUATE of Elgin Watchmakers (o)}- 
lege interested in permanent position 
on salary or lease basis, in good store: 
also jewelry repairing and engraving : 
age 36; 15 years’ actual experience: 
references that will satisfy the most 
critical. Address “L., 282,” care J C-K. 








SALESMAN, costume jewelry, large fol- 
lowing South and Southwest, among de- 
partment stores and specialty shops, 
wishes to make a change; now con- 
nected with large manufacturer; age 
40 years; commission. Address “R,, 
353,” care J C-K, 








CREDIT store manager, fully experienced 
in every phase of business, _merchan- 
dising, special orders, repair sales, 
credits and collections; 25 years’ ex- 
perience; presently employed, wants 
change; must be assured apartment or 
fiat. Address “S., 355,’’ care J C-K, 


—~— 


SALESMAN, proven ability, top-notch, 
finest references; 14 years’ experience, 
traveling Western States, with high 
annual volume; available for outstand- 
ing line of branded diamonds or 
watches ; travel territory by car; prefer 
drawing account against commission 
basis. Address “‘M., 326,” care J C-K. 


WATCHMAKER, good producer of first 
class work; 10 years’ experience; can 
merchandise watch service and handle 
all or any part of department; 32 years 
old; married; two children; college 
graduate; reference; desirous to locate 
Florida, California or Southwest. Ad- 
dress “R., 267,” care J C-K. 











DISABLED veteran; reliable family man, 
finishing watchmaking course, desires 
job as watchmaker’s apprentice and 
generally handy around jewelry store; 
salary minor object as long as there 
is a chance of learning business. Paul 
— Shore Road 5-0636, New 

ork, 





WATCHMAKER, first class, with many 
years’ experience, European trained in 
factory and in the repair shop; fast 
and accurate in all kinds of work; 
possess own tools; capable in taking 
charge of a repair department, desires 
position with a progressive organiza- 
tion. Address “V., 288,” care J C-K. 





STORE manager; practical man of wide- 
ly diversified experience, excellent 
background; enviably qualified selling, 
handling displays, advertising, buying, 
credits, collections, personnel co-or- 
dination, etc.; all replies held in strict- 
:* Address “C., 5944,” care 


a 


MANAGER, available for retail credit 
jewelry store; possesses over 295 
years’ experience in jewelry indus- 
try; thoroughly acquainted with 
buying, merchandising, in fact with 
every phase and operation of a mod- 
ern credit store; excellent trade ref- 
erences. Address “B., 294,” care 


J C-K. 


WATCHMAKER, first class, desires 4 
position in a fine store, one with a run 
down watch repair department through 
inexperienced employees; I am capable 
of building up your watch repair de- 
partment in a short time to a_high 
rated reputation; all replies will be 
strictly confidential. Address “E., 272, 
care J C-K. 








rr 
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SITUATIONS WANTED—continued 


—_—_ 


COMPETENT manager, with back- 
ground of 20 years’ experience, in 
large volume credit stores; knows 
every conceivable phase such as 
sales force management, credit and 
collection supervision and technique 
of merchandising, advertising and 
display; irreproachable references; 
will consider Eastern Seaboard only. 


Address “F., 302,” care J C-K. 


AVAILABLE ; thoroughly experienced re- 
tail cash and credit diamond, watch, 
jewelry, salesman-manager; 25 years’ 
retailing experience New York City and 
elsewhere; Metropolitan New York pre- 
ferred, although will consider reason- 
able distance from New York depending 
type employer; excellent background. 
Address “Loyal, 369,’ care J C-K. 


MANAGER, thoroughly experienced, 
accomplished watchmaker and jew- 
eler, capable of assuming full re- 
sponsibility and handling personnel, 
desires position in charge of large 
store department or concession; op- 
portunity for anyone seeking a 
young executive with outstanding 
qualifications. Address “F., 319,” 
care J C-K. 


HAVE you live clean merchandise; 
salesman, with unlimited promotion 
ideas, and known among credit 
jewelers coastwise, interested in as- 
sociating and becoming partner with 
ambitious manufacturer or _ § im- 
porter, with creative post-war line 
of merit; no smart jeweler passes up 
appealing merchandise. Address 
“M., 374,” care J C-K. 


COMBINATION position desired; 
supervise branch or small jewelry 
store, also do fine watch repairing 
and plain engraving, make esti- 
mates on all work; thoroughly ex- 
perienced in cash and credit busi- 
ness; operated my own store 15 
years; can furnish surety bond; 
married; good health; no bad hab- 
its; 32nd Degree Mason; best of ref- 
erences; salary and commission 
basis; prefer Southern California, 
on the Coast. Address “H., 345,” 
care J C-K. 





























Lines Wanted 


Minimum echarge (25 words) $1.50 
Additional werds, 5S eents a word 





SALESMAN, with following among the 
top New York and Middle West jewel- 
ers, interested in representing manu- 
facturer of fine platinum and diamond 
line. Address “N., 327,” care J C-K. 

WATCH SALESMAN, Pacifice Coast ter- 
ritory over 20 years, desires good line 
of watches in 14K and gold filled: 
commission basis. Address “E., 1449,” 
care J C-K. 

SALESMAN, to represent manufacturer’s 
line of gold jewelry to the better retail 
jewelers, Metropolitan area and New 
Jersey; thoroughly experienced; best 
— A@dress “C., 5955," care 








——— 


GOING jewelry store, wishes to contact 
reliable wholesale jewelry firm for pur- 
pose of receiving goods on consignment: 
overseas veteran; G.I. loan approved; 
sincerely appreciate all favors. Address 
“E., 259," care J C-K. 








CHAIN store sales; highly rated sales 
organization, with 25 years established 
connections in chain and department 
store fields, seeks items capable of de- 
velopment into volume sales. Karavan 
Trading Co., 263 Fifth Ave., N. Y. 16. 





EXPERIENCED and well known sales- 
man, with Fifth Avenue showroom, de- 
sires to represent manufacturer of 
sterling silverware in New York City, 
on commission basis. Address “A., 
268,” care J C-K. 





RING manufacturing and wholesale 
jewelry house, with travelers coast to 
coast in Canada, desires jewelry lines; 
we will act as distributors or repre- 
—— Address “A., 291,” care 





SALESMAN, is desirous of representing 
jewelry manufacturer; line must be 
priced right; have following among 
jobbers in New York City, Philadel- 
phia, Baltimore, Washington and Bos- 
ton. Address “H., 368,” care J C-K. 





NATIONALLY advertised manufacturer’s 
line wanted by top flight traveling sales 
organization, selling best rated volume 
wholesalers; offices located in New 
York, Chicago and Los Angeles; com- 
mission. Address “P., 1324,” care J C-K. 





PACIFIC COAST salesman who calls on 
the better trade, desires a line of 
platinum, gold chains, lockets, crosses. 
watch cases and specialties; best of 
a. Address “C., 1448," care 


- 
~ 





SAN FRANCISCO representative, open 
for manufacturer’s merchandise, for 
domestic and export; 250. potential 
buyers; sold trade for the past 20 
years. Chas. Grellmann, 704 Market 
St., Mutual Building, Room 814, San 
Francisco, Calif. 


SALESMAN, with well established fol- 
lowing, amongst jobbers and large 
chain stores in New York City, New- 
ark, Philadelphia, Baltimore, Boston 
and Providence, desires to represent 


reliable manufacturer. Address “R.., 
206,” care J C-K. 











REPUTABLE salesman, with successful 
following, among well rated wholesale 
jewelers in Chicago and Midwestern 
cities, desires side line of gold-filied 
men’s knives, chains or other desirable 
men’s jewelry. Write to, Room 1615, 
Heyworth Bldg., 29 E. Madison St., 
Chicago, Ill. 


Side Lines 
Minimum charge (25 words) $1.50 
Additional words, 5 eents a word 








SALESMAN, watch material and jewel- 
ry; exceptional opportunity. Address 
“P., 211,” care J C-R. 





EXPERIENCED salesmen wanted, call- 
ing on retail jewelers, to carry side 
line; contact us for further informa- 
tion. Address “E., 5978,” care J C-K. 





SALESMEN, with following in Midwest, 
South and Pacific Coast, retail trade; 
yellow gold ring line, on commission 
basis; long established house. Address 
“D., 239,” care J C-K. 





JEWELRY salesmen to represent repu- 
table manufacturer of exclusive wedding 
ring line; territories open, Pacific Coast 
and South: straight commission. Ad- 
dress “V., 242,” care J C-K. 





SALESMAN to carry outstanding line 
gents’ gold and ladies’ stone set rings, 
to retail and chain jewelry stores; com- 
— basis. Address “P., 287,” care 





MANUFACTURER of ladies’ and gents’ 
colored stone rings, wants salesman 
with following among retail jewelers, 
New York City and vicinity. Address 
“J., 5961,” care J C-K. 


— 





OLD established firm has an opening for 
salesman to sell jewelry boxes, as a 
side line, to retail jewelers in New York 
City and nearby towns, on a liberal 
commission basis. Address “C., 247, 
care J C-K. 





TRULY different line of charms, in 14K 
and sterling silver; to the better jewel- 
ry stores only; several territories avail- 
able for representatives with entree to 
this type of trade. Address “T., 217, 
care J C-K. 





SALESMAN wanted, by manufacturer 
ladies’ and gents’ gold stone rings, on 
commission basis; men with experience 
among jobbers, for New York, and man 
for Chicago; give all details. Address 
“L., 5962,” care J C-K. 





SALESMAN, Pacific Coast, calling on 
weil rated stores, carry short single 
tray of unusual 14K hand carved 
wide wedding rings; give complete 
details. Address “E., 185,” care 
J C-K. 


DISTRIBUTOR desires salesmen for ex- 
clusive line jewelry display pads, easels, 
trays, stands; velvet covered, wood and 
lucite; protected territories, liberal 
commission. Address, Kreative Dis- 
plays, 8809 W. Pico Blvd., Los Angeles 
35, Calif. : 





—EEE 





SALESMAN to carry a manufacturer’s 
popular priced gold ring line, consist- 
ing of men’s, ladies’, misses’, boys’ and 
baby stone set and signet rings, ‘on 
commission basis; territory Pacific 
Coast only. Address “A., 237,” care 
J C-K. 





SALESMEN wanted, to carry side line 
of popular priced Swiss watches on 
commission basis; all territories open ; 
only men with established following 
may apply: give full particulars and 
references in first letter. Address “H,, 
195,” care J C-K. 





SALESMEN or jobber wanted, to handle 
a line of anti-tarnish bags and rolls for 
silverware and compacts; priced very 
reasonable; rated manufacturer has 
openings for many States; item will 
be steadily reordered. Address “L., 
373,” care J C-K. 





MANUFACTURER, of fast selling line 
of 14K cluster earrings, which are 
popular priced, selling direct to the re- 
tail trade wants two seasoned salesmen 
with following: one, for the West Coast 
and one for the City of Chicago, and 
vicinity; commission basis. Address 
“L., 201,” care J C-K. 


ad 





ESTABLISHED line silver plated candle- 
sticks, candelabra and novelty items 
in cast metal, available for following 
territory; Florida, Georgia, North Caro- 
lina, South Carolina, Tennessee, Ken- 
tucky and Virginia; commission; state 
experience and lines now carried, if 
any. Address “C., 360,” care J C-K. 


SALESMAN, A-l1 for Southern Terri- 
tory; outstanding semi-mounted line 
engagement and wedding ring sets 
in gold, also platinum; selling im- 
portant retailers; commission basis, 
large earnings; state references; in- 
formation strictly confidential. Ad- 


dress “W., 311.” care J C-K. 


MANUFACTURER wants’ experienced 
salesman, with car, to call on retail 
jewelry stores, with delivery line of 
ladies’ and gents’ 10K and 14K colored 
stone rings, San Francisco ané. vicinity ; 
also other territories open; state full 
= Address “G., 5960,” care 











(Continued on page 342) 
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(Continued from page 341) 





DISTRIBUTOR or salesman wanted 
for Hawaiian territory; must be res- 
ident; to sell leading Swiss watch 
line, well known in the Islands; 
write giving full particulars; all cor- 
respondence held in strict confi- 
dence. Address “Y., 235,” care 
J C-K. 

WATCH salesman to represent a well 
known, complete Swiss watch line; 
several territories open; only men 
with past experience and good fol- 
lowing, among well rated retail jewel- 
ers need apply; good opportunity 
for right man; full particulars in 
first letter. Address “V., 234,”’ care 
J C-K. 











Help Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





EXPERIENCED salesman wanted. Write 
Hopper’s, Inc., Jewelers, Durham, N. C. 








ONE diamond setter; one jewelry repair- 
man. John <A. Marshall, 350 Spitzer 
Bldg., Toledo, Ohio. 





JEWELERS, three, on_ special order 
work; $2 per hour and bonus. Address 
“K., 275,” care J C-K. 





ENGRAVER, experienced, or beginner, 
for a small trade shop, in California. 
Address “K., 348,” care J C-K. 





JEWELRY manager for department 
store, fine jewelry department. Ad- 
dress “N. Y. 5588,” care JC-K. 


WANTED, first class watchmaker; com- 
mission or salary. A. Brandenburg, 
Independence, Iowa. 








WATCHMAKER for Nashville, Tenn. ; 
excellent conditions, good opportunity ; 
state age, experience, salary expected. 
Address “H., 253,” care J C-K. 





WANTED, jewelry salesman for retail 
credit jewelry store; permanent posi- 
tion for right party. Hart Jewelry 
Store, 134 W. High St., Lima, Ohio. 





WATCHMAKER, who has had experi- 
ence in retail store; excellent salary. 
Brown’s Jewelers, 395 Main St., Stam- 
ford, Conn. 





SALESMAN wanted, costume 
with following to cover 
States; references required. 
“B., 314,” care J C-K. 


jewelry 
Southern 
Address 





WATCHMAKER, young, single man; 
good opportunity in pleasant, progres- 
— store. Olson Jewelry, Ft. Dodge, 
owa. 


WANTED, first class watchmaker for 
permanent position; send all infor- 
mation in first letter. Phillips Bros., 
Inc., Lynchburg, Va. 








WATCHMAKER for West Coast posi- 
tion; permanent; good working condi- 
tions; state age and experience. Ad- 
dress “E., 2040,” care J C-K. 


SALESMAN, for Pacific Coast, to carry 
our line of gold jewelry and ladies’ 
stone rings; retail trade. Address 


“P., 378.” care J C-K. 








WATCHMAKER, experienced, for perma- 
nent position, with old established firm ; 
good salary or commission. Address 
Borg Jewelry & Optical Co., Missoula, 
Mont. 





JEWELER, old established Washington, 
D. C., firm desires a man experienced 
on platinum special order work; give 
reference and salary expected. Address 
“N., 210,” care J C-K. 





WANTED, manager for retail jewelry 
store in Louisiana town of 20,000; han- 
dles fine sterling and china; salary and 
commission. Address L. B. Edelman, 
Rider Jewelry Co., Baton Rouge, La. 





SALESMAN, experienced, wanted by 
wholesaler of many nationally known 
commodities, to cover Kastern Pennsyl- 
vania, Maryland, New Jersey and Dela- 
ware. Address “E., 362,” care J C-K. 





WANTED, first class jeweler and dia- 
mone setter; must be guud on repair 
work and have trade shop experience. 
E. M. Davis, P. O. Bux N 2, Greens- 
boro, N. C. 





EXPERIENCED girl; diamond and gold 
jewelry manufacturer and wholesaler ; 
top salary for experienced person; state 
qualifications in detail. Address “N., 
121,’ care J C-K. 





WANTED; watchmaker for permanent 
position; prefer school graduate with 
about five years’ store experience; $75 
per _— Write Box 6379, Pittsburgh 

, Pa. 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,’ care J C-K. 





JEWELER and engraver wanted by 
Vosatko’s, Midland, Texas; nice work- 
ing conditions, in steam heated, air 
conditioned building; if interested send 
references and salary expected. 


WANTED, first class diamond setter 
and engraver; steady position, good 
salary; one-man shop; a store estab- 
lished in 1907. J. Ralph Tobin & 
Son, Springfield, IIl. 


WATCH crystal fitter, who has experi- 
ence with all types of glass and lucite 
crystals; exceptional opportunity for 
competent man; good salary, plus com- 
mission; state age, experience in letter. 
Address “G., 252,’’ care J C-K. 


SALESMAN: manufacturer of exclusive 
line of 14K and 10K gold crosses and 
bracelets for charms, desires man to 
carry this as a side line for sale to 
finest retail trade; Eastern territory. 
Address “L., 199,” care J C-K. 


WANTED, aggressive operating manager 
for outside selling, jewelry, silverware 
and household equipment; extremely 
interesting proposition for one who 
qualifies. Hugh Jewelry Co., Inc., 191 
Main St., Painesville, Ohio. 

















SALESMAN; man with retail experience 
in selling quality merchandise; excel- 
lent opportunity for man capable of 
assisting in management of _ store. 
Brown’s Jewelers, 395 Main St., Stam- 
ford, Conn. 


JEWELER on platinum special order 
work; A-1 mechanic; excellent oppor- 
tunity and a fine city in which to live; 
rapid promotion if ability is shown; 
write in detail. Address “Q., 277,’ care 
J C-K. 


MATERIAL man: established Cleveland 
material house interested in adding to 
our staff an experienced man; excellent 
opportunity for right man; state quali- 
fications fully. Address “J., 280," care 
J C-K. 


REPRESENTATIVES, with a following 
among the retail trade, desired by lead- 
ing ring house: weekly drawing ac- 
count against commissions; all replies 
strictly confidential. Howard Ring Co., 
29 FE. Madison St., Chicago 2, TI. 











SALESMEN wanted for watch importer - 
top notch men with following in retail 
stores in South, Southwest, Middle Weg; 
and West Coast; write full details in 
confidence; commission basis, Addregs 
“R., 307,”’ care J C-K. 








SALESMAN; manufacturer of €xClusive 
line of 14K and 10K gold crosses ang 
bracelets for charms, desires man to 
carry this as a side line, for sale to 
finest retail trade; Middle Western ter- 
ritory. Address “D., 271,” care J C-K, 





Sie 

WANTED, first class watchmaker; must 

be able to estimate work, sales ability 

use timing machines; position perma- 

nent; salary $100 weekly to start: can 

furnish housing. Geo. W. Taylor, Box 
589, Williamson, W. Va. 








SALESMEN, side line, with retail follow. 
ing, for East, Middle West and South: 
carry better costume jewelry and al. 
lied items; commission; give detaiis 
ee Address “N., 334,” care 

af 








WATCHMAKER wanted; salary $100 
weekly; must be first class man; this 
is a permanent position under ideal 
working conditions, in town of 30,000 
located 10 miles from Detroit. Write 
or wire, Elson Jewelers, Ferndale, Mich. 








ee 


WANTED, good watchmaker to take 
charge of all watch repairs for high 
grade, small store; send reference ané 
any other desirable information to, 
Pendleton Jewelry Co., 525 State St., 
Bristol, Va. 








WATCHMAKER, with experience; 
good working conditions; retail 
store; overtime opportunity; steady 
employment, vacation. Gurney Bros, 
Co., Established 1841, Main St., 


Brockton, Mass. 





WANTED, diamond setter and special 
order jeweler; must have experience 
and reference; salary discussed on con- 
tact; guarantee steady employment. 
Address, E. W. Vick & Sons, 205 E. 
Lroadway, Long Beach, Calif. 





WE have an opening in our store for 
an engraver and repairman; town 
of about 20,000; not an industrial 
town with firm founded in 1875. 
_ and George, Charlottesville, 

ae 





SALESMAN, Middle West and Texas; 
well known diamond bunch ring and 
jewelry manufacturer; no objection to 
other non-competing line; right man 
should earn $15,000 annually. Address 
“*M., 120,” care J C-K. 





MANAGER, for retail installment bus- 
iness; must be experienced and 
know every phase of operation; ex- 
tremely liberal salary and bonus ar- 
rangements; replies confidential. 


Address “W., 22,” care J C-K. 


SALESMAN wanted to carry a whole- 
saler’s line of rings and jewelry; 10% 
commission to be paid; different terri- 
tories now open; many of leading man- 
ufacturers lines carried. Address “L., 
5148,” care J C-K 


ENGRAVER wanted, to do fine letter 
and monogram engraving on flat- 
ware, hollowware and jewelry, in 
high class retail store; good salary; 
permanent position. Klein & Son, 
Jewelers, Montgomery, Ala. 

















WANTED, costume jewelry and compact 
salesmen: nationally advertised line 0 
openings for alert, aggressive salesmen 
with following for Michigan, Wisconsin, 
Iowa, Illinois, Chicago area, New York 
State and Pennsylvania. Address “S., 
216,’’ care J C-K. 
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HEL’ WANTED—Continued 











) -ESENTATIVE; to cover Middle 
an States, with large following, 
for old established concern, with com- 
plete line of jewelry including costume ; 
on commission basis; give full particu- 
lars. Address, “Circular 1506, Room 
1415, Heyworth Bldg., Chicago 2. 











aaa 


— 


ENGRAVING _ Studio, well advertised, 
long established, equipped, finest in 
New York City; exclusively retail; over 
50,000 customers; earning etter than 
310,000 yearly; can increase with trade 
work and other repairs; $3,500 cash; 
retiring. Address “‘N., 351,” care J C-K. 


| 








—_— 


WANTED, by manufacturing firm, one 
experienced platinum worker; one ex- 
perienced diamond setter; also one ex- 
perienced salesman; permanent job in 
Southern city; references required; age 

Onn 


30 to 35 preferred. Address “K., 255, 
eare J C-K. 





_—_— 


JEWELER, fine mechanic, capable of 
taking charge of a shop of 18 men, 
American; fine opportunity for the 
right man; position pays salary and 
bonus; state exactly what you can do 
in — letter. Address “J., 276,’’ care 
J C-K. 


—_—“"—"—_ 


WANTED, watchmaker; preferably a 
man who received his early training in 
a well known watchmaking school, with 
about 20 years’ experience working for 
a jeweler; salary $100 per week; per- 
manent position; 48 hour week. Write, 
Box 6379, Pittsburgh 12, Pa. 











EXPERT watchmakers, to work for New 
Orleans’ leading jewelers; permanent 
positions in air conditioned modern 
workshop; our watchmakers earn from 
$100 to $150, per week. Write, wire or 
Phone Adler’s, 722 Canal St., New 
Orleans, La. 





WATCHMAKER wanted at once; first 
class for permanent position; excellent 
salary and working conditions; finest 
store in North Texas: established 20 


vears; give full particulars in first 
letter. Tappan’s Jewelers, Sherman, 
Tex. 





WATCH material man; excellent posi- 
tion open in a large mail order house 
in Ohio; when replying, give full par- 
ticulars including experience, reference 
and salary expected; replies kept con- 
2 Address “S., 5805,” care 
‘ “IX, 





SALESMAN, for high grade jewelry and 
watch lines; traveling by car, experi- 
enced, aggressive; references; with re- 
tail following, covering New York, 
Pennsylvania, Ohio, Michigan, Illinois; 
vs Address “A., 5880,” care 





SALESMAN, experienced, calling on 
retail jewelers South Atlantic States, 
to represent manufacturer of well 
known line of gold rings; estab- 
lished territory; liberal drawing ac- 
count; give full details first letter. 


Address “E., 365,” care J C-K. 


JEWELER; first class model maker ac- 
customed to doing fine work, to take 
full charge of factory making gold 
rings; located Middle West: salary 
$6,008, first year and bonus; state quali- 
fications in strict confidence. Address 
“N., 4974,” care J C-K. 


—— = 


SALESMEN: sizzling side line item, 
gold filled ankle bracelets; sell for 
us or buy and sell for your own ac- 
count; best value ever offered in the 
history of jewelry business; send for 
samples; describe your background. 


Address “L., 204,” care J C-K. 











SALESMAN, experienced, for jewelry and 
novelty jewelry line in established ter- 
ritory, Ohio, Michigan, Indiana; prefer 
man who has traveled in these States; 
unusual opportunity for one who is 
ambitious; drawing account against 
commission. M. A. Safran Corp., 107 
S. Eighth St., Philadelphia 6, Pa. 





DIAMOND setter, jeweler, combination 
man for the South’s most progressive 
air conditioned shop, manufacturing in 
gold and platinum; work and live in 
comfort; have your own home and 
garden; half hour from work; refer- 
ences required. Clein Bros., 74% Edge- 
wood Ave., Atlanta, Ga. 


— a - a —— — —_—— 


WATCH salesmen, for established 
well-known watch importer. with 
diversified line; only those with 
substantial watch experience and 
good following among better retail 
jewelers need apply; state full par- 
ticulars. Address “H., 299,” care 
J C-K. 





SALESMAN to represent large silver re- 
finer, selling to manufacturing silver- 
smiths and industrial accounts; perma- 
nent position and good earning pos- 
sibilities for right man; write fully. 
The American Platinum Works, Dept. 
W, 231 New Jersey R. R. Ave., New- 
ark, N. J. 


eg re ee 





ee 


YOUNG lady, thoroughly experienced, 
to take complete charge in office of 
merchandise production  depart- 
ment, for large diamond ring house; 
good future; write stating full par- 
ticulars; information will be stricily 
confidential. Address “G., 296,” 
care J C-K. 





HEY caster; manufacturer with modern 
top-notch casting department, gold and 
platinum, and molds, will offer an ex- 
ceptionally experienced man an oppor- 
tunity hard to beat; this proposition 
will require that you have a little busi- 
ness ability too. Address “B., 269,” 
care J C-K. 


SALESMAN desired for representa- 
tion of a nationally known ring 
house, for the South Atlantic and 
Gulf States; in making your reply, 
please state fully the particulars 
governing your past experience; 
confidential. Address “K., 372,” 
care J C-K. 








SALESMAN; for fine line of leather 
wrist watch bands for jewelry trade, 
ete., on straight, liberal commission 
basis; several territories open through- 
out country; large earnings for men 
who can produce; write, giving past 
experience and references. Address ‘M., 
333,” care J C-K. 





SALESMAN: experienced man _ with 
following wanted for developed ter- 
ritory in Minnesota, North Dakota, 
South Dakota, Wisconsin, by large 
manufacturer of nationally adver- 
tised line of wedding and engage- 
ment rings. Address “P., 227,”’ care 


J C-K. 


PACIFIC Coast salesman, calling on 
better stores only, to carry manufac- 
turer’s and importer’s fine line of 
platinum diamond wedding rings 
and diamond watches, that are 
priced right; give all information 
in first letter; confidential. Address 


“J., 115,” care J C-K. 








WANTED, a permanent, first class 
watchmaker, with good school back- 
ground and experience, who is inter- 
ested enough in his trade to turn out 
good work, to work in a first class 
established store; salary open, cor- 
respondence or personal inquiries in- 
vited. Joe Harling, 521 Main St., Wood- 
land, Calif. 





SALESMAN, experienced, for jewelry and 
novelty jewelry line in established ter- 
ritory North Carolina, South Carolina 
and Georgia; prefer man who has 
traveled in these States; unusual op- 
portunity for one who is ambitious; 
drawing account against commission. 
M. A. Safran Corp., 107 S. Highth St., 
Philadelphia 6, Pa. 





SALESMEN wanted, to cover territories 
of from one to three States, in any 
section of country, for manufacturer of 
very attractive line of popular priced 
men’s and ladies’ watches; preference 
given to men now representing nation- 
ally advertised jewelry lines; this is a 
highly profitable opportunity; reply in 
full detail to, “T., 241,” care J C-K. 





A-1 watchmaker wanted for leading 
jewelry store in Middle West; healthy 
climate; permanent; excellent salary ; 
we want a man to take over complete 
charge: one who can engrave and size 
rings preferred, but not essential; a 
real opportunity for the right man; 
send picture and references. Address 
“R., 228,” care J C-K. 





SALESMEN for silver plated hollowware 
and sterling line; this large, highly 
reputable manufacturer can use several 
such men to cover California and Pacific 
States and Atlantic Coast from Virginia 
South; give full particulars; refer- 
ences; all inquiries treated with utmost 
confidence; car necessary. Address “O., 
336,” care J C-K. 





LONG established New England costume 
jewelry manufacturer has opening for 
representatives in New England, Mid- 
west and other territories; new lines 
and items of brass, sterling and gold 
filled; only energetic, experienced men 
with jobber following need apply; com- 
mission basis; write full details. Ad- 
dress “C., 315,” care J C-K. 





SALESMEN to represent manufacturer of 
sterling and silver plated hollowware; 
several lucrative territories open for 
men with following among jewelry and 
department stores; no objection to non- 
conflicting side line; state detailed 
qualifications and territory covered; 
—e Address “A., 313,” care 





SALESMAN wanted to carry popular 
priced jewelry on commission basis 
only; compacts, cigarette cases, watch 
bands and straps, rings, pearls and 
good quality costume jewelry; must 
have good retail store contacts; several 
territories open; write for full details; 
give particulars and references. Ad- 
dress “E., 85,” care J C-K. 





SALESMAN with established following 
in department, jewelry, and gift 
stores, for manufacturer of com- 
petitively priced line of silver plated 
hollowware; attractive straight com- 
mission basis; territories open: Mid- 
dle Atlantic and Midwestern; give 
complete particulars in confidence. 


Address “J., 254,” care J C-K. 





que — 


WATCHES: importers and distributors 
of popularly priced Swiss watches need 
salesmen for following territories; Illi- 
nois, Missouri, Iowa, Minnesota, Wis- 
consin and Washington, Oregon. Idaho, 
Montana; tewelry side line acceptable; 
residence in above States preferred; 
references and personal information 
confidential; commission basis. Address 
cor. 309,” care J C-K. 
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DIAMOND ring salesmen wanted to 
cover Middle West and South- 
west, to call on our established 
trade; exceptional opportunity for 
experienced men to start July l, 
1947 or January 1, 1948; only 
those with best references need 
apply. H. Hamburger Co., Inc., 22 
W. 48th St., New York 19, N. Y. 





MANUFACTURER of nationally accepted 
non-competitive custom-made leather 
watch straps, cigarette cases, compacts, 
has desirable open territories, exclusive 
basis; excellent possibilities as side line 
for someone covering territory con- 
sistently with established clientele, 
among better jewelers and department 
stores; give full particulars. Address 
“C., 270,” care J C-K. 





WANTED; experienced advertising 
and display man, or woman, for 
high class chain of Southern install- 
ment jewelers; must have experience 
im this line and devote full time to 
the job; good salary and permanent 
position; state experience and sal- 
ary expected; also give references 
in first letter. Address “C., 4991,” 
eare J C-K. 





NEW YORK metal compact firm, also 
high grade metal cigarette cases, 
desires aggressive salesman _ with 
strong following in department 
store, jewelry and specialty trade; 
commission basis; no objection to 
non-conflicting line; must travel by 
car; write in full details; all terri- 
tories open. Address “W., 5873,” 
care J C-K. 





MAN with all around jewelry experi- 
ence to become assistant to the 
owner of modern and progressive 
jewelry store, located in Central 
Ohio; must be good salesman and 
window trimmer, with ability to as- 
sume responsibilities; permanent 
position with attractive salary; in 
first letter state age and complete 
experience; confidential. Address 


“D., 316,” care J C-K. 





RICH, productive territories open for 


salesmen to call on retail jewelers; 
we have “pre-sold” line of window dis- 
plays, trims, store fixtures and selling 
ideas that have netted substantial in- 
comes to men in “test-sales-tour”’; ex- 
cellent home office cooperation in sales- 
follow-through and advertising; ours is 
America’s most popular line offering 
real chance to right men. Address “P., 
263,” care J C-K. 





DIAMOND buyer; must be thoroughly 
experienced in handling the pur- 
chase of loose diamonds and mount- 
ings; also able to set up complete 
sample line; permanent position 
with large wholesale jeweler near 
New York; this is a responsible po- 
sition and individual must have 
above qualifications; attractive sal- 
ary arrangements; replies confiden- 


tial. Address “F., 172,” care J C-K. 





WE want a salesman with a following 
to sell a line of fine Swiss watches to 
better retail trade; the man we want 
must have experience and personality ; 
he must have the foresight to see 
greater possibilities in developing a 
smart line that has quality and good- 
will to back up his efforts; full coop- 
eration; all territories open; your com- 
munication will be treated in strict 
— Address “F., 339," care 





SALESMEN, with following of jewelers 
and department stores, to represent 
jobber’s line of well known watch at- 
tachments and leather straps; also we 
manufacture a nationally known brand 
of gold filled lockets, crosses, earrings, 
chains and a beautiful line of originally 
designed costume jewelry, to retail for 
from $5 to $10 at competitive prices, 
making sure sales; no objections to 
one other line; state territory and all 
data in first letter. Address “T., 233,” 
care J C-K. 


SALESMAN, if you have called on re- 
tail jewelers in Michigan, Qhio and 
Kentucky, and are a resident of 
Cleveland or Detroit, Davidson & 
Sons, Jewelers of N. Y., manufac. 
turers of gold jewelry, “Dason Prod. 
ucts”’ can use you; we will turn over 
well established following to right 
man ; only those with above quali. 
fications and car considered; liberal 
drawing against commissions; give 
details first letter. Davidson & Sons 
20 W. 47th St., New York, N.Y. 


& 








SALESMEN, for sterling silver and silver 
plated hollowware line; must have 
earnings record of $10,000 per year, or 
better; this highly reputable organiza- 
tion can use services of several such 
men to cover the following territories: 
California and Pacific States; South, 
Southwest, West, Midwest and a terri- 
tory within a 250 mile radius outside 
of New York City; give full particulars, 
references; all inquiries treated with 
utmost confidence; car necessary. <Ad- 
dress “N., 226,” care J C-K. 





FEINSTEIN Bros., 5 S. Wabash Ave., 
Chicago, IllL, Los Angeles office, 220 W. 
Fifth St.; salesmen wanted with estab- 
lished following among retail jewelers 
and department stores, to represent out- 
standing watch material and supply 
house in business for 23 years; com- 
plete lines of watches, diamonds, solid 
gold rings, clocks, tools, better jewelry, 
J-B bracelets; distributors of watch 
cases and other nationally advertised 
merchandise; excellent opportunity for 
the right man; open territories, Mid- 
west, West, South and Central States. 





SALESMAN, with established follow- 
ing among retail jewelers, depart- 
ment stores, etc.; wanted by New 
York importer to carry our most at- 
tractively styled line of ladies’ and 
men’s watches, in gold filled, gold 
and platinum; commission basis; 
full details, references and territor- 
ies covered in first letter will be of 
assistance; replies held in strictest 
confidence. Address “F., 278,”’ care 


J C-K. 





RELIABLE man wanted for supervisory 
work with 15 chain store firm; begin 
$500 per month, plus a monthly bonus 
on increases; require skilled man only, 
with more than 10 years’ jewelry ex- 
perience, and prefer man with chain 
store executive experience; must know 
and be able to teach others, modern, 
aggressive sales, collection and display 
methods; for many years our firm has 
had more than 140 employees and we 
require a man they will respect as their 
superior; hard work and long hours, 
much travel, and huge volume of re- 
sponsibility; immediate opening; give 
details, as to past experience and pre- 
war and post war earning record. Ap- 
ply to Box 812, Birmingham, Ala. 





SALESMAN wanted by large New York 
manufacturers of platinum watch 
cases, bracelets and platinum mount- 
ings; must have well established 
following among wholesale jewelers 
and watch importers; territories 
open: West Coast and neighboring 
States, Chicago and Middle West, 
New York and New England States; 
commission basis; full details, ref- 
erences and territories desired in 
first letter will be helpful in making 
decision; replies strictly confiden- 


tial. Address “H., 279,” care J C-K. 





SALESMAN wanted, who is capable of 


earning $25,000 a year; established 
territory, with active accounts; ad- 
vertised line of diamond ring and 
fraternal diamond jewelry, direct to 
the retailers, covering the following 
territories: Washington, D. C., Mary- 
land, Virginia, North and South Car- 
olina, Georgia, Alabama, Florida, 
Mississippi; only top notch man will 
be considered; full commissions for 
the entire territory; car essential: 
this firm is established over a quar- 
ter of a century; write, give refer- 


ences. Address “A., 182.” care J C-K. 





SALESMAN wanted: for part of Mis- 


souri, Kansas and Nebraska; large 
and old established general whole- 
saler wants young man to carry large 
line of diamonds, jewelry, watches, 
clocks, silverware, and electrical ap- 
pliances; it is essential that appli- 
cant have a thorough knowledge of 
wholesale jewelry business, and it 
would be helpful if one had a large 
following in these States; wonderful 
opportunity for right man; write 
fully and give history in first letter: 
a photo will help; we will hold all 
communications confidential; our 
salesmen know about this ad. Ad- 


dress “P., 338.” care J C-K. 





COSTUME jewelry salesmen for man- 


ufacturer; quality line nationallv 
known for over 20 years, priced for 
volume business, with long estab- 
lished accounts throughout the 
country, available to experienced. 
top notch men with following among 
jewelry and department stores in 
these territories; New York, Penn- 
sylvania, Maryland. New England 
States, all Middle Western States: 
splendid earnings assured; salary 
and commission basis; if you know 
the jewelry trade in these States, if 
you have a car, and if you, prefer- 
ably, live within the territory, write 
in confidence. Address “H., 5302,” 
care J C-K. 


SE ORDENADOR ORLA 





For Sale 


Stores, Stocks and Businesses 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








FOR SALE, small jewelry store, Minne- 


sota town; good sales and all repairing 
one man can do. Address “N., 262, 
care J C-K. 


— | 





bade 












$44 





THE JEWELERS’ CIRCULAR-KEYSTONE 








FOR SALE—Continued 








| 


E, modern jewelry store in San 
Sando Valley, Calif., desirable lease, 
clean stock; price reasonable. Address 
“B,, 301,” care J C-K. 





—_— 


lass watch and jewelry repair 
oo ‘in live Indiana town of 7000 
population ; complete with tools and all 
equipment. J. A. Caufield, R. 204, 
Keller Bldg., Kendallville, Ind. 








—_— 


equipped watchmaker’s repair 

“ooo ovis $1,150, cash; will list items 

upon request; death of watchmaker 

reason for sale. Write, Mrs. E. G. Bo- 
lash, Box 124, Wytheville, Va. 








MODERN store, in Northwest, close to a 
large government project; fine volume 
which can be increased next year; 
health reason for selling; price $25,000. 
Address “J., 371,” care J C-K. 








FLORIDA, East Coast growing town, 
10,000 population; new fixtures, stock 
clean, long, low lease; good location; 
first offering; owner retiring; price 
$30,000. Address “G., 343,” care J C-K. 





—_——— 


JEWELRY store in good Florida town, 
County seat: wonderful opportunity for 
chain or individual; doing cash and 
cre@it business: modern front. Address 
“R., 5986,” care J C-K, 








—_——_-—_--— 


FOR SALE, modern jewelry store, in 
thriving Indiana town; population 
4000; $20,000; can make purchase price 
in one year; ill health reason for sell- 
2 agents. Address “F., 187,” care 
J c- 





JEWELRY and pawn shop; pawn inter- 
est is 20% per month; good business, 
good location, good leases; must sell 
due to other business interest; priced 
for quick sale. Uncle Abe’s Loan Co., 
3038 W. 16th St., Cheyenne, Wyo. 





JEWELRY manufacturing shop, long es- 
tablished wholesale business; complete 
casting outfit, foot presses, 12 benches: 
large office, small rent; best midtown 
New York location; owner retires. Ad- 
dress “S., 240,” care J C-K. 





FOR SALE, in Miami, a credit jewelry 
store, 95% location, seven year lease, 
low rent; two full floors and a bal- 
cony; store 14’ x 50’; must sell with 
stock, fixtures and accounts. Box 364, 
Jacksonville, Fla. Phone 5-4267. 


———E 





FLORIDA: gift shop in fast growing 
Florida town of 10,000 population; 
stock clean, fixtures new; best loca- 
tion ; rent moderate on long lease; 
jp Rel price. Address “M., 283,” care 


(ee: 


FOR SALE, jewelry store in valley town 
of 11,000 people; watch repair iast 
year $10,000; nine year lease, at $45 
per month; stock $9,000; tools and fix- 
tures, $5,000; price, $14,000; some 
terms. R. L. Murphy, 215 E. Kern, 
Tulare, Calif. 





ENGRAVING = studio, well advertised, 
long established, equipped; finest in 
New York City; exclusively retail; over 
50,000 customers; earning better than 
$10,000 yearly; can increase with trade 
work and other repairs; $3,500 cash; 
retiring. Address “R., 352,” care J C-K. 





1LLNESS forces me to sell this first class 
jewelry Store located in central Wis- 
consin, in rich dairy district of 100,000 
population; clean stock, modern fix- 
tures; good lease, in modern building: 
about $8,000 to $10,000 will handle. 
Address “N., 5772,” care J C-K. 





SMALL jewelry store in Texas; fastest 
growing city; excellent for watch 
repairman; located on main thor- 
oughfare, across from new Sears De- 
partment store; completely equip- 
ped, for $5,000. Myron Jewelry Co.., 
681314 HSBG Blvd., Houston, Tex. 





JEWELRY store, established 11 years: 


good opportunity for live wire: central- 
ly located in fastest growing city of 
Southern California. having contact of 
about 1750 rail and bus men; all re- 
pair work four men can do: clean stock 
Address “S., 5867,” care J C-K. 





MANUFACTURING plant, 





JEWELRY and optical store, Eastern 
New York town, established 36 years: 
very clean stock: low rent: excellent 
opportunity: $10,000 cash: sacrifice be- 
cause of illness. Address “D., 361,” 
care J C-K. 





SMALL, one-man jewelry store, estab- 
lished over 30 years in Long Island; 
equipped with excellent repair room 
and materials: top brand watches, 
silver plate, ete.;: low rent; unusual 
opportunity for experienced jeweler. Ad- 
dress “G., 367,” care J C-K. 


_—, 





FOR SALE, retail credit jewelry store in 


Baltimore, Md.; fine location: beauti- 
ful modern fixtures: 1946 volume $70,- 
000 net; substantial number of active 
accounts; clean, desirable merchandise : 
good reason for selling: splendid fu- 
er » eee Address “C., 238,” care 





New York 
City: due to illness will sell my shop, 
complete with new power rollers, four 
benches, for platinum or gold work, 
two burglar proof chest safes; yzood 
lease; shop alone $5,000; stock at in- 
ventory; give full particulars when con- 
sidering this ad. Address “B., 359,” 
care J C-K. 





FOR SALE; cash jewelry store; very big 
watch repair business; located in 
Allentown, Pa.; low rent; good lease: 
this is a marvelous proposition for a 
good watchmaker; over 8500 active 
watch repair accounts; lease, fixtures, 
accounts, good will, inventory; $10,009 
cash; no brokers. Address “T., 5977,” 
care J C-K. 





STORE for sale; first class store located 
in good industrial town, south of Cleve- 
land, Ohio, selling good trade; carry- 
ing Lunt, International and Watson 
sterling lines; Hamilton, Elgin and 
Bulova watches; Jabel ring mountings, 
and similar fine lines; 100% location: 
good lease, reasonable rent; will sell 
all, or part, to interested person capable 
of managing the store. Inquire “J., 
196,” care J C-K. 





THIS profitable and well established cash 
and credit store, 29 years old, is lo- 
cated in the central city business sec- 
tion of a large Eastern city with 
diversified industries; the present good 
volume and profit can be greatly in- 
creased with aggressive management: 
leading lines of watches, silverware, 
radios, electrical appliances; interested 
in selling only to one who would con- 
tinue same high standards: no dealers. 
Address “G., 188,” care J C-K. 





A VERY desirable jewelry store, with two 
watchmakers, main street’ location, 
with five year lease; will inventory and 
sell at reasonable price; reason for sell- 
ing, health; this is your chance to buy 
an 11 year established business; this 
is a farming district, the Erwin Cotton 
Mills located four miles from Dunn; 
you can see it is an all year around 
thriving business, a population of above 
mentioned, 40,000. . T. Westbrook, 
Jewelry, 214 E. Broad St., Dunn, N. C. 





JEWELRY store with stock and fix- 
tures, all clean staple stock; modern 
blonde finish fixtures, new front; 
good location; building 18 x 60 feet; 
four and one-half years to run on 
present lease, with five year option; 
reasonable rental; industrial and 
college city; huge drawing area; 
shopping center of section; $18,000 
cash sales last six months, credit 
can easily double; State of Tennes- 
see: ideal addition to credit chain; 
additional information on request. 


Address “L., 256.” care J C-K. 





JEWELRY store, established eight years, 
same address, in the heart of down- 
town Oakland, Calif.; population ap- 
proximately 500,000; ideal year around 
climate: recently redecorated; size 16 
feet wide by 38 feet long; low rent, 
good lease; clean, up-to-date merchan- 
dise: silverware, clocks and appliances 
could be added: plenty of watch and 
jewelry repair work; excellent set-up 
for high class loan office; have op- 
erated as a cash store only; credit 
basis could be tripled; all stock, fix- 
tures, watchmaker’s lathe and _ tools, 
material, crystals, ete., go; am just 
retiring: full price $45,000 cash. Ad- 
dress, P. O. Box 2006, Oakland, Calif. 





FOR SALE, old established jewelry, 
clothing and pawn business, located 
in Metropolitan Arkansas City; rent 
$175 per month; lease can be re- 
newed for five years; annual sales 
volume, $125,000; complete stock 
diamonds, watches, jewelry, cloth- 
ing, ete.; profit from this business 
makes it possible to retire; we want 
instant action; have placed a price 
of $47,000 for everything, if sold 
at once; this price includes stock, 
accounts receivable, elegant fixtures 
and store equipment; this is one of 
the most progressive and thriving 
manufacturing cities in the State; 
telegranh or write for full particu- 


lars. Address “Y., 312,” care J C-K. 





EXCLUSIVE diamond and jewelry loan 
office, new and up-to-date fixtures, do- 
ing a substantial retail diamond, an- 
tique and jewelry business; located 
next to the oldest and largest depart- 
ment store: this area is known as the 
garden spot of California and is the 
largest canning and industrial center: 
population about 100,000, with many 
surrounding towns to draw from; good 
lease and very reasonable rent: can be 
purchased with or without stock; rea- 
son for selling, owner has many other 
interests: will send photo on request: 
will also consider partner, who could 
devote his full time; must be financial- 
Iv responsible, with good background 
in the jewelry field: this deal is a real 
opportunity for a person who can qual- 
ifv: terms. if desired, to a responsible 
person: will furnish highest bank ref- 
erence, State Jewelers & Brokers, 34 
S. Market St., San Jose, Calif. 





(Continued on page 346) 
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(Continued from page 345) 





FOR SALE, old established manufac- 
turing and retail jewelry store lo- 
cated in Metropolitan City in West- 
ern part of State of New York, with 
a branch store located 30 miles dis- 
tant in a thriving city of 15,000 
population; sales volume exceeded 
$100,000 in 1946 and the amount 
received from repairs exceeded $27.- 
000; business was established in 
1911; present location 13 years; ex- 
cellent fixtures and all modern 
equipment; attractive display win- 
dows; 100% saleable stock of dia- 
monds, watches, clocks, jewelry, sil- 
ver, etc., all purchased at ceiling 
prices; an aggressive, younger man 
could not only increase present sales 
volume, but in all probability amor- 
tize the entire investment from the 
profit secured in a few years; this 
business would make an excellent 
addition to an operator of a group 
of modern stores; telegraph or write 
for full particulars as this business 
will sell instantly to those who are 
first to investigate. Address “R., 
215.” care J C-K. 





FOR SALE, old established, modest 
size wholesale jewelry and jobbing 
business, located in one of the 
largest cities in state of Michigan; 
excellent business location; lines 
carried: diamonds, watches, radios, 
glassware, silverware, jewelry, clocks, 
luggage, leather items, etc.; com- 
pletely equipped with fixtures and 
office equipment of every descrip- 
tion; this business has never been 
advertised or offered for sale; for 
personal reason it is imperative this 
lucrative business be sold immedi- 
ately; in order to secure instant ac- 
tion we will quote an exceptionally 
reasonable price; our books will 
show this business has always been 
consistently profitable; an oppor- 
tunity to purchase an establishment 
of this kind is seldom ever offered: 
we believe tremendous interest will 
be shown when the city and our 
name is revealed; without obliga- 
tion, write or telegraph for full par- 
ticulars. Address “J., 347,” care 
J C-K. 


For Sale 


Tools, Equipments 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











THREE regulators; one imported Swiss, 
two Waterbury, one medium, one small 
size. Address, 34-26 34th St., first 
floor, Astoria, L. I., N. Y. 


FOR SALE, latest model auto engraver 
with pantograph arms; cost complete, 
with three sets of type, $495; will sell 
for $285. Address “H., 303,” care J C-K. 


SACRIFICE, seldom used New Hermes 
pantograph engraver, model A, for 
$200; price includes two plastic cutters. 
Box 68, Station “C,” Brooklyn 20, N. Y. 


COMPLETE Jelenko precision casting 
equipment, new; never been used: will 
sell below cost: also Lehman power 
rolls. Address “M., 257,” care J C-K. 














SALE: three sets heart-shaped locket 
tools; two plain, one chased; size 4% 
and 3%, for gold. Address “H., 546,” 
care J C-ls. 





THREE, eight foot wall cases; two, eight 


foot floor cases; one, six foot floor 
case; hardwood, in excellent condition. 
Ralph E. Cousins, Jeweler, Elberton, 
Ga. 





———_— 


MANUFACTURERS of unmounted plat- 
inum mountings and gold mountings at 
popular prices; no castings. Joseph 
oe Co., Inc., 93 Nassau St., New York 

ity. 





NEW and used cleaning and soldering 
machines, lathes and attachments; 
cash paid for used tools. R. P. 
“Dick” Gallien, 220 W. 5th St., Los 
Angeles 13, Calif. 





MANUFACTURERS of assembled 10K 
and 14K yellow gold and 14K white 
gold pierced and unpierced ear wires; 
immediate delivery. Joseph Ring Co., 
Inc., 93 Nassau St., New York City. 





ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 





LIGHTING fluorescent and incandescent ; 
patented diamond cluster reflectors for 
brilliancy; our 22nd year of _ strictly 
jewelry store lighting. Pittsburgh 
Lighting Equipment Co., P. O. Box 801, 
Battle Creek, Mich. 





COMPLETE jewelry store fixtures, con- 
sisting of six, six foot show cases, 
equipped with ring trays, platforms 
and lights; 60 feet of wall cases, plus 
matching paneling; modern design; ex- 
cellent con@ition; available July, 1947. 
Littman’s, Jewelers, 345 George St., 
New Brunswick, N. J. 





C. BOLEY jeweler’s lathe, model E 451, 
complete with the following attach- 
ments; milling, compound, _ tailstock, 
panographs, milling arbor, 30 collets, 
tool-bits, special chucks, and miscel- 
laneous parts; excellent condition; 
complete with work bench, chair, and 
1/30 HP G.E. motor. R. H. Johnson, 
1229 Broadway, Rockford, Ill. 





JEWELRY CARDS for rings, pins, 
brooches, lockets, pendants, lavaliers, 
bar pins, earrings, watches, bracelets, 
wrist bands, etc., and displays for 
counter sales. Dauer Printing Co., 
America’s foremost card manufactur- 
ers, jewelers’ printed display supplies, 
31 E. 22nd St., New York 10, N. Y. 
Algonquin 4-2174-5. U. S. parcel post 
makes us your next door neighbor; 
= get acquainted; write for sam- 
ples. 





SWISS stems; one dozen each of 12 most 
used models; gross assorted $9.97; 36 
bracelet crowns, yellow, white, pink 
G.F., $3.59; 25 watch keys, 69¢; 100 
clock hands, 59¢; 100 case screws, 79¢; 
100 Geneva crystals, $1.98; 144 Micon- 
cave crystals, $1.98; 48 different sizes, 


Convex clock glass, $6.63; 36 second 
hands, 98¢; sleeves, $1 dozen; 8-day 
clock keys, $1.11 doz.; hundreds of 


other items; send for latest bulletin of 
lowest prices on staffs, mainsprings, 
hands, screws, tools, supplies, etc. Beck 
as 715 W. Wildwood, Fort Wayne, 
nd. 


| 


| 





FOR SALE, burglar alarm cabinet to 
house safe; ideally suited to protect 
jewels against theft; system ar. 
ranged with alarm gong on cabinet 
and outside of building; connee. 
tion may be made with police head. 
quarters; nicely finished oak cabiney 
measures 35 x 40 inches, 85 inches 
high; A-l condition; may be jp. 
stalled by any good electrician: 
$400 F.O.B. Greensboro, N. C, L, p. 
Mayrand, Box 965, Greensboro, 
m <. 


. ee nesses iiaallmaticact aa 
JEWELERS: read carefully; this is im. 
portant; in stock for immediate de- 
livery, watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes; complete 
stock books for diamonds, watches, 
jewelry ; diamond guarantees; daily re- 
port sheets; complete credit forms; 
business stationery ; window priced 
cards; if not in stock we will make it. 
Dauer Printing Co., Manufacturers, 
headquarters for jewelers; printed sup- 
plies of every description; 31 E. 22nd 
St.. New York 10, Y.; estimates 
given; write for samples; a good house 
to get acquainted with; U. S. parcel 
post delivery service makes us your 
—_ a neighbor. Phones Algonquin 
4-2174-5. 





HANDIEST new tools for jewelers, 
watchmakers, engravers, lapidarists; 
Tungsten carbide tipped engraver 
guaranteed to cut hardened steel 
balance staffs; long point for long 
life, $5; diamond laps- 1” diameter 
to keep engraver sharp and to trim 
and shape precious stones (Diamond 
laps made up to 10” diameter, for 
fast production cutting), £10; pol- 
ishing laps for precious stones 534” 
diameter, $6.50; 10” diameter, $10; 
diamond lapidary drills 1% and 2 
mm., $6.50; diamond reamers (to 
drill fast and enlarge holes in onyx, 
jade, other precious and hard stones, 
and crystals), $6.50; diamond pen- 
cil and scriber (for marking any 
hard object), $33; diamond saws for 
sawing precious stones 1” to 10”, 
prices on request; all tools are great 
time savers and pay for themselves 
many times over in faster produe- 
tion; your check wit! order assures 
prompt delivery. Action Diamond 
Tool Co., 125 W. Hubbard St., Chi- 
cago 10, Iil. 








Business Opportunities 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., 
must furnish trade references. At 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers 
Circular-Keystone. 








established 


WOULD like to purchase e 
jewelry store; location optional. M. 
Rosenthal, 191 Main St., Painesville, 
Ohio. 








GORDON BROTHERS, cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 335. 








WANTED, established jewelry store, for 
cash; Florida preferred ; correspondence 
confidential. Address “G., 2370,” care 
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BUSINESS OPPORTUNITIES—Cont. 


Eao_— 


D to buy, estadlisnea jewelry 
WANTE New England, doing over $30,- 
a year business. Address “N., 


00 
53566,” care J C-K. 








__ 
4-1 watchmaker, engraver, would like to 
“purchase small jewelry store; would 
consider partnership or percentage 
pasis; first class references. Address 
“D., 184,” care J C-K. 





——————— 

FIRST class watchmaker wants to buy 
established jewelry store in Indiana, 
Ohio, West Virginia or Kentucky; all 
replies confidential. Address “P., 285,” 
care J C-K 





WILL pay cash, $25,000 to $50,000; 
veteran desires old established jewelry 
store, radius of 200 miles from New 
York City; state particulars; confiden- 
tial Address “P., 306,” care J C-K. 














WANTED, well established, substantial 
jewelry store; cash or credit; reputable 
individual will pay all cash if desired; 
all replies confidential. Address “M., 
350,” care J C-K, 








CASH for diamonds, watches and jewei- 
ry; established 40 years; send surplus 
stock for cash estimate; bank refer- 
ences. Emil Noel, 29 E. Madison St., 
Chicago, IIl. 





WANTED to buy, a jewelry store in town 
with population of 7000 or more; will 
pay cash; all information confidential. 
Paul Vermillion, 121 N. Harrison St., 
Alexandria, Ind. 





HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 


Chicago. 





WANTED, jewelry store doing $100,000 
or more, located in Baltimore, Phila- 
delphia, Washington, D. C., or lead- 
ing cities close by; correspondence con- 
ake Address ‘“M., 5923," cure 





WANT to buy established jewelry store 
in town of approximately 15,000, in 
South Georgia, South Alabama or 
Florida; will pay cash; all replies con- 
fou Address “C., 6132,"" care 


a 


COLMES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





(eee 





WANT to buy, jewelry store in West 
Virginia, Pennsylvania or Ohio; 
reputable; independent merchant 
wants to expand; replies in strictest 
1 Address *“*M., 225,” care 


(te 





SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures of 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write 15-17 Maiden 
9 5oa8 New York. Telephone, Rector 


JACK M. WERST will pay you spot 
cash for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 





WANTED to buy or lease, jewelry store 
somewhere in Tri-state area of Penn- 
sylvania, West Virginia or Ohio; am in 
a position to make cash deal; will con- 
sider joint operation too; have years 
of experience and am well situated for 
all nationally advertised lines. Park 
ee 409 Smithfield St., Pittsburgh 

2, Pa. 





JEWELRY stores and stocks bought for 
cash; any size, any amount, anywhere; 
my tremendous outlet and direct con- 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, will 
call on you; our offer will amaze you. 
Louis Rifkin, 81 Bowery, New York 
City. Phone Walker 5-3936. 





I have a really fine store, located in the 
most exclusive and wealthiest section of 
America; I will consider gold jewelry, 
fine diamond jewelry, diamond platinum 
watches, etc., on the basis of extended 
memorandum plus 25% of my gross 
profit; owing to fine contacts an im- 
portant volume of business may be 
predicted; address all replies, which 
will be treated as strictly confidential, 
to, “B., 248,” care J C-K. 








MANUFACTURER of a very fine line 
of the better jewelry is considering 
a partner or selling outright; the 
finest opportunity for a _ practical 
man in the business; it will require 
about $80,000 down payment; only 
responsible people will be consid- 
ered; give information in detail in 
first letter. Address “R., 290,” care 
J C-K. 





WELL known Ohio retail jewelry firm 
offers exceptional opportunity for ex- 
perienced, aggressive, jewelry trained 
merchandisers, capable of successfully 
managing branch stores located in 
Ohio, on their part-owner-manager plan 
of operation; if you have the ability 
and $5,000 to $10,000 to invest, here’s 
an opportunity of a lifetime. For fur- 
ther information, Write ‘‘K., 197,” care 
J C-K., giving your qualifications in 
first letter. 





GOING once, going twice, going out of 
business; are you overstocked; quick 
cash the sure way, the auction way, the 
action way: the best way to get the 
most money for your stock; our auc- 
tion sales held on your own premises; 
personally conducted for action; also 
entire stores, with or without fixtures, 
bought for spot cash; get my proposi- 
tion today. Write in confidence to Max 
Gelbstein, 72 Bowery, New York City. 
Commercial and bank references. 





ARE YOU GOING out of business? I 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; | will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
— 5 S. Wabash Ave., Chicago, 


WOULD you like to retire from busi- 
ness while prices are still at their 
peak; if you were given a respon- 
sible guarantee that your lease, ac- 
counts due from customers, good- 
will, fixtures and your entire stuck 
would be sold for much more than 
the actual wholesale cost; our sell- 
ing service will find you a cash buyer 
for your store as it stands today in 
bulk, or as a going concern; do you 
realize your good-will is an asset 
that will bring you cash the same as 
your stock; wire us for complete de- 
tails; you will not be obligated; we 
are not stock buyers, but the oldest 
bonded business brokers in this busi- 
ness; references from many jewel- 
ers who have kad us liquidate their 
business recently will be sent you 
along with unquestionable bank ref- 
erences; no store too large or too 
small, Write at once to, McRae & 
Shaw, 168 N. Michigan Ave., Fed- 
oy Life Insurance Bldg., Chicago, 








Wanted to Purchase 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





RING stretcher; perfect condition, by 
W. W. Oliver or Dixon. R. W. Thayer, 
324 N. L St., Lake Worth, Fla. 








WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Ernest Linick, 29 E. Madison 
St. Chicago, II. 





THE Atlas of plates which should ac- 
company Martens’ “Beschreibung der 
Hemmungen der hoeheren Uhrmacher- 
kunst,”? the Atlas of plates which should 
accompany Schreiber’s “Vollstaendiges 
Handbuch der Uhrmacherkunst,” also 
make offer old French or German Hor- 
ology. Joseph Sternfeld, 115 Central 
Park W., New York 23. 





CASH for your surplus stock of dia- 
monds, watches and jewelry; will 
mail check on receipt of merchan- 
dise and hold package for your 
approval. American Diamond Syndi- 
cate, 37 S. Wabash Ave., Chicago 


> Til. 








Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WATCH repairing for the trade; price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 





WATCH repairing for the trade; expert, 
reliable; prompt service to out-of-town 
jewelers. Gus Lauer, 805 Arcade Bldg., 
St Louis 1, Mo. 





(Continued on page 348) 
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WATCH WORK, ETC, FOR THE 
TRADE—Continued 





(Continued from page 347) 





WATCH crystals; crystal fitting for the 
trade; jobs returned same day. Ross 
Watch Crystals, 5 S. Wabash Ave., 
Room 516, Chicago 3, Il. 





GUARANTEED high grade watch repair- 
ing for the trade; 20 years’ experience ; 
fine equipment; reasonable prices; 
prompt service. For further informa- 
tion, Address “M., 198,” care J C-K. 





WATCH repairing; speedy service, excel- 
lent workmanship, guaranteed job; 
members of the Jewelers Board of 
Trade. Barry-Zaiman Co., 23 N. State 
St., Chicago 2, IIl. 





RELIABLE repairs reasonable, on Swiss 
and American watches, crystals, clean- 
ing, staffs, mainsprings; complete or 
partial repairs. Milton Wagner, P. O. 
Box 332, Reading, Pa. 





WATCH repairing; specialists for the 
trade; work completed in two weeks; 
all repairs guaranteed. Reliance 
Watch Repair Co., 5 Beekman St., 
New York 1, N. Y. 





WILLIAM MORALES, expert watch re- 
pairer for the trade; prompt and re- 
liable service; price list sent upon 
request. 35 Maiden Lane, Room 709-A, 
New York 7, N. Y. 





FINE watch repairs for the trade; fast 
and reliable service: all work guar- 
anteed: estimates submitted before we 
proceed. Anton Igel, Room 714, 35 S. 
Dearborn St., Chicago, Ill. 





ALL kinds of watches and chronographs 
repaired promptly and efficiently, for 
the trade only; price list upon request. 
Altay & Co., Repair Department, 22 W. 
48th St., New York 19, N. Y. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watch- 
master for accuracy. Frederick Lowey, 
48 W. 48th St., New York 19, N. Y. 





WATCH repairing to the trade; reliable 
dependable; for prompt delivery to 
out-of-town trade. H. Drimer, 3726 
Maple Ave., Brooklyn 24, N. Y. Es- 
planade 2-2963. 





CAREFUL, honest watch repairing fo: 
the trade, moderate prices; out of towr 
orders attended to promptly. I. Kun 
nel, 2 W. 47th St., New York City 
Phene Bryant 9-5065. 





CLOCKS repaireu, aii makes, foreign ana 
domestic, spring weight and electric: 
prompt service; work guaranteed. Gem 
Clock Service, 1344 W. Division St., 
Chicago 22, Ill. 





RELIABLE watch repairing for the 
trade, since 1921; efficient, depend- 
able mail service. Standard Watch 
_— 949 Broadway, New York 





WATCH repairing for the trade; all 
watches tested on Western Electric 
Watchmaster; approximately 10 days 
service; price list sent on request. 
Griffiths & Auerbach, 316 Washington 
Sq. Bldg., Philadelphia, Pa. 


WATCH repairing for the trade; quick 
service guaranteed; years of ex- 
perience; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 108 E. High- 
land Ave., Elgin, III. 





UNEQUALLED; our nationwide watch 
repair service has proved to be un- 
equalled in high grade workmanship, 
prompt service, reasonable prices. West- 
ern Watch Co., 150 Nassau St., New 
York 7. 





FIRST class watch and clock repairing; 
we can accept a few more accounts 
from jewelers who desire the finest of 
work at moderate prices, plus efficient 
service. L. I. Watch & Clock Service, 
53-09 Broadway, Woodside, L. I., N. Y. 





WE recommend that you see a most 
unusual ad of the National Watch 
Repair Service on page 284 of this 
issue; a new idea in watch repair 
service, of interest to jewelers all 
over America. 





JOSEPH J. POST & CO.; a quality name 
in watch repairing to the trade since 
1920: timing and adjusting by elec- 
tronics; member of Jewelers Board of 
Trade. 55 E. Washington St., Chi- 
cago 2, Ill. 





WATCH repairing for the tra&@2; we are 
now in a position to handle several] 
more new accounts, six day service; 
price list and reference upon request. 
Gerace Jewelers, 4243 Frankford Ave., 
Philadelphia, Pa. 





FINE watch repairing by veterans: 
chronographs and split seconds a spe- 
cialty; prompt and reliable service; 
price list furnished. State Watch Re- 

pair, 2040 Edmondson Ave., Baltimore 





EXPERT watch repairing for the trade: 
many years of experience; all work 
guaranteed; out-of-town trade at- 
tended to promptly; moderate prices. 
Israel Weiser, 24 Eldridge St., New 
York City. Walker 5-9264. 





WATCHMAKER, living in New Jersey 
and doing work at home; can handle 
20 additional watches; one week’s ser- 
vice; excellent references and guar- 
anteed work at reasonable prices; for 
further information, Address “G., 322,” 
care J C-K. 





PRECISION watch repairing for’ the 
trade; one of the largest trade shops 
in the South; all work guaranted and 
electronically time tested; out-of-town 
accounts invited. Clark Jewelry Co., 
121% Broad St., Northwest, Atlanta 3, 
Ga. Cypress 7296. 





WATCH repairing to the trade; skilled 
workmanship; all watches timed on 
Western Electric Watchmaster for ac- 
curacy; five days’ service on out of 
town accounts. S. P. S. Watch Repair 
Service, 1149 Lake St., Room 204, Oak 
Park, Ill. 





WATCH repairing; in cleaning, move- 
ments are entirely dismantled, thus as- 
suring you of the finest job possible; 
all jobs guaranteed; in addition we are 
ready to help you with all jewelry re- 
pairs. H. Windolph. 1548 Belmont 
Ave., Chicago 13, IIL 








JACOBSON Watch Repair Service, 424 S. 
Broadway, Los Angeles 13, Calif.; 
guaranteed expert workmanship; West- 
ern Electric Watchmaster used to check 
and time watches for accuracy; one 
week delivery: member of The Jewelers 
Board of Trade. 





[IF you are looking for a relia . 
to send your watch repair worn ne 
offer service of the highest quality : all 
workmanship guaranteed; postage pre. 
paid one way; price list sent upon re- 
quest. Josiah Odence, Inc., 215 Fourth 
Ave., New York 3, N. Y. 





Le 


HAIRSPRING vibrating; one week ser- 
vice; 24 hour service on specia] re- 
quest; flat, $1.75; Breguet $2.50: trade 
shops with large volume, inquire for 
special rates. Charles Thomas, Jewel. 
ers, 336 48th St, Union City, Nj 
Formerly in charge of Hairspring De. 
partment for Bulova Watch Co. 








———ee 


MERCURIAL pendulums, for French 
crystal clocks, made to order in my 
own shop; fine watch and clock 
parts which are unobtainable, made 
to order by the master workman, 
including wheel and pinion cutting, 
C. B. Keller, 344 N. Hilton St., Bal. 
timore 29, Md. 








WE have been repairing watches for the 
trade for over 40 years; we also repair 
repeaters, chronometers, stop watches: 
parts are made by hand when not 
obtainable; references and price list 
furnished upon request; accurate, 
quick service guaranteed. Geneva 
Craftsman, 161 Clarkson Ave., Brook- 
lyn 26, N. Y. 





BETTER grade watch repairing; 25 
years’ experience to assure fine 
workmanship; chronographs _re- 
paired; prices very moderate; ask 
for list; fast service to the out-of- 
town trade. Walter Kokish, 15 W. 
47th St., New York 19, N. Y. 





PRECISION hairspring vibrating; all 
work done to manufacturers’ specifica- 
tion: mail orders promptly filled; ser- 
vice approximately one week; all work- 
manship guaranteed; flat $2; Brequet 
$2.75; send only complete balance, 
bridge and stud. Troop-Balas & Co., 
908 Walnut St., Philadelphia 7, Pa. 
“Hairspring Vibrating Specialists.” 





FIVE day service guaranteed repairing: 
all watches timed and tested on the 
Watchmaster; crystals fitted, dials re- 
finished and hairsprings vibrated at 
cost on all complete overhauls; send in 
trial order: price list on request. Gem 
Watch Repairing Co., 145 W. 45th St, 
New York 19, N. Y. Room $10. Lack- 
awanna 4-3836. 





CLEAN, prompt service in repairing 
your watches and clocks; specialists 
in chronograph stop and automat- 
ics: all watches checked on timing 
machine and guaranteed: price list 
nnon request. R. & N. Watch Co.. 
79.39 Myrtle Ave., Glendale, L. I. 
N, 








EXPERT watch repairing: we apecialize 
in mail orders: 10-14 days’ service: 
all watches timed and tested by the 
latest Western Electric Watohmaster. 
time charts for each watch will 7 
supplied upon request. L. Z. Orin, 
Ellwood St.. New York 34, N. Y. Ler- 
raine 7-1261. 








DUE to expansion, we are in position to 
accept additional trade work of g0 
quality; repairs are so complete and 
guaranteed, you do not have to touch 
the movement or clean case; give this 
your immediate attention, for we have 
openings only for a few good accounts: 
prices cheerfully furnished. Regulated 
Time Service. 1508 Charlotte St, 
Bronx 60, N. Y. 


ead 
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Boost your unit sales, and volume, with 
Hadley as a “ Prize’ line! 


, xenig no doubt that the handsome new line of 

Hadley Men’s Jewelry helps you make over-the- 
counter sales. It’s new — crisply new in style, from be- 
ginning to end ... it’s handsomely made .. . it’s pack- 
aged in appealing gift-style boxes. Add to this the fact 
that it is nationally advertised in color, and you'd think 
that’s about all anyone could expect from a leading line 


of Men’s Jewelry. 


But Hadley’s new line can offer you 
even more... In price 


and styling — the items in Hadley’s new line of Men’s 





as well as in packaging 


Jewelry make ideal prizes for golf, tennis, bridge clubs, 
etc. There’s a lot of extra business there, that’s yours 


a? f =m Va oe ’ 
for easy picking! 






*Plus Tax 


04 2 
eof oa 
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Four piece Set No. 411 $12.00* 


THE HADLEY 


‘S ; - 
No. 1002 $2.50* 








@ Watch your local paper for coming 
events at the country club, for bazaars, 
for outings of fraternal orders and 
company employees. Propose useful, 
beautiful sets of Hadley Men’s Jewelry 
— instead of trophies that will tarnish 
in the garret —to suggestion-hungry 
prize committees. Advertise occasion- 
ally in your local paper; write to us for 
mats. And lastly, domt forget the 
publicity value of a window or counter 
display, featuring the prize; for a well- 
known coming event! 

Boost Hadley Men’s Jewelry, and 
you ll find it a “prize” line in many 
more ways than one! 





COMPANY, PROVIDENCE, RHODE 








Two piece Set No. 257 $2.75* 


FOR LEADING MEN 


ISLAND 
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= ’ | if Enchantingly different from any other pat- 


tern you have ever seen! 


. | zi Morning Star... combining the sculptural, 


hand-carved appearance of regal, antique 





silver and the simplicity of modern design 


...is destined for immediate popularity 





with American brides! 
If you have not yet examined Morning Star 
... your Community representative or your 


wholesaler will be showing it to you soon. 


Wy 
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Mornin g Mal vance 


by the greatest magazine advertising campaign 








ever put behind a new silverware pattern! 
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